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ABSTRACT
The accountancy, tax and management consultancy professions of the United 
Kingdom are dominated by a number of major international firms. This professional 
world has experienced a number of changes, which are presented throughout. One 
outcome of this has been the increasing demand for each individual professional within 
these firms to be more actively involved in ongoing business development, not only 
with existing clients but also with potential clients (prospects). This thesis explores the 
professional's reaction to these demands for sales activity and in particular, the 
resistance that this exposes in many individuals. This is defined as 'sales reluctance'. 
Using a personal construct, phenomenological perspective and qualitative methods, 
with extensive triangulation, it explores the sales reluctance of a group of professionals 
from different disciplines, from four firms in two locations.
Extensive pilot work focused the subsequent flow of the study. This was a study 
consecutively of organisational influences, training influences, personality influences 
and finally, the influence of mental images in sales activity. It is argued that the 
prevailing culture in which professionals have chosen to operate has a pervasive 
influence on behaviours. It highlights the discrepancies between espoused and 
practised values and shows that professionals are often behaving as a logical reaction 
to the dominant forces operating on them.
It begins with the views of sales reluctance presented by professionals themselves. 
These are regarded as socially and professionally acceptable arguments. Later, five 
themes are presented which suggests underlying, socially and professionally 
unacceptable, forces. A new personality profiling approach - the Language and 
Behaviour Profile [LAB] - is used for the first time as a research tool. Within the 
perspective of mental imagery, descriptive approaches from the discipline of neuro 
linguistic programming [NLP] are used.
No other academic research has been discovered which has approached sales activity 
from the specific focus of sales reluctance as defined here.
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CHAPTER ONE BACKGROUND AND LITERATURE REVIEW
1.0 INTRODUCTION
This research is the culmination of a long standing interest in sales training and a 
growing concern that much sales training did not appear to be being put into practice 
after training courses. Of particular concern was the reaction of certain professional 
advisers who attended sales training courses as part of their general personal and 
professional development within a major "big six" accountancy/consultancy firm. This 
was of particular importance because my role within the firm was to develop and 
support sales organisation and development, and I had an increasing personal sense 
of frustration that I was not being sufficiently effective in this. Other sales trainers and 
managers seemed to experience similar difficulties. This concern led to prolonged 
informal research within the confines of that firm and then to the fuller formal research 
which is described throughout the present work.
The initial research aim [see Chapter 2.0] was to explore the resistance to sales 
training and sales activity (which I came to describe as 'sales reluctance') through a 
firm-wide, quantitative, questionnaire approach. This approach was altered to a 
research study focussing on qualitative, personal construct [Kelly 1955] approaches, 
and the specific focus of enquiry developed as the research progressed. I came to 
believe that the methodology for the study was not only more in keeping with my 
preferred way of tackling the research but also more convincingly elicited the 
fundamental issues I wished to explore.
A fuller description of research aims, methodology and the methods used is presented 
in Chapter 2. Since the research was travelling largely through uncharted waters, it 
may be helpful firstly to provide some personal history together with some preliminary 
definitions of the problem as it was first presented. This is supported by such literature 
as was encountered and first seemed appropriate when the research plan was in the 
early stages of formulation.
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1.1 RESEARCHER BACKGROUND - A PERSONAL PERSPECTIVE
I entered the world of sales and sales training from a teaching background. Initially,
I was trained as a salesman in a major international computer company and sold for 
the next four years in a variety of territories and specialist areas (e.g. government). 
Consistently high performance ratings and good appraisals led to promotion and the 
task to develop and train both in the company's dealer network and the direct sales 
force. Later, as Group Marketing Director of a firm of international insurance brokers,
I trained several hundred brokers in sales techniques and organised their marketing 
effort. I was also responsible, for four and a half years, for all internal sales and 
business development training, throughout the United Kingdom, in a major firm of 
accountants and management consultants. I trained over 2,000 of their personnel in 
the UK and Europe and conducted courses for their clients in many places.
Since then, in developing an independent management consultancy, I have created 
and run sales training courses for a wide range of companies, including some of the 
biggest multi-nationals, and I have created and developed public sales training 
courses in Europe, the United States, Africa and Australasia, in a career which has 
thus spanned over twenty years, and many industries, it is not surprising that I have 
come into contact with a wide range of sales training techniques and sales training 
materials and also that I have read many sales training books. I have collected and 
studied many of these in order to elicit from them any tips or techniques which I could 
use in my own courses.
One of the major reasons for this was because over these years, it became obvious 
that many people, including those who were seeking to become professional 
salespeople, had severe difficulties with certain aspects of sales. Most sales books 
also recognised a difficulty and strongly emphasised the importance for salespeople 
of maintaining good attitude and motivation. Some examples would be as follows.
1.2 SALES BOOKS QUOTATIONS
"Lack of belief in the enterprise is dangerous enough, lack of belief in the 
goods is disastrous, and lack of belief in yourself, is deadly poison".
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[Goldmann 1968, p24]
"Many jobs can be carried out successfully without involving the emotions, but
selling is not one of them  I have known people with a great gift for logical
thinking and blessed with intensive vocabulary who have failed utterly (in sales) 
simply because they lacked the enthusiasm necessary to convince the buyer. 
[Tack 1969, p72]
"It is possible with enough time and resources to give people all the knowledge 
required for the job (selling) and have them learn all the necessary skills, but 
unless they have the right attitude to use that knowledge and practice those 
skills, then your training will have been a waste of time".
[Salisbury 1992, p58].
"Self motivation and resilience are the vital fundamental attributes that every 
salesperson must possess to overcome difficult selling periods. Also, self 
motivation in the quest to attain higher standards and greater success must be 
an inherent characteristic in all sales personnel - even when sales are 
buoyant". [Shaw 1990, p88].
It can be seen from these writers in particular and many others in the sales field that 
there is a generally held view that good attitude and motivation are important, indeed 
essential, in any kind of sales activity. The fact that writers dwell so heavily on this 
aspect is perhaps an indication that it is considered that for many readers this will be 
a problem area. The view that salespeople are often free from direct supervision 
implies that they have to be committed and self motivated in order to work to their 
fullest capacity [Simintiras, Lancaster and Cadogan 1994]. Prus [1989, p255] noted 
that enthusiasm generally entails some optimism, confidence and a readiness to act. 
It describes a sense of intensity and application in the short run; dedication and 
continuity over the long term. Personal successes in sales had not been achieved 
without occasional lapses in enthusiasm and dedication for which there was sometimes 
no clear explanation. In my own courses, therefore, I wanted to foster and support in 
the participants the motivation and enthusiasm which I felt they would need when
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involved in sales activity. However, defining what constituted 'motivation', and thus 
how it might be nurtured, proved to be an increasingly difficult task. Smith and Beck 
et al [1986] considered that the motivation of its members is one of the most critical 
tasks facing any organisation. Unfortunately "the concept of motivation is probably the 
most confused, confusing and poorly developed concept in organisational psychology" 
[p29].
1.3 SALES MOTIVATION - SOME EARLY APPROACHES
I read many texts which presented various approaches to human motivation and this 
confirmed that in many sales books, the terms "attitude" and "motivation" are seldom 
adequately defined or explained. The psychological texts consulted later also seemed 
to have a difficulty in precisely defining attitude and motivation.
Denny [1993] noted that a report produced by the Institute of Manpower Studies 
claimed that the word "motivation" is among the six most commonly used words in 
company documents. He differentiated between Attitude Motivation which is about 
how people think and feel, their self confidence, their belief in themselves and their 
attitude to life, and incentive Motivation which is about rewards from activity within 
specific environments. Honey [1988] felt that attitudes are recurring thoughts and 
beliefs that predispose the individual to react (i.e. behave) generally in certain ways. 
Beck [1983] considered that the term motivation is concerned only with explaining the 
variation in behaviour (such as why some people work harder than others) and that 
the definition of motivation depends on the definition of other concepts used in the 
same theoretical context, especially the way we define learning. Tompkins [1981] 
quoted in Beck [1983, p39] argued that emotions are programmed into the nervous 
system genetically so that fear, anger, disgust and the like are directly aroused by 
certain stimulus conditions which call forth these programmed bodily reactions, 
including facial expressions. Stewart [1992], in contrast to most other writers in the 
field of motivation theory, only mentioned motivation in connection with transpersonal 
psychology where motivation is not to satisfy need or exercise choice, as others have 
argued; rather it is to surrender to external forces.
It is easy to see why texts designed as general introductions to the study of
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psychology (e.g. Rath us, 1990) affirmed that "although psychologists agree that it is 
important to understand why people and lower animals do things, they do not agree 
about the nature of motivation" [p305]. The Oxford dictionary avoids the causality 
debate and defines "motivation" simply as "what induces a person to act in a 
particular way" and "attitude" as "a considered and permanent disposition or reaction 
to a person or thing". In much of the literature, these terms are used to cover the 
underlying enthusiasm, persistence and drive which the authors say are necessary 
to maintain any self serving promotional activity. Most of the sales training books 
available are books which were written primarily for salespeople to improve sales 
performance. These books largely assume, therefore, that the reader is a dedicated, 
fulltime and professional salesperson tasked primarily with the maintenance of their 
own self motivation.
There are, as well, texts [e.g. Tack 1969, Lidstone 1978, Armstrong 1988] which are 
directed at sales managers who have the responsibility of also developing and 
maintaining motivation in their sales forces. These texts also repeatedly contain 
advice on the importance of maintaining attitude and motivation in the manager’s 
salesforce.
“Motivating a sales force is one of the most important and continuous tasks of 
every sales manager. It is also one of the most difficult..... For most sales 
managers their biggest problem is that the whole subject of motivation is 
characterised by a lack of knowledge of the human needs and motives of their 
salesmen and of expertise in how to motivate them. It is thus hardly surprising 
that the motivational policies which far too many managers bring to managing 
sales forces are coloured by their personal standards and hunches, prejudices 
and assumptions - rarely substantiated by fact'. [Lidstone 1978, preface].
Lidstone’s advice on how to motivate sales staff is a combination of carrot (praise, 
reward, money, recognition) and stick (controls, restrictions, censure). Some texts 
[e.g. Dalrymple and Cron, 1992] have detailed various motivation theories both past 
and present as a guide for sales managers. The general motivation literature 
available suggested many explanations as to how difficulties with sales activity could 
have been created and many explanations were conflicting. This seemed to be the
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result of the distinct epistemological viewpoint of competing theorists and it is perhaps 
useful to briefly present some of these theorists as background to the development 
of this study.
I considered, for example, during my earlier reading of this literature that one of the 
theories might provide the basis for the research or alternatively, that the research 
might compare competing theorists in the chosen area of study. This did not 
eventuate but in some of the conclusions to Chapter 3 (3.9) and Chapter 7 (7.5), the 
theories are briefly revisited in the light of the findings which emanated from the study. 
It may be considered that the presentation of motivational literature in this chapter is 
over-long but as the study progressed, much of what is presented here became 
apparent in the responses of research participants. I have thus chosen to present it 
now although some literature on specific aspects of the study is presented in the 
relevant chapters.
1.4 COMPETING MOTIVATIONAL THEORIES
Earlier motivation theorists [Freud 1925, Jung 1968, Adler 1927] tended to 
concentrate on explanations of the abnormal or antisocial behaviour of an individual.
I felt that this was not a satisfactory position from which to view difficulty with the sales 
situation. Sales texts imply that a lack of motivation is both normal and common; nor 
can such a situation be considered as anti-social in the general sense of the word, 
although this may not be pleasing to sales managers or sales trainers facing 
demotivated sales forces. Since the 1930s, however, starting perhaps with the 
famous Hawthorne Plant experiments [Roethlisberger and Dickson 1939], there has 
been continued interest in the forces which support the motivation and performance 
of the general workforce and the managerial issues involved with these.
Over this whole period, motivational research has progressed in a number of diverse 
ways. These may be summarised in five different clusters [after Vroom and Deci 
1992].
1.4.1 Response or Behaviourist Theories
These theories have focused on the responses which occur in the presence of a fixed
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stimulus. They support conditioned learning and rely heavily on the observation and 
recording of stimulus and response actions. Much experimentation ha‘s been 
conducted in laboratories with animals [Watson 1913, Thorndike 1913, Skinner 1938]. 
Operant theory, the theoretical basis for work in behaviour modification, has been 
frequently applied in organisations and to salesforces [Rotter 1954, McGregor 1960, 
Brehm 1966, Hamner 1974, Deci 1975]. Through this approach, for example, 
increasing commissions will create increased sales activity, reducing commissions will 
reduce activity and so on. This approach, however, seemed to me to negate the idea 
of free will which many salespeople had clearly exercised to resist even the strongest 
demands and censures [see FrankI 1992 for an extreme example of this]. The 
commonly accepted high staff turnover in many areas of sales is perhaps an indication 
of individuals exercising their free will by leaving sales activity entirely.
1.4.2 Physiological Needs (Drives and instincts)
Drives can be thought of as strong, cyclically recurring urges. Instinct theory [Freud 
1925] was based on interviews with psychiatric patients and is well known for its 
emphasis on sex and aggression drives. Hull's [1943] theories were based on 
laboratory experiments and proposed four basic drives - hunger, thirst, sex and the 
avoidance of pain.
Through sublimation, transference, repression and other processes, these drives may 
be expressed in many ways. Rice (1965) and Levinson (1981) have promoted this in 
the management area. The importance for this in the sales area is summarised in a 
comment, frequently heard, that salespeople should be "kept hungry" in order to get 
best results. Once again, however, it seemed that concepts of enhanced personal 
prestige, high achievement and peer recognition which were promoted in many sales 
texts, did not sit comfortably with this approach.
1.4.3 Goals
A goal is a desired future state. The individual is said to formulate and move towards 
his or her goals. Frustration in moving towards goals causes tension. Goal theory has 
been studied extensively in the management area [Lewin 1951, Vroom 1964, Rotter
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1966, Porter and Lawler 1968, Locke 1968, Seligman 1975, Bandura 1977, Abramson, 
Seligman and Teasdale 1978, Spector 1982]. Wittfrn sales, the promise of attendance 
at the annual recognition event, promotion to manager, a guaranteed future salary etc, 
are all examples of future goals. This approach did seem to be more consistent with 
sales texts and with my observations of salespeople's behaviour. Goal theory seemed 
to suggest that frustration in achieving a goal will lead to stronger motivation for the 
desired goal. I frequently observed, however, that while for a few this may be so, for 
many others goal frustration led to a withdrawal of activity.
1.4.4 Psychological Needs
Needs differ from drives in that they are tied to aspects of the person's psychological 
makeup rather than physiological condition. Needs are said to be "pull" motivators, 
whereas drives are said to be "push" motivators. Murray (1938) represents one of the 
earlier exponents of this approach. Later, Maslow (1943) created his well known 
hierarchy of needs. Rogers (1963) was influenced by Maslow and by Goldstein 
(1939), as was McGregor (1960) with his theory Y. The desire for success and status 
are often promoted as worthwhile in sales texts. Much research has been conducted 
in the area of achievement motivation [McClelland 1961, Atkinson 1958, 1964, 
Boyatzis 1982]. Some individuals seem to be always more motivated than others 
despite being offered the same rewards or censures as others. Sales managers 
dream of an entire sales force of such individuals but wonder how such individuals 
might be recognised at, for example, the time of hiring. Significant research has been 
undertaken therefore in intrinsic motivation [White 1959, deCharms 1968, Deci 1975, 
Ryan 1982, Deci and Ryan 1985 and Deci, Connell and Ryan 1989].
In the sales area there has been some research on "super salespeople" - individuals 
for whom the need to be successful, to be recognised and to excel seems to outweigh 
issues of money, position and so on. Many sales books present such an individual as 
the model to which all sales people should aspire but which, it is recognized, few will 
achieve.
1.4.5 Social and Group Influences
These theories link motivation with the influences of social behaviour, interaction and
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acceptance [Festinger 1957, Heider 1958, Asch 1959, French and Raven 1959, 
Adams 1965, Brehrc 1966, Pritchard, Dunnette and Jorgensen 1972, Alderfer 1972, 
McGraw 1978]. Within the sales arena these argue that individuals will be influenced 
by group norms. Thus there is much advice given on avoiding negative influences and 
sales sceptics - who, many sales texts consider, make up the bulk of the population. 
Greenberg and Greenberg [1990], based on over 800,000 psychometric and attitudinal 
testings of sales personnel and sales recruits, have argued that 80% of the population 
are unsuited to sales activity. They are considered to be lacking in ego drive (the 
need to be successful, which in this context would include drives, needs and goals) 
and also in ego strength (the ability to withstand negative influences). Negative 
influences, it is considered, abound everywhere and some organisations have 
attempted to isolate their sales people in an attempt to avoid such negative influences.
1.5 APPLICATION OF MOTIVATION THEORY TO SALES
Much of the research cited above was not conducted directly with sales people or with 
sales activity, yet it was often presented in sales literature without any supporting 
evidence that it is relevant to a sales situation. Whyte [1972], for example, noted that 
many sales managers' negative attitudes towards motivational theories were typically 
fuelled by:
"lengthy exposure to the motivational theories of Maslow, Herzberg and others. 
In such sessions almost everything presented is either theory or unrelated to 
the field manager's business and the realities of their organisations, cultures 
and policies". [Whyte 1972, p445 in Lancaster & Simintiras, 1991, p48].
Maslow, in particular, was often presented in sales motivation texts. His hierarchy of 
ascending needs from physiological through to safety, love, esteem and self 
actualisation seems, in the application of his work, to be hedged with a myriad of 
exceptions to the general rule. His hierarchy did not rest entirely easily with my 
observations of professional salespeople in my capacity as sales trainer and as sales 
manager of a number of sales forces in different industries. There were individuals for 
example, for whom self esteem seemed to outweigh not only love needs but even 
safety needs. Also, there were individuals who seemed to be operating entirely
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differently within different contexts. Others seemed to be reporting that they were 
operating at all the levels at the same time. There also often seemed little relationship 
between the level at which individuals were asking to operate and their actual sales 
performance.
Many texts suggested that the behaviours of salespeople are outside of the norms of 
the general workforce. Simintiras and Cadogan [1994], for example, have noted the 
"modest and infrequent" success of relating general motivation theories to the sales 
situation. They noted, also, that often even sales managers possessed imperfect 
information concerning the behaviour and performance of their sales people. Dubinsky 
and Howell et al [1986] have detailed the unique characteristics of the sales job, 
notably the boundary role position of sales people which often puts them between, but 
not fully, in, any organisation. Lancaster and Simintiras [1991] refer to this as a 
"frontier" role which supports role ambiguity and stress. Prus [1989] noted that sales 
people acknowledge the wearying, unpredictable, unpleasant and even disrespectable 
aspects of the sales activity and the general view of others that sales is easy, non 
productive, deceptive, aggressive and selfish. O'Connor and Prior [1995] proposed 
that
"Many people, even senior managers in their own companies, work on 
salespeople as being manipulative and not quite normal even though they 
would admit that sales is the life blood of the business".
It seemed that the needs of salespeople and the needs of their organisations and the 
other people in them, would not be reconciled by a single theory and I thus became 
increasingly reluctant to approach the present research from any specific theoretical 
viewpoint.
1.6 APPLICATION OF MOTIVATION THEORY TO SALES TRAINERS
The task of developing and guiding salespeople is often, in the first instance, given 
over to some form of direct sales training and I was interested to see which 
motivational theories would be the most popular with sales trainers. My own 
experience earlier, as a recipient of sales training, was that behaviourist and goal
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approaches were the ones most frequently applied by sales trainers and by the sales 
organisation. I found, however, that there are very few texts written directly for 
dedicated sales trainers. In "A Handbook of Sales Training and Development" 
[Weymes 1990], written specifically for sales trainers and managers, however, is the 
following statement:
"We develop enthusiasm in selling from three main areas. First we must 
develop a belief in ourselves and in our ability to do the Job. Second we must 
have total conviction in our product and a sincere belief that the customer will 
receive genuine benefit from his purchase. Third we must have a sincere 
belief in the integrity of our company and colleagues. The salesperson who 
truly believes in each of these areas will automatically feel enthusiastic" [pi 09].
It was not clear which theroretical perspective Weymes was adopting. It seemed, 
however, that he considered that it is the role of the trainer to somehow develop these 
beliefs so that they remain after training. In his advice to sales trainers, Weymes stated 
that:
"To inspire a greater level of post course sales performance, trainers must 
ensure that the delegates score highly in the areas of confidence, motivation
and direction" (p99)................  "All your hard work will come to nothing if the
salesperson leaves your course thinking I don't believe I can doit. "
(plOO).
Weymes provided few guidelines for actually developing motivation and at the same 
time acknowledged that participants might leave a sales course without the required 
level of motivation due in some way to the influence of their existing belief system. I 
thus sought to better understand what beliefs are.
1.7 MOTIVATION THEORY AND THE CONCEPT OF BELIEFS
The word 'belief is constantly mentioned in sales texts in conection with motivation 
(belief in self, belief in the product, belief in a solution etc). The Oxford dictionary 
defines "belief" as "accepting as true, that something is so". What seems to be implied
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from the various interpretations of the word 'belief is that a belief stands outside of 
what is necessarily empirically true and, further, that beliefs are capable of being 
changed. This would seem to conflict with the idea proposed earlier [see 1.3] that the 
mental processes in motivation are considered and permanent.
Within the sales literature, while there was much talk about beliefs, there was a dearth 
of substantiated research on what salespeople's beliefs were. There were, however, 
many assumptions presented by sales managers and sales trainers as to what 
salespeople need or are like. Prior [1994], for example, considered that most 
salespeople would prefer to do something other than sales activity. Salisbury [1992] 
argued that no-one leaves the educational system wanting to be a salesperson. Tack 
[1983], an outstanding contributor to sales training literature, nevertheless felt that 
money (or lack of it) was the main motivator for sales people and that "no aspect of 
human relations will compensate for a lack of monetary reward" [p210].
Writers of sales training books such as those described often appeared to be using the 
terms 'attitude', 'motivation' and 'beliefs' synonymously. Texts exhorted the reader to 
develop and maintain 'positive' attitude, motivation and beliefs. By this, they inevitably 
meant the motivation to be proactive, to do something. They were also asking readers 
to believe that they have the capabilities to be successful, to display positive attitude 
and to maintain high motivation. Thus, generally, positive attitude is reflected in 
positive behaviour (i.e. sustained sales activity). It could be argued that this post hoc 
explanation for behaviour does not acknowledge that a lack of sales activity could, in 
itself, be a reflection of a positive belief. Stumm [1986] puts it this way:
"All people are motivated, including even the most apathetic .... there may be 
a negative motivation but never non-motivation. The difficulty is that people 
do things for their reasons, not ours" [page 101].
Some sales texts advocated that sales training should concentrate on personal 
organisational factors (time management, territory management etc) coupled with 
instruction in sales techniques (sales skills). These argued that poor attitude is largely 
the result of limited or limiting experiences for which the salesperson could 
compensate either by studying and mastering other sales techniques or by simply
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becoming better organised. Texts argued that demotivated salespeople felt that way 
because they have not yet learned how to be successful; thus they do not yet believe 
that they can be successful although they really want to be successful. Salisbury 
[1992] argued however that
"the greatest problem we have .... when observing others, is to correctly align 
behaviour with attitude and that spotting either is no predictor of the other. 
People who display a positive attitude are not necessarily feeling positive. In 
an almost Pavlovian manner, some people learn to display the attitude and 
behaviour expected of them".
It became increasingly clear to me, however, that there were many beliefs surrounding 
sales attitudes which were not, in fact, learned directly from sales experiences. 
Participants on courses and in fact the general public, seemed to hold very strong 
views on selling without actual experiences to support them. There seemed to be a 
great deal of stereotyped beliefs in many of those I encountered, including sales 
trainers and sales book authors.
1.8 SUMMARY AND PERSONAL OBSERVATIONS
I was now thoroughly confused by the conflicting views expressed by writers on sales 
and motivation. I also observed a mismatch between the actions of organisations to 
engender sales activity, which tended to be behaviourist and goal focused, and the 
views of sales authors and trainers who often felt that psychological needs and social 
and group influences would have a greater influence on sales activity. Many 
organisations behaved as if sales people could be easily manipulated whereas some 
sales trainers were arguing that unless the belief system of the salesperson was 
already responsive to input, there would be little change.
Some writers and trainers were arguing that belief systems could be changed, others 
that they could not. Weymes agreed that his own book did not provide any real 
solution to this issue but felt that sales trainers may benefit from a knowledge of 
psychology and a study of hypnosis. This was because he had attended an 
introductory hypnotherapy course some years previously and had found some of the
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techniques useful in his sales training. In particular, some hypnotic techniques for 
relieving ^ress and developing confidence had now been incorporated into his sales 
training. He was clearly of the opinion that the unconscious processes of his 
participants were having some influence on their continuing motivation and clearly that 
in some cases, these could be changed.
1.9 VIEWS ON CHANGING ATTITUDE AND BELIEFS
Weymes noted the conflicting sales theory and also the lack of consistency which 
many of his course participants presented. For example, one course participant 
considered that to write to people directly was acceptable but to telephone them 
directly was not. Another felt that to tell lies was immoral but to withhold truth was not. 
Another felt that to wait ten minutes for an appointment was acceptable but eleven 
minutes was not and they would leave. These individuals, and many like them, would 
have no truly logical explanation and would affirm that they simply believed that their 
behaviour worked for them and they did not wish to change.
These beliefs, it seemed, reflected the broad view an individual has of their world and 
particularly of themselves. Beliefs may not be logical in themselves, nor capable of 
being discussed logically. A religious belief would be a good example of this. 
Weymes felt that, in his experience, individuals are extremely reluctant to undertake 
any activity which clashes with their espoused beliefs and further, that beliefs might 
be the most resistant to training and education.
A second professional sales trainer who was contacted [Salisbury] felt that beliefs 
could be changed, but not without great difficulty, and suggested a basic cause of 
negative beliefs [Salisbury 1992, p40].
"Given time most people could become reasonably good at selling, if they 
realty wanted to, but those that do want to are in a minority. Most people want 
the easy life; the last thing they want is to have to put up with the most 
prevalent factor in selling - rejection. It is not the lack of success that makes 
salespeople fall, it is the inability to cope with rejection".
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Salisbury clearly reflects a clash between opposing forces - the reaction of individuals 
towards their organisation’s demands for sales activity and their supposed leaning 
towards an "easy life". There is something about rejection, however, which seems to 
attack the very identity of most individuals and this, as Salisbury notes, despite any 
successes the individuals may experience. There is an implication that successful 
sales people are successful because of their ability to cope with rejection - something 
which forms little or no part of most sales training courses. Salisbury, in his own 
book, provided no indication as to how an individual might develop an ability to cope 
with rejection, restricting his sales advice to organisational aspects and techniques 
when in the sales situation. His own remedy, as a financial/insurance industry sales 
trainer was predominantly Behaviourist. It was to copy the procedures and scripts of 
successful salespeople and teach these to other sales personnel. Those who 
followed his advice were, he felt, more successful and praised; those who did not 
were less successful and censured. Censure involved strong pressure to conform 
with the underlying threat of failure and dismissal. He acknowledged, however, that 
even in those who wish to be successful, there were differing levels of acceptance of 
this view, differing levels of success, and greater or lesser reluctance to persist in the 
face of adversity.
1.10 THE CONCEPT OF SALES RELUCTANCE
Behavioural theorists [e.g. Skinner 1953, Watson 1913] have long argued that if 
individuals are presented with and sometimes forced into a successful situation, they 
will develop a positive attitude through the positive reinforcement of achieving the 
task. Salisbury [1992, pi 47] commented:
"It Is not Impossible to change attitudes but it is very difficult  you begin
by changing the behaviour of the salesperson sales training has to be an
ongoing process and salespeople must be allowed - and sometimes forced - 
to practice regularly".
It is an interesting view that motivation can be engendered through coercion during 
training programs but there is also a further problem in sales training. Stated simply, 
it is that many attendees on training programs seemed to me to possess many
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attributes for a successful sales career. They also clearly demonstrated their ability 
to handle sales situations and sales scripts, and their knowledge of sales techniques 
and processes while on the course. After the course, however, they would, 
nevertheless, avoid sales situations which they knew, logically, would enhance their 
career prospects and indeed, their client relationships. I have also observed and talked 
with many more individuals who avoided any kind of involvement in sales activity and 
who would thus never present themselves for any form of sales training. This attitude 
I have come to describe as 'sales reluctance' .
Most individuals in business would surely welcome a strong and steady flow of clients. 
They understand logically that without this their future and that of their company, is 
less secure. Nevertheless, they find themselves extremely reluctant to acknowledge 
their sales role and to organise themselves in order to make the personal contact with 
clients and potential clients (commonly referred to as prospects) which will initiate the 
flow of potential business. This may extend to avoiding potential sales situations, 
avoiding sales training and failing to contribute to sales meetings or sales initiatives. 
My interest was increasingly moving, therefore, to what factors were so strongly 
influencing many individuals not to be involved in sales activity and not to persist with 
sales activity when facing rejection or adversity. I looked for literature in this area and 
this revealed the concept of 'call reluctance'.
1.11 DUDLEY AND GOODSON'S "CALL RELUCTANCE"
The psychology of sales call reluctance has been the focus for the work of Dudley and 
Goodson [1992] through their "fear free prospecting and self promotion" workshops. 
Call reluctance was defined by them as a "fear of self promotion that interferes with 
the prospecting activity of sales people" [page xv]. They confined their definition to a 
description of professional salespeople who are experiencing difficulties despite being 
active and wishing to be involved and successful in sales activity. It is thus a more 
narrow concept than presented in this research (i.e. the desire to avoid involvement 
in sales related activités including even sales training). They argued that "many 
salespeople are secretly struggling with a bone-shaking fear of prospecting" [page 6]. 
They presented the view that call reluctance may be a deeply hidden problem, possibly 
not even obvious to others.
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Dudley and Goodson's work tended to deal specifically with the fear of prospecting,
i.e. making a physical contact or call on a prospect or client. The^ argued that while 
every salesperson may have a predisposition to one or more forms of call reluctance, 
this does not mean that every salesperson Is call reluctant. At its centre, call 
reluctance “pulsates with behaviouriai patterns of escape and avoidance" [page 18].
Call reluctance in sales people usually involves amplified feelings like fear and can 
often involve aspects of thoughts, feelings and actions [page 20]. The origins of call 
reluctance are considered to be "multiple and complex" [page 20]. They felt that there 
is no single source but some forms appear from their research to result from such 
things as traumatic early selling experiences and high sales performance pressures. 
The form of call reluctance may vary with age and experience. Women are considered 
to be generally more call reluctant than men and, interestingly, motivational sales 
speakers whose books and presentations seek to motivate sales people may be 
equally call reluctant.
1.11.1 Call Reluctance Contaminations
Of great interest for this study was their concept of the 'contagious' nature of call 
reluctance, with sales managers, trainers and senior executives as the primary 
'carriers'. The major contaminators of call reluctance which they ranked by estimated 
potency were:
« traumatic early selling experiences
sales trainers 
« sales managers
G outside consultants, speakers and trainers
» other call reluctant salespeople
G internally created sales training programs and materials
^ commercially available sales training materials
 ^ company policies, procedures and attitude influencing messages
G media stereotypes of salespeople
 ^ formal education (especially university acquired biases and stereotypes 
about various professions)
G family
G friends.
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Dudley and Goodson's research suggested that sales managers and trainers were 
often more call reluctant than those they managed and trained - a view which elicited 
some personal reflection as discussed later [see 1.13]. They are, themselves, 
university educated sales trainers who also act as outside consultants and guest 
speakers and who produce commercially available sales training materials which, 
perhaps, implies that they, too, might be capable of personal call reluctance and of 
creating it in others. They also suggested that there are call reluctance 'imposters' - 
individuals who appear to be call reluctant but whose low prospecting activity is not the 
result of genuine call reluctance. Such imposters "will not respond to counter 
measures designed to correct call reluctance" [page 44]. The "imposters" presented 
are of great interest to the present research because they seem to embody most of 
the individuals which this research had labelled 'sales reluctant'. The imposters they 
presented are:
1. Individuals who are not motivated.
These are individuals who just do not want to be involved. They exhibit 
"apathetic disinterest". This is influenced perhaps by emotional factors (the 
organisation's commitment) and also physical factors (health and well being).
2. individuals whose motivation is diffused into other interesting tasks.
The lack of target, strategy and systematic pursuit in the sales activity ensures 
that it is never really pursued.
3. individuals who have no personal connection between the sales activity 
and the purpose of sales activity.
That is, the sales activity does not seem to provide the individual's personal 
goals and may indeed work against them.
4. individuals who feel they have not been sufficiently trained to ethicaiiy 
represent their products and services.
The first imposter, in particular, seems somewhat of a tautology. Dudley and Goodson 
make their living from call reluctance programs. It is convenient if these are not 
ultimately successful with particular participants to affirm that the individual concerned 
was actually an imposter, lacking in motivation and thus unable to respond to counter 
measures. Their programs thus clearly become focussed on individuals who truly want 
to be involved in sales activity and who want to be successful, but who are being held 
back for reasons largely outside of their own overall motivation.
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1.12 THE TWELVE FACES OF CALL RELUCTANCE
Dudley and Goodson suggest that there are twelve aspects or faces of call reluctance 
of which an individual may present one or more for remedial action. To each face they 
give a cryptic title. These are as follows:
1. Doomsayer
2. Over preparation
3. Hyper-pro
4. Stage fright
5. Role rejection
6. Yielder
7. Social Self Consciousness
8. Separationist
9. Emotionally Unemancipated
10. Referral Aversion
11. Telephobia
12. Oppositional Reflex
Worries, will not take social risks
Over analyses, under acts
Obsessed with image
Fears group presentations
Ashamed of sales career
Fear of intruding on others
Intimidated by an up-market clientele
Fears loss of friends
Fears loss of family approval
Fears disturbing existing business or 
client relationships
Fears using the telephone for prospecting 
or self promotional purposes
Rebuffs attempts to be coached.
Each form of call reluctance has a recommended remedial action and these are 
presented and discussed more fully later [see 4.5]. Attempts to meet and discuss call 
reluctance with Dudley and Goodson were largely unsuccessful although, later, contact 
was made with an independent sales trainer who promoted call reluctant seminars on 
their behalf and also with an organization which used the call reluctant questionnaire 
[SPQ Gold] as part of its sales development programs.
1.13 SALES RELUCTANCE AND NON PROFESSIONAL SALESPEOPLE
My concern over sales reluctance as the basis for the present research became even
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more focussed, however, when I became involved in the training of non-professional 
sales people. I was employed over a number of years within one major firm to 
facilitate the sales development of their 'professional advisers' (predominantly 
management consultants, accountants and tax advisers) for whom selling is now 
regarded as a necessary but ancillary activity. This is a recent requirement and up 
until even the mid 1980s, many of these professionals were actively discouraged, even 
prohibited, from any form of overt self promotion. Although the firm these advisers 
belonged to was now more willing to demand sales activity of their professional staff, 
for many of these advisers the reluctance to selling, which has been described, is often 
acute. I have observed the difficulty such people have with, on the one hand, the 
desire to progress and develop business and on the other hand, the paralysis, fear and 
abhorrence of sales situations which is so often manifest.
These are strong words but they reflect, I believe, strong emotions. I was employed 
to bring the sales techniques and approaches of the commercial world into the 
professional environment and I began by duplicating the courses I had run previously 
with professional salespeople. It has been shown that professional sales people may 
often have a difficulty with motivation. The professional advisers seemed to have even 
greater difficulty.
My sales courses, like most others, relied heavily on the playing out of sales situations 
so that attendees could practice their new skills. It seemed, however, that there was 
evidence that, for greater numbers of participants, selling skills were not being 
transmitted to the real world. Something else was getting in the way. Was it that the 
professionals were not "hungry" enough? Did they lack goals or psychological 
"needs"? Was some other force influencing the group's behaviour? Were they call 
reluctance imposters? I had to admit that I did not really know. In the light of Dudley 
and Goodson's comments I was forced to consider whether my own training skills were 
in any way contributing to participants' sales reluctance. Tack [1979] considered that:
"There is no such thing as a born salesman - salesmen are made by training 
or experience, or both. There is a dearth of good salesmen these days 
because there is a lack of training expertise within companies..."
[quoted from an article first published in Efficiency Magazine, October 1937].
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Perhaps, if Tack was right, I was offering the wrong advice or suggesting techniques 
which were unsuitable to the needs of participants when they faced real sales 
situations. I wondered whether my own expertise as a sales trainer and particularly 
in the professional services area were not as good as I had thought. After much 
deliberation and consultation, I came to the conclusion that, while no training course 
can be perfect for all its participants, my own courses were of a comparatively high 
quality with regard to content. They also received consistently good reviews from 
participants some of whom were clearly empowered to develop very effective 
salesmanship. I had also trained young professional salespeople who had quickly 
gone on to great sales successes. I had myself been a successful salesman using the 
same approaches and techniques I used in courses. It could still be argued that these 
were achieving success despite my training but in my considered view, something was 
happening to many course participants which stopped them from even attempting to 
put into operation some of the sales techniques they had learned. They also resisted 
offers to continue training and support, after the initial course, and I thus became 
increasingly concerned with the effectiveness of sales training courses for many 
participants.
1.14 EARLY ATTEMPTS AT SOME THERAPEUTIC APPROACHES
My response, following Weymes' advice, was to embark on a course of part time study 
with the National College of Hypnosis and Psychotherapy (the only UK hypnotherapy 
training organisation then recognised at the European level). Over one and a half 
years, I progressed through their three stage training program to final accreditation and 
registration as a practising psychotherapist. My studies with the National College 
opened the door to a range of therapeutic approaches and in particular those often 
referred to as cognitive approaches [Hypnotherapy - Erickson 1973, Cognitive 
Therapy - Beck 1976, Rational Emotive Therapy - Ellis 1979, Client Centred Therapy 
- Rogers 1991]. One of the trends in the cognitive approach is the view that 
human action and emotion is strongly influenced by the perception of an individual to 
an external factor rather than, a priori, the external factor itself. This seemed to be an 
issue central to my problem and was supported by the clearly divergent behaviour of 
participants in the sales situation.
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1.14.1 Neuro Linguistic Programming
Included in my studies was a presentation of the techniques of Neuro Linguistic 
Programming (NLP) [Bandler and Grinder 1972, 1975, 1979, 1982; Dilts 1990] 
because this technique also advocates the influence of individual perceptions on 
behaviour. It also purports to offer techniques which would deal with negative attitudes 
in a rapid, yet ecologically acceptable, way (i.e. with respect for the individual 
involved). These techniques primarily involve the manipulation of mental images.
I attended a number of courses specifically devoted to NLP and its techniques. I began 
to feel that cognitive approaches and particularly some NLP approaches offered a 
potentially useful way of addressing the problem of sales reluctance. The idea, central 
to this approach, is that individuals can construct, and reconstruct, their attitudes and 
also their inner belief systems. It was also suggested that the process of construction 
or reconstruction of beliefs occurs at the unconscious rather than the conscious level. 
The gateway to reconstruction is considered to be through the existing images which 
individuals hold. This was an important issue because it implied that mental role 
playing (i.e. the manipulation of mental images) might be more effective than real role 
playing in effectively changing attitudes and beliefs. This aspect is presented more fully 
in chapter six but I also began to wonder if the techniques I was being taught in 
hypnotherapy and NLP could and should be used in a sales training context. The 
techniques were largely from the field of therapy and I began to formulate a view of 
sales reluctance as an aspect of human anxiety similar to the phobic reactions I saw 
and read about in my studies.
1.15 SOCIAL ANXIETY - LITERATURE
An investigation into the therapeutic literature quickly led to the literature on Social 
Anxiety and Embarrassment [eg Edelmann 1987, 1992]. A reluctance for self 
presentation was clearly a widespread phenomenon and I began to wonder whether 
sales activity presented an opportunity for a more general anxiety to become obvious 
or whether there was something unique in the sales situation. Edelmann [1992] 
presented a number of definitions of anxiety [p 1-2]:
/35
"Apprehension, tension or uneasiness which stems from the anticipation of 
danger, the source of which is largely unknown or recognised".
[American Psychiatric Association, 1975].
"An unpleasant state of tension which indicates the presence of some danger 
to the organism". [Weiss and English, 1957].
"An unpleasant emotional state or condition which is characterised by 
subjective feelings of tension, apprehension and worry and by activation or 
arousal of the autonomic nervous system". [Spielberger, 1972].
While there is much in these definitions reflected in the observed avoidance behaviour 
of professional advisers, the inference of feelings of danger needs amplification. 
Clearly most salespeople are not usually anticipating physical attack. The danger, it 
is implied, seems to rest more in the possibility of verbal attack, embarrassment, 
censure, a sense of failure and a loss of position. Also, while the immediate cause of 
an anxious reaction (the sales situation) seems reasonably conclusive, the mechanism 
by which the anxiety is caused seems much less clear.
Strongman [1987] noted that anxiety has probably had more written about it than any 
other emotion. Edelmann [1992] drawing up on the work of Lang, Rice and Sternback 
[1972], presented a three system analysis of anxiety. This covered motor behaviour 
[avoidance], linguistic expression [verbal/cognitive] and physiological states 
[sympathetic nervous system reactions]. Of interest to this study in particular, are 
linguistic expressions which refer to
"cognitive events or at least to the verbal reporting of such events. In the 
broadest sense, this might include all aspects of the individuals perception and 
evaluation of the stimuli concerned. These (events) might include past 
memories or specific thoughts and images" [Edelmann 1992, p3].
Many have argued that human behaviour, including phobic behaviour, is largely 
regulated by thoughts. [Williams 1987]. Others have argued [e.g. Marks 1987] that 
thoughts are not necessarily the cause of anxiety but may be a sign of it. This is an
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important distinction. The central question is about causation. As Edelman [1992, p7] 
asked;
"do we stammer and tremble because we are anxious or are we anxious 
because we stammer and tremble?"
1.16 STATE AND TRAIT ANXIETY
A further issue encountered is contained within the debate concerning state and trait 
anxiety. Spielberger [1972] considered that state anxiety is a short term response to 
a particular stimulus - as with the fear evoked upon meeting a snarling dog. Trait 
anxiety he defined as relatively stable, individual differences in anxiety proneness. It 
thus reflects a long term disposition towards more or less anxious behaviour patterns. 
This may cover the spectrum from acute, prolonged paranoia in one individual to 
another individual who might appear unmoved by any of life's events.
The question arises as to the anxiety patterns of specific groups. In short, are the 
professional advisers who came as participants on my sales courses more prone to 
anxiety than say professional salespeople or the population at large. Personal 
observation did not seem, however, to support this.
The literature on social anxiety sought to classify various aspects of state and trait 
anxiety [Richardson &Tasto 1976, Stratton & Moore 1977, Magnusson & Ekehammer 
1975, Buss I960]. Edelmann [1987] suggested four major divisions [p3]:
^ Shyness
G Audience Anxiety 
^ Embarrassment
G Shame.
The participants on my courses did not largely consider themselves, and were not 
obviously, shy. Nor did they seem to shrink, under the appropriate circumstances of 
time and preparation, from engaging in presentations and client interactions. Of 
Edelmann's four divisions, the latter two seemed to be more reflected in direct
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reporting of sales experiences and sales attitudes. Edelmann considered that 
embarrassment occurs when as individuals we:
"doubt that we will be able to convey the image we would wish or because an 
event occurs which prevents us from doing so". [Edelmann 1987, p3].
Thus, an unintentional or undesired predicament or transgression will create 
embarrassment. Vallelonga [1976, p57] argued that embarrassment entails three 
constitutents:
G interpersonal exposure - with the presence of another, whether that 
presence be actual, presumed or fantasised 
G a concern for "face" - or the experience of "losing face" (i.e. diminishing 
in the other's esteem or regard)
G a desire to escape, hide or disappear.
Once again the question arises as to how and why embarrassment first develops 
[Edelmann 1987]. Is it an innate state or a learned emotion? From a theroretical 
perspective, psychoanalytic views [internal conflict through unacceptable impulses] and 
existential approaches [feelings of unworthiness] did not seem supported by the 
comments and behaviour of participants on courses. Behavioural theorists implied that 
embarrassment is the result of negative conditioning from previous wrong behaviour, 
or the perceived behaviour of others, whereas interpersonal theorists [eg. Baldwin 
1955, Goffmann 1955, Battler 1966] suggested that embarrassment occurs when 
individuals feel they have presented an incompatible image of themselves to others - 
that is a failure to present oneself in the way one would have wished. There is thus 
an element of being judged by others. Edelmann [1987, p20] considered that the 
problem of conveying the appropriate image
"is of particular relevance in situations which create uncertainty - perhaps in 
situations we have not encountered before or with people with whom we are 
not familiar".
It is in these situations that the risk of behaving inappropriately is at its most extreme 
because we have fewer clues about how we should respond, greater risk of doing
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wrong and more chances for creating embarrassment. It could be argued that the 
sales situation, as opposed to the sales training situation, has within it a greater 
opportunity for anxiety and embarrassment as described above.
1.17 REFLECTIONS ON THE LITERATURE
Figure 1.17.1 reflects the influences acting upon individual motivation as expressed by
the many theorists which have been presented. There are forces which it has been
argued will move the individual to greater activity. There are forces, however, which 
act against this and which cause the individual to withdraw or avoid activity. It has 
also been argued, however, that the belief system of the individual acts as a filter to 
all of the influences, and the nature and extent of the belief system will determine how 
much each of the forces described will actually influence the individual's behaviour.
1.17.1 Figure A A Diagrammatic Representation of Motivation Literature
LOW ACTIVITY ^
Poverty
(Physiological)
Punishment
(Behaviourist)
Encouragement 
(Social Influences)
Competitiveness
(Psychological)
Money
(Goals)
Good Experiences 
(Reinforcement)
BELIEF
SYSTEM
 >  HIGH ACTIVITY
^ -------   Too comfortable
Too Secure
Discouragement
Competition
Other Goals
^____   Rejection
Embarrassment
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The major question for me now, however, was where to best focus research  ^activity.
1.18 THOUGHTS ON THE RESEARCH DIRECTION
When considering some type of formal research, 7 was not sure at the beginning 
exactly what I was looking for or how to go about finding it" [Ferner 1989, p4]. I felt, 
however, that the most obvious method to begin with was simply to ask people what 
they themselves thought about people's difficulty with sales [Allport 1942]. No attempt 
had yet been made to devise a research question or methodology. Patton [1990, p89] 
suggested that:
"there is a very practical side to qualitative methods that simply involves asking 
open ended questions of people and observing matters of interest in real world 
settings in order to solve problems".
Asking sales courses attendees why they experience difficulty is, in itself, a unique 
approach to sales training. Sales literature tends to be dominated by the anecdotal 
view of writers, many of whom do not appear (or do not admit) to a personal crisis of 
self confidence or motivation. Initially, however, this approach seemed practical for the 
informal circumstances operating as I pursued my role of business development trainer 
within a professional firm. Questioning began by investigating the attitude of the 
participants to the sales training courses they were attending.
This took place over several months. Participants were asked the question "What do 
you really think about sales and you selling?" Questioning tended to be in quiet, 
informal moments or at dinner not only because of training constraints but also 
because it was felt that group situations might support an organisational rather than 
a personal response. It was necessary to endeavour to remain neutral to all the 
responses made and to make no obvious appraisal of participants' views which were 
frequently given with some indications of concern and caution. Earlier training as a 
therapist proved increasingly valuable in this role.
1.19 SOME EARLY FINDINGS
In relation to content, I found that not all participants were receptive to the training
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techniques they were experiencing and some saw in them a confirmation of what they 
felt was the manipulative and deceitful aspect^df salesmanship. It was ironic that for 
some reason they had requested to attend a sales training course but were still 
unwilling to shift their attitude about selling and salespeople. Previously I had 
accepted that volunteers to sales training courses were at least interested in 
developing their sales capability , if not sales activity. Now it seemed that, for some, 
motivation did not extend beyond attending the sales course.
When asked why they had really chosen to attend the courses, it became clear that 
some participants had not willingly volunteered to attend the training. They had been 
pressured to attend by their partners and senior managers who had told them that they 
would benefit from developing their selling skills as this requirement was now on their 
appraisal forms. Others had requested to attend because they anticipated this 
pressure and because they wanted to be seen to be enthusiastically supporting the 
sales drive, this being a time of recession and pressures on utilisation (frequently 
referred to as billable time, i.e. the percentage of time in a working week which clients 
have been billed for). Yet others had come because the course was running at a time 
when they had no work constraints and they preferred to attend a course rather than 
work out of their offices or be seen to be not working at all.
Even at this point it was apparent that there were potential conflicts between the 
researcher wanting to know and participants' suspicion and resistance [Patton 1990] 
as to the motives behind the questioning. The implicit contract was only that they 
attended, and that the trainer presented a sales training course. The participants 
commonly asked, with clear concern, if comments would be transmitted back to 
partners or senior managers. There were those who did genuinely seem to want to 
achieve improved sales performance but many were not confident that this would be 
achieved. They seemed to be indicating an attitude that the sales training would be 
unsuccessful and a belief that they were destined to be less effective salespeople.
1.20 THE RESEARCH DESIGN
Informal questioning moved to asking participants why they themselves thought they 
had difficulty in the sales area. This elicited a common response. When asked why
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they were not currently active in the sales area, course participants consistently 
suggested three causes. Firstly, they argued that they did not have the time. This is 
because their time is taken up with the production of existing work. In further support, 
they argued that they are not given specific time for sales activity, or that they could 
not book their time to sales activity. They also argued that they sometimes had 
management responsibilities and various other internal constraints. These might be 
considered collectively as organisational issues.
Secondly, they argued that they did not yet have the requisite training in order to sell. 
Their training had been largely of a technical nature and had not included direct sales 
techniques. Many commented that, when first hired, they had been advised that they 
would never be required to sell and, therefore, had never expected to need sales 
training. They also argued that training courses were either not provided or that they 
had some difficulties getting on to the training courses which existed. These might be 
considered collectively as training issues.
A third cause was that they did not have the necessary social skills. Sometimes this 
was expressed in the view that they did not have a "sales personality" which seemed 
to mean that they felt they were lacking in both sales and interpersonal skills. In short, 
they did not have self promotional qualities and therefore, they had not sought a self 
promotional occupation like sales. These may be collectively considered as 
personality issues.
I was uncertain whether these arguments were rationalisations of a situation rather 
than truly explanatory or causal, but, because these constraints were constantly 
referred to, it seemed both logical and appropriate to consider using them as a starting 
point for formal research and through them explore whatever influences might be 
operating. I also considered, in the light of my reading in cognitive therapy and some 
of the participants own comments concerning apparent mental images, that there was 
justification in including an investigation of mental images and processes, if this was 
possible. This justification is presented more fully in Chapter 2. The literature on 
mental imagery has not yet been presented but for clarity I have decided to leave this 
until such time as mental images are the focus of study (Chapter 6).
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1.20.1 Research Design Steps
The early research design was thus:
Background reading and discussion.
A pilot study to confirm research hypotheses and methods.
A study of organisational influences.
A study of training influences.
A study of personality influences.
A study of the influence of mental images.
The linking of the above into the proving/disproving of the hypothesis.
Figure B (1.20.2) presents the design of the research as it eventuated. It is included 
here for reference and guidance because, while the proposal research approach and 
methodology changed, the overall flow of the research remained as above.
Step 1 of the research design has been presented; namely a presentation of the 
phenomenon of sales reluctance, and a presentation of various literature related to 
this. Step 2 reflects the present point - a formulation of a broad research design 
centering on organisational, training, personality and mental imagery issues. In 
Chapter 2 of this thesis. Steps 3 and 4 are presented; namely a description of the 
pilot study, the issues of methodology emanating from this which directed the research 
design and the selection of research participants and locations. Chapters 3, 4, 5 and 
6 reflect Steps 5, 6, 7 and 8 respectively. In each case, the specific relevant literature 
is discussed, the methods adopted and the conclusions presented. Each chapter 
presents a view of sales reluctance from a different perspective but these are not 
exclusive and the relationships between the research chapter findings are presented 
throughout. Chapter 7 presents the first part of Step 9, namely a summary of findings 
and the main trends which emanted from the study together with thoughts on other 
areas of research. Chapter 8 reflects the latter part of Step 9, namely an assessment 
of the research against final aims and the implications of the research findings for the 
firms involved.
1.20.2 Figure B RESEARCH DESIGN
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STEP ACTION STAGES AND COMPONENTS
1 Presentation of Personal Sales Motivation Therapy
Research Question 
- Sales Reluctance
Experience Literature Literature Literature
2 Formulation of Step 1 Step 2 Step 3 Step 4
Research Design Organisation Training Personality Mental Images
3 Discussion of 
proposed 
research aims
Pilot Studies Establish
Methodology
Establish
research
methods
Initiate
formal
research
4 Selection of
Research
Participants
Establish
Research
Timetable
Establish
Research
Organisers
Create other
Contact
Lists
5 Step One
ORGANISATIONAL
Influences
Organisational
Literature
Group
Meetings
Results and 
Conclusions
6 Step Two
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Influences
Published
Training
Calendars
Personal 
Interviews 
& Records
Results and 
Conclusions
7 Step Three
PERSONALITY
Influences
Personality
Literature
Personal 
Interviews 
and LAB 
Profiles
Results and 
Conclusions
8 Step Three 
MENTAL IMAGE 
Influences
Mental Image 
Literature
Personal 
Interviews 
Image Work
Results and 
Conclusions
9 Final Summary 
and
conclusions
Suggestions 
for further 
research
Assessment 
of research 
against its 
aims
Implications 
for sales 
training in 
firms
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It was also clear to me at this point that the proposed flow of research could involve 
the literature from other research disciplines and I decided that this literature would 
only be approached and presented when, and if, the research reached that point.
1.21 THE DEVELOPMENT AND IMPLICATIONS OF THE RESEARCH INITIATIVE
My interest was thus confirmed to explore more fully the subject of sales reluctance 
in the present research. My proposed aim was to study a group of professional 
advisers (mainly accountants, tax advisers and management consultants) with the 
intention of proving or disproving their espoused causes for their individual sales 
reluctance. The difficulty with this intent, which I first anticipated might be based on 
the proving or disproving of a hypothesis, and the eventual formulation of viable 
research aims are presented later [see 2.1].
Even at this early stage I felt that a study of sales reluctance could have implications 
beyond sales training. It could extend into the processes involved in any attitudinal 
development. For example, Lucock's [1988] PhD thesis (Surrey) examined school 
childrens' attitudes to mathematics. Such attitudes were often shown to be 
increasingly negative over time. Quoting the work of Cobb [1985, p29/30], she 
recorded the difficulty of one child whose
"behaviour did not reflect inadequacies in her mathematical knowledge but 
came about because of her beliefs about the legitimacy of certain methods".
Cobb suggested that the children's expectations and anticipations about the sort of 
experiences they would have in mathematical situations were constrained by their 
implicit and explicit beliefs about mathematics. These beliefs also constrained the 
sorts of implicit and explicit heuristics the children employed. He had also suggested 
that the children's beliefs about mathematics could be related to their motivation for 
engaging in mathematical activity. Lucock had used a questionnaire and case study 
approach to explore this more fully.
Also Gregory [1994] working in the field of nurse education had revealed, through a 
grounded theory approach, [Glaser & Strauss 1967] how often the culture in which
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participants (student nurses) worked, acted against them. For example:
"Many of the students I interviewed had much to be angry about; however, the 
culture they found themselves in gave little if any permission for the expression 
of anger, so they repressed these feelings" [Gregory 1994, pi 87].
Although it may be a different type of reluctance, I also felt that the sales situation 
could perhaps be compared with other activities such as public speaking. For many 
people, public speaking is very difficult and there is often great reluctance to be 
involved although the person may often report that they would like to be a successful 
presenter.
Further, a considerable amount of time, effort and money is invested by individuals and 
by companies to provide personal development courses such as presentation skills, 
negotiation skills and consultancy skills. A better understanding of the influence of 
underlying attitudes and beliefs would be invaluable and might also have a profound 
effect on improving the success rate of these courses, as well as influencing their 
content. The research would thus be of value to general trainers as well as the 
organisations employing them. Of course, such a study would also be of interest to 
all organisations and individuals involved in sales training. It might support a model 
for change in the sales training area but also perhaps, in any area where strong 
reluctance is experienced. Directly, it would be of specific value to sales trainers, 
sales managers and those involved in promoting sales activity. Finally, it should also 
be of interest to the academic world as a valid area for research and investigation.
I was interested, before undertaking any formal research, to see if any other 
researcher had studied sales reluctance as I have defined it. A great deal of the 
"evidence" provided in sales texts has been seen to be unsubstantiated and anecdotal. 
What was required was properly conducted research and I decided that a logical place 
to look was in business schools and marketing departments of universities.
1.22 THE SEARCH FOR RESEARCH SUPPORT
A request for information [Appendix 1], sent concurrently to thirty business schools
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throughout the United Kingdom seeking advice and possible literature sources in the 
area of sales and beliefs, was largely unfruitful. The following responses were typical:
'We have no specialisms in the area of sales or sales training, so I cannot offer 
any help". [Aston University Business School]
"No one has been able to point to any specific research or publications bearing 
on your problem". [City University Business School]
In general, business schools seem more interested in aspects of marketing rather than 
of selling and, with only a few exceptions, seem largely uninterested in sales or sales 
reluctance. My letter to business schools had described the proposed area of research 
in some detail but in subsequent telephone conversations with the institutions who had 
responded, it became clear that the academics' view of selling was largely 
unenthusiastic. No academic encountered, then or since, has had the word 'sales' in 
their title. I could find no professors or lecturers in sales or sales and marketing 
although there were a number who had "marketing" in their title. In a number of 
conversations with the staff of business schools, their position was often that sales was 
considered a subset of marketing. This is an interesting differentiation. The marketing 
approach is frequently detached and of non physical contact - the very opposite of 
much sales activity. The hypothesis that the ultimate aim of all marketing activity is 
to sell something and that marketing might be better considered a subset of sales, was 
never supported.
A search for previous theses revealed nothing in the sales beliefs area. Included in this 
was an internet search of postgraduate theses in the US academic system since 1880. 
This was largely unfruitful. Business studies departments had little to offer and it 
appeared that academics were also exhibiting a reluctance even to be involved in 
sales research. I presented at a number of academic conferences [e.g. Kearsley 
1994] whose themes centered on aspects of consultancy and it was clear from other 
contributors that their interest lay more in the theoretical aspects of consultancy rather 
than its sales aspects. It was clear from their comments that many of these 
academics now under direct departmental pressure to promote consultancy income, 
were also experiencing their own sales reluctance.
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A search was made of the archives of the British Library and this revealed over 900 
references to sales, 500 to fear, 200 to anxiety, 50 to phobia and none at all to "sales 
reluctance", "sales fear" "sales anxiety" or "sales phobia" . There were over a 
thousand references to motivation and none specifically to sales motivation - a 
remarkable situation when one considers the numbers of people employed in some 
form of direct or indirect sales activity.
This great interest in human motivation but apparently great disinterest in the 
motivational aspects of sales activity created a dilemma. There was something in the 
sales process which seemed to make large numbers of people uncomfortable and I 
was concerned that I was misguided in considering research into it. Objectively, 
however, it could be argued that this was a good reason to explore it further. These 
experiences were also mirrored by another researcher within the general sales area. 
Prus [1989, p288] had commented
"my preliminary probes into the literature and discussions with colleagues 
suggested that not much attention had been given to the ways in which 
marketplace exchanges were conducted .... I expected (with some trepidation) 
to find numerous studies of this sort, but such was not to be the case".
It was, however, some encouragement that most of those I encountered, the sales 
books authors and the sales trainers I contacted and even the professional firm 
employing me, were all enthusiastic about the concept of further research. This 
culminated in a formal application to undertake the present research and through this 
the need to establish viable research aims, a workable research methodology and 
acceptable research methods. This journey is presented in chapter two.
1.23 CHAPTER SUMMARY
In this first chapter, I presented some of my early concerns as to the effectiveness of 
my sales training and some of the views of other sales writers and trainers with regard 
to the complex subject of human motivation, specifically within the sales situation. My 
growing attraction to a cognitive explanation of human anxiety has been briefly
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detailed and some of the areas of study within this approach which I undertook have 
been presented.
My desire to undertake formal research specifically with a group of professional 
advisers developed because these individuals appeared to me to have the greatest 
difficulty with the phenomenon which I have labelled 'sales reluctance'. They also 
were facing a great challenge as their professions struggled to adjust to changing 
market circumstances. Within this change, the dichotomy between the demand for 
proactive business development and individual sales reluctance was fundamental. 
Further, research into the difficulty of sales reluctance was thus both timely and 
warranted despite the lack of research support in the area of sales reluctance.
Also included was the final design of the research although, at this stage, the 
methdology and research methods were not established. This was included so that 
future discussions can be put into context. The overall flow of the thesis chapters and 
how they relate to the research design was also presented.
The steps which I went through to establish a methodology and research methods are 
presented in the next chapter.
CHAPTER TWO
RESEARCH OBJECTIVES, METHODOLOGY
AND PILOT STUDY
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CHAPTER TWO RESEARCH OBJECTIVES, METHODOLOGY 
AND PILOT STUDY
2.0 INTRODUCTION
Research into sales literature and the questioning of attendees on sales training 
courses had led me to the initial conclusion that research might be undertaken which 
would prove or disprove the views being expressed and thus, perhaps, reveal the 
ultimate cause of sales reluctance. Such a view was not out of step with many sales 
writers who often presented simple and single causes for sales difficulty.
I considered, for example, that a connection might be made between sales reluctance 
and the nature of sales training. Alternatively, particular organisational constraints, 
such as the use of time codes (the commonly practiced system of billable time 
calculation and client charging procedures), or specific personality traits might be used 
as the basis for exploring a theory of behaviour. The research would thus be based 
upon the proving or disproving of a selected hypothesis or hypotheses.
2.1 A SHIFT IN THE RESEARCH AIMS
After considerable debate, I felt that it was difficult to establish proper operational 
objectives for such hypotheses; moreover, the conviction grew that the quantitative 
methods which might be used to support these (for example, the statistical 
presentation of extensive questionnaires with standard deviations and relational 
matrices) would have done little to advance understanding of the experience of sales 
reluctance. It gradually became clear to me, therefore, that the original (and perhaps 
naive) objective was impractical, and the methodology it implied, innappropriate. This 
desire to prove the answer to something was not completely released without some 
difficulty, however, and perhaps reflected earlier graduate research experiences. 
The aim of the research moved ever stronger to a broad personal construct approach 
[Kelly 1955, Bannister 1970, Bannister and Fransella 1980] - namely to illuminate the 
"personal meaning and significance" [Reason and Rowan 1991,p194] surrounding 
sales activity in the chosen research group. It would, therefore, be more widely
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focussed and descriptive than had been considered earlier.
2.2 RESEARCH AIMS AND QUESTIONS DEFINED
The first and main objective of the research is to illuminate and explore the problem 
of sales reluctance with the underlying hope that, from the research, data will emerge 
which might enable more informed decisions to be made about the future of sales 
activity as applied to professional advisers.
Leading from this, the second aim is to assist professional firms towards a better 
understanding of the experiences and reactions of their professional staff when faced 
with sales activity. This should be of value to a number of people in professional firms 
including partners, managers, trainers, advisers and recruiters. A major underlying 
motive for any research is usually, at least partially, personal and it would be 
unnacceptable to claim that a personal professional and career motive did not exist.
The third aim is to establish a case for recognizing sales reluctance as a common 
phenomenon and for including it in sales training programs. This is of value not only 
as a means of improving participant self knowledge but also perhaps as a preparation 
for any subsequent promotional activity.
The fundamental question for this research then, is:
1. What is the subjective experience of professional advisers within the
parameters of the professional services sales situation?
Two subsidiary questions devolve from this. They are:
2. What is the influence of the organisational and cultural milieu of the
professional services environment upon the sales activity of professional 
advisers? and lastly..
3. What is the influence of personal qualities and preferences upon the
sales activity of professional advisers?
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2.3 A DISCUSSION OF RESEARCH ISSUES
The intention in the research was to work with people described as "professional 
advisers". However, implicit in this desire was the notion that a wide range of advisers 
from differing professional disciplines [see 2.14.1] can indeed be grouped together 
under the term "professional advisers". It was planned that the research would be 
centred on one firm because this was where I was currently involved in the role of 
sales trainer and consultant, and thus had the greatest, and easiest, contact. Within 
the firm, however, strong divisional boundaries existed. A great deal of the early 
informal interviewing was conducted within one division of that firm - specifically the 
management consultancy division. Now it was planned to extend research to a much 
wider group.
The firm had consistently advocated a "cross selling" approach (that is co-operation 
and co-ordination between divisions to promote a united client approach). As a result, 
growing numbers of participants from other divisions were attending my training 
courses. Further, many of the professionals encountered referred to "the firm" - 
meaning the whole firm, rather than just their own division within it.
The consultancy division was generally seen throughout the firm as the most attuned 
to constant sales development. This was a result of the much shorter terms of client 
engagement which the consultancy division experienced. The approaches of the 
consultancy division were seen as a guide therefore to the greater sales focus which 
might be extended to the whole firm where little or no business development training 
was provided. It had been the increasing presence of professionals from these other 
divisions and the difficulties they manifested which had acted as a strong catalyst for 
formal research. I considered that a piece of research involving all divisions within the 
firm could reveal interesting intra divisional differences and the reason why this did not 
eventually occur is discussed later [see 2.8 and on].
A second issue was that the impetus for research had been fuelled by a growing 
demand for sales training within the firm. This was a response to changing market 
conditions. There was an assumption that this market change would continue and
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thus the research would be of interest and relevance throughout the firm and for the 
future. I knew already that some areas in the firm had experimented with the concept 
of professional business developers - individuals with no client responsibility, only 
business development responsibility. It appeared that these were isolated and 
untypical responses and that for the foreseeable future, each professional adviser 
would have increasing pressure for sales activity and thus the issue of sales reluctance 
would have great importance.
A third issue concerns a particular view of the sales trainer's role and whether this 
should include a responsibility to expose and perhaps deal with sales reluctance.
It is not, for example, the responsibility of an airline pilot to overcome a potential 
passenger's fear of flying. While the training role is a more ambiguous situation, some 
trainers I have known have taken the view that most of those who present themselves 
for sales training are unsuited to sales activity and always will be [see Greenberg and 
Greenberg 1992]. It is understandable that for these trainers, the presentation of the 
training course is the end in itself.
Participants on my own courses have themselves argued that those who do not want 
to be involved in sales activity, should have the right not to be and further that it is no 
concern of a trainer what course participants do with their training after a course has 
ended. This is not a satisfying situation for any professional trainer and does not 
coincide with the brief given by the firm when I was first recruited - which was to 
assist the firm and the individuals within it to achieve their business development 
targets.
The research, however, could have been used as a vehicle to 'prove' that sales activity 
for all professionals was an untenable and unsustainable activity. One approach then 
might have been to attempt an objective definition of sales reluctance along similar 
lines to call reluctance [see 1.11] and simply avoid dealing with any individual 
considered to be unwilling to be involved. Apart from the irresolvable semantic and 
philosophical difficulties I considered that this would create (as, for example, defining 
when sales reluctance might be considered to be actually present whether observed 
or not), it would also have avoided a central interest for the research which was an 
interest in the subjectivity of sales reluctance and its influence and effects on the 
human beings who were experiencing it.
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Finally it should be stressed that although the point has been made that the research 
aim was not to uncover the cause of sales reluctance, it was abo not seeking to 
establish a core meaning to all sales reluctance experiences as might be attempted 
through a grounded theory approach. It seemed clear from the many examples 
presented that there was a plurality of sales experiences, including no experience at 
all, which suggested that such an approach would be difficult.
2.4 RESEARCH METHODOLOGY
I decided that the focus of the research was to be a study of the varied reactions of 
individuals to a range of situations, collectively described as sales activity. I 
considered that the forces affecting individuals would be many and varied and with 
regard to some issues, deeply personal. The research paradigm needed to be one 
which would yield answers to the basic research aims, which would allow research 
participants to explore their interpersonal relationships within the sales context and 
which would encourage them to share their beliefs and values about their experiences.
I felt, therefore, that the best approach for this research would be subjectivist and 
interpretative. Subjective data implies "opinion rather than fact, intuition rather than 
logic and impression rather than confirmation" [Patton 1990, p479j.
The research was seeking to explore the structure and essence of the experience of 
a phenomenon for a specific group of people. While it might reflect an ethnographic 
perspective (the culture of the group), a heuristic perspective (the researcher's own 
experience and the experiences of others who have also experienced the 
phenomenon) and an ethnomethodological perspective (how individuals behave and 
make sense of activities to be socially acceptable), the research aims were rooted in 
the personal views of individual participants. The phenomenological perspective which 
was eventually chosen is described in greater detail in section 2.7.
The research was not seeking to establish how individuals perceive their entire world; 
rather it would concentrate on one small part of their business activity. It was not 
seeking to establish a definitive cause of sales reluctance, rather it was seeking 
greater illumination of individual perspectives - an understanding of meanings and 
actions rather than causes. Denzin [1989, p27] elaborates this when he says that
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"such understanding rests on an interpretative process that leads one to enter 
into the emotional life of another. Interpretation, the act of interpreting and 
making sense out of something, creates the conditions for understanding, 
which involves being able to grasp the meanings of an interpreted experience 
for another individual".
In order to develop a research strategy however, and to commence the investigation, 
it was necessary to decide upon a methodology that would enable the revised aims 
of the research project to be fulfilled. It was essential to consider an appropriate 
research strategy that could provide a basic direction for the study and which could 
provide guidance in the selection of particular techniques or methodological practices 
for specific settings [Patton 1990]. The steps I took towards that decision are now 
presented.
2.5 THE CHOICE OF A QUALITATIVE APPROACH
I do not intend to provide a prolonged discussion of the quantitative/qualitative debate. 
This has been covered in much other research [Patton 1990, Bryman 1993, Reason 
and Rowan 1991]. The early research aim and previous research experience had 
pointed the way to a quantitative approach. After deliberation, I had decided that the 
personal and complex area of study better suggested a research strategy founded in 
the qualitative paradigm.
The hallmark of qualitative enquiry is to listen, observe and record the phenomenon 
rather than test it against hypotheses [Bryman 1993]. It requires, therefore, a flexibility 
on the part of the researcher and a willingness to adapt ideas. Objectives may be 
reordered, redefined, abandoned or forgotten as the research proceeds [Parlett and 
Dearden 1981, p i4].
Another implication is the need, as much as possible, to set aside any preconceptions 
which distort discovery and adaptiveness. Some attempt at this has already been 
described and even at this early pre-research stage it became clear that human 
beings are far less able to be categorised than a positivist, scientific approach would 
wish.
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A common criticism of the qualitative approach is that results reveal data which are 
both tOG descriptive and too subjective, and thus results are invalid. My own view is 
that it is not possible to repeat a sales experience in any controlled or identical way. 
It is not feasible to isolate all the possible independent variables in a sales experience 
in order to control an experiment as some researchers would prefer. The present 
research was purposefully seeking to elicit descriptive, subjective data in keeping with 
its phenomenological perspective. Nevertheless, Guba's [1978] recommendation that 
qualitative research would also benefit from 'triangulation', cross examination and 
persistent observation is accepted.
2.6 THE CASE FOR TRIANGULATION
Triangulation has been narrowly defined as the use of two or more methods of data 
collection in the study of some aspect of human behaviour [Cohen and Manion 1989]. 
In its original form triangulation is a three point system of spatial measurement for 
establishing correct position. Social scientists have extended this idea into social 
research.
Denzin's [1978, p28] broader definition also suggests that any enquiry would benefit 
from using different research methods or sources or data as a cross check to the main 
line of research. He suggests four main triangulation models: data triangulation, 
which draws on different data sources; investigator triangulation, in which two or more 
researchers collect the same data; theory triangulation, which entails different 
perspectives to make sense of the same data, and methodological triangulation where 
there is a mixture of paradigms (logical positivism and phenomenological inquiry : 
Patton 1990,p37). The emphasis for this research was primarily data triangulation, that 
is the collection of varied data on the same phenomenon from different participants, 
through formal and informal interviews and with researcher observation. As the 
research continued some further validation was possible as participants reviewed the 
research findings for themselves. As Patton [1990, p468]) comments:
"Evaluators can learn a great deal about the accuracy, fairness and validity of 
their data analysis by having the people described in that data analysis react 
to what is described".
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This is what Bryman has called 'respondent validation' [Bryman 1988, p78] and he 
warns researchers of the danger of research censorship and the potentially defensive 
reactions from participants and their organisations. There was also an opportunity to 
present the findings of other pieces of research in some measure as a process of 
theory triangulation - examining the data, as it were, from the perspective of 
alternative stakeholder positions and this allowed also for some methodological 
triangulation.
Triangulation, then, is a strategy for reducing systematic bias in the data [Patton, 
p470]. In each case triangulation should involve checking findings against other 
sources and perspectives. It is a process by which the researcher can guard against 
the accusation that a study's findings are simply an artifact of a single method, a single 
source or a single investigator's bias. Several authors have pointed out, however, that 
the process of triangulation should not be considered to lead to ultimate truth [eg 
Hammersley & Atkinson 1983]. Triangulation may lead to clarification of a shared view 
but this apparent 'reality' may still be mythical (ie. a shared misconception).
2.7 PHENOMENOLOGY
The generic name most often given to the family of ideas within the qualitative 
approach proposed for this research is Phenomenology. Miller [1995, p52] suggests 
that phenomenology is an approach which is "elusive to describe, easy to 
misunderstand and clumsy to articulate".
Edmund Husserl [1859-1938], widely accepted as the father of phenomenology, 
established the philosophical stance of phenomenology as a critical reaction to the 
nineteenth century idea that the ways in which people think can be described by the 
rules of logic and mathematics. He particularly criticised the view, then prevalent, that 
data which cannot be quantified (predominantly data about human behaviour), should 
be dismissed on the grounds of being subjective. Phenomenologists have developed 
approaches which first and foremost respect the data of interpreted experience; 
approaches which "focus on the phenomena of consciousness in order to clarify their 
role in the process of meaning construction" [Spinelli 1989, p3j.
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Thus descriptions of phenomena are descriptions "not of what is distinct from the real 
but simply of how one experiences things" [Hammond et al 1991, p2].
Phenomenologists begin by exploring the perceptions of individuals. Perceptions 
might be considered as the process by which individuals become aware of and make 
meaning out of the world around them. All of the information that is held about the 
world and all communication is based on a perception and it is important, therefore, 
to recognise that this is a complex process.
Firstly, perception is selective. It is not possible to cope with all the sensory data 
available and so some selection inevitably has to be made. The tendency to focus 
on one aspect to the exclusion of another only changes when something gains 
attention Thus an individual may not perceive something if it is unchanging and within 
acceptable bounds (e.g. temperature). Perception is also an organising and 
interpretative process as individuals seek to make meaning of something by 
establishing configurations and arrangements. So satisfying is a completed 
arrangement that there is a danger of forcing an interpretation on incomplete data so 
as to make sense of them. Events also tend to be perceived against some frame of 
reference. The danger is that individuals often bring their frame of reference with 
them to a situation. If set ideas exist about what ought to happen then events which 
do occur will be perceived in relationship to this background. Attitudes tend to 
determine what is perceived in any given situation. Thus the same occurrence will 
be perceived differently if it occurs in a situation to which there is a positive or a 
negative attitude.
Perhaps one of the most important factors of perception is that it is a learned process. 
This has serious implications for a researcher. For example, a trained interviewer may 
perceive nuances, interpretations and feelings which an untrained interviewer may 
miss. Likewise a trained observer will see things which others might miss. This does 
not suggest that a trained researcher does not also still carry their frame of reference 
with them and so some process by which this might be exposed is required.
Positivist research has gone to great lengths to try to control researcher influences in 
the research. This is encapsulated in the core processes referred to as the scientific
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method. Most writers in Phenomenology [e.g. Cohen 1987, Spiegelberg 1965] deny, 
however, that there are core concepts and throughout its history  ^ Spinelli reports that 
there have been a number of different "phases" (Preparatory, German, French) and 
"branches" (Transcendental, Existential). Spiegelberg [1965] argues that 
Phenomenology is best expressed "in the multifarious and fluid ideas of sundry 
phenomenologists" and that at the present stage, "its most characteristic core is its 
method" [page 655].
A strict categorisation of what constitutes phenomenology is not, therefore, possible 
and many studies purporting to be phenomenological could be criticised for not 
adhering to the tenets of a particular authority. This study could also be criticised as 
not strictly adhering to any particular phenomenological approach; rather it draws upon 
the general philosophies, principles and characteristics of the phenomenological 
movement. These are now described.
The four widely accepted characteristics of the phenomenological method are:
1. Descriptions of reality
2. Reduction and bracketing [epoché]
3. Intuiting the essence [eidetic reduction]
4. Intentionality.
2.7.1. Descriptions of Reality
Spinelli [1989, pi 7] supports the view that Phenomenology is a way of 
describing rather than explaining an experience. Data are always an
interpreted reality and this reality is unique to each person. Each individual 
perceives and responds to the world in their own unique way. Thus according 
to Merleau Ponty [1962, p24] "the world is what we perceive" rather than an 
objective reality. Phenomenologists first seek to elicit the individual's map of 
reality.
2.7.2. Reduction and Bracketing [Epoché]
The Phenomenologist, having elicited description, seeks to "bracket out" the
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question of whether or not something "exists" or is "true" in order to 
concentrate on the question of its meaning. The Greek term "epoche" implies 
a setting aside of all preconceptions, assumptions, biases and prejudices. In 
reality, it is impossible to be free of all bias but it is feasible to at least try to 
control it. There are many ways to try to eliminate bias and these might 
involve clarification, questioning of assumptions and an initial self examination 
to attempt to reveal the researcher's own beliefs and prejudices. Some bias 
will still remain. Issues of potential bias have been addressed throughout this 
study although it is unrealistic to believe that all assumptions were conscious 
and thus exposed.
2.7.3 Intuiting the Essences [Eidetic Reduction]
This third stage enables the transition from particular facts to general 
essences. This does not imply that phenomenologists work only on hunch or 
subjective opinion. It is possible, however, to compare individual views 
against a consensus and to reach judgements consciously based on cultural 
or social norms. This is not to suggest that a phenomenologist would describe 
a view as "correct" or "incorrect" but rather would accept that any proposed 
intervention must be based upon a publicly acknowledged shared reality. 
Throughout this study, the views of individuals were, in fact, constantly 
compared with and presented to the general consensus.
2.7.4 Intentionality
This concept refers to the assertion that all mental activity has an object 
towards which it is directed - one cannot just think without thinking about 
something: there is no pure feeling which is not feeling something. Thus for 
this study the idea that sales reluctance is simply in the mind of the individual 
should be avoided. It should be accepted that it is linked to some event, thing 
or experience in reality. Thus the only way the experience or the concept of 
sales reluctance can be appreciated, according to Phenomenologists, is 
through the interpretations people give to their thoughts and feelings about it.
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Having described four phases of a phenomenological approach, it is important to 
appreciate that many writers [e.g. Omery 1983, Knaack 1984] have warned against 
regarding each phase as a compulsory step and instead advocate proceeding as the 
direction of the experience indicates. Paterson and Zderad [1976] in applying the 
methodology, advise the researcher imaginatively to vary the phenomenon to contrast 
it with other ideas, to seek to explain through analogy, and to seek to identify its 
central characteristics.
A strong attraction to the use of a phenomenological approach for this research was 
tempered by my concerns over limited experience in its application, and I was not 
certain at the beginning which of the methods it implied would be the most suitable. 
Before establishing how the research might be set up and which research techniques 
might be appropriate, I decided, therefore, to undertake pilot studies within which 
possible techniques and approaches could be tried. The pilot work was undertaken 
with a range of groups within the firm.
2.8 THE PILOT STUDIES
The research would explore a sensitive issue in difficult times with busy people. I was 
concerned, therefore, as to what methods would be suitable and also acceptable to 
the professionals, and their firm, in order to conduct the research. For over a year 
before formally enrolling to pursue this research, I attempted various possible 
approaches with the participants on my sales training courses and programs. This 
was not done in a structured or systematic way but perhaps twenty or more courses 
and over 250 participants were involved in some way. For the first year after formal 
enrolment in the doctoral program, I conducted more structured pilot studies and these 
are used as the basis for the decisions described in 2.9.1 to 2.9.7.
The purpose of the pilot studies was to ascertain which methods of data collection 
would be the most suitable and also to better define the nature and format of 
interviews and the questions to be used. The Pilot work can thus be divided into two 
periods: the informal pilot studies before doctoral registration and the formal pilot 
studies after doctoral registration.
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The informal pilot studies were characterised by discussions with partners, trainers and 
professionals on training courses about the nature of sales activity within a 
professional firm, the perceived need for research in this area, the possibility of 
undertaking research and how this might be approached. The formal pilot studies 
focused on the appropriateness and practicality of different methods which might be 
involved in the research. The move from informal to formal pilot studies also coincided 
with my shift from an employee of one professional firm to an associate status which 
meant that, outside of the fixed contract to provide specified courses, I was free to 
pursue my own independent activity. This associate status lasted for one year so that 
I was a fully independent consultant when the research proper began.
The informal and formal pilot study periods also coincide with explorations into 
motivational literature, the re-reading of sales training literature and some early 
discussions with other sales trainers and authors.
The pilot study periods were, therefore, important not only in the decision to pursue 
formal research but also in the formation of a methodology and the methods of data 
collection which were finally employed. The pilot study periods also helped to focus 
how participants might be attracted to the research, the number and location of these 
and what their long term involvement might be.
The choice of methodology has already been presented. The choice of methods of 
data collection was subject to a number of difficulties, some specific to professional 
advisory firms, and these are now presented.
2.9 POTENTIAL RESEARCH METHODS
The methods advocated for a phenomenological approach include:
1. Interviews (including group interviews)
2. Group discussions
3. Observation
4. Records of different kinds
5. Self reports (journals, diaries, etc)
6. Questionnaires.
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A discussion of each potential method and its usefulness for the intended research, 
as it was revealed through the pilot study, will now be presented as an indication of 
the processes through which viable research methods were established. It also 
provided, however, an early indication of the cultural milieu in which professional 
advisers operate and the peculiar difficulties this may create for potential researchers.
2.9.1 Interviews
Interviews are possibly the most obvious, and probably the most preferred, method of 
data collection in phenomenological research. The research interview has been 
defined as "a two person conversation initiated for the specific purpose of obtaining 
research relevant information" [Cohen and Manion 1989, p308].
Allport [1942] pointed out that if you want to know something about people's activities, 
the best way of finding out was to ask them. Kelly [1955] reiterated this and through 
his Personal Construct theory, advocated that the best way to find out about people's 
attitudes was also to ask them. The viability of using respondents own accounts as 
scientific data has been advanced frequently since [e.g. Harre and Secord 1972]. 
Brenner, Brown and Canter [1985] argued that:
"the central value of the interview as a research procedure is that it allows both 
parties to explore the meaning of the questions and answers involved" [p3] 
and further that: "interviews enable an on the spot directiveness to the
information and a general speed of response not obtainable in any other way".
It became very clear during interviews with participants that they not only liked talking 
but they also revealed valuable information and insights even within groups. The use 
of interview does, nevertheless, create a certain dilemma. On the one hand, the 
research was to be based on the subjective views of its participants; on the other 
hand, it was hoped that the views of research participants might reflect the overall 
views of professional advisers in general. In the latter case, the fact that interviewing 
is face to face and intensive means that in some circumstances respondents may feel 
sensitive about the issues raised [Phillips 1973]. There is always the problem of 
memory decay [Cannell et al 1979] and this may cause some problems in the planned
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research because many professional advisers, such as accountants, often only have 
the one professional activity through their career. It is quite possible for their memory 
of sales situations and their own part in those to become significantly distorted. In 
research of this type, participants are often recording their views of what has happened 
historically (or at least what they perceive has happened).
The answer at this stage seemed to be to attempt to attract a substantial number of 
research participants and to incorporate into the research, some means of supporting 
and/or clarifying the views they expressed. Henry [1956] argued strongly for 
observing non verbal communication in research interviews. One of the great 
advantages of interviews is the opportunity to observe participants' non verbal 
communication and I considered that my therapeutic training and training skills in 
general, would be be an advantage in this. Lofland [1971, p76] considered that:
"intensive interviewing is essentially a discovery procedure.... its objective is to 
find out what kinds of things are happening, rather than to determine the 
frequency of predetermined kinds of things that the researcher already believes 
can happen".
This kind of approach was attractive because if, as in this instance, the researcher is 
part of the same system in which the study is conducted, then some of the same 
distortions may be acquired because of this. Further, a vested interest in the possible 
outcomes of research is often obvious and, as such, research is also an opportunity 
for a researcher to evaluate their own attitudes and approaches. Many professional 
advisers, however, habitually seem to assume a questioning, sceptical stance. In the 
pilot work, questions were frequently challenged by the participants and it was felt that 
this would provide at least one check on the biases and assumptions which face every 
researcher.
Nisbett and Wilson [1977] have argued, however, that verbal reports may not be an 
accurate description of mental processes. This would have relevance to the intended 
research. Participants in any research may report what they think they thought or felt 
in a particular situation (such as sales activity) but they are not actually in that situation 
as they describe it and their reports may be inaccurate because of it. This is a factor
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in all subjectivist research and does not undermine the present research aims although 
it suggested again that there was some justification for a study of mental images and 
processes to be included within the present study. Brown and Canter [1985, p223] 
have pointed out that:
"if people are asked for an explanation of their actions, they may and probably 
will provide different versions when giving that account to policemen, journalists 
or confessors".
This has some implications here in that, while the planned research is concerned with 
attitudes to sales activity rather than a description of a specific sales event, it may, 
nevertheless, be influenced by the participants' response to myself as the researcher. 
The things which, it is argued, may give position and status to a researcher to conduct 
research, may be the very things which cause participants to modify their accounts. 
To counteract this a number of courses were conducted with co-trainers who were 
asked to conduct their own interviews to ascertain whether several, or alternative, 
researchers could, or should, be used. The co-trainers were all professional trainers 
but none were involved primarily in sales training.
Using the open ended questions devised as part of the questionnaire pilot and 
described later [see 2.9.7], co-trainers were asked to conduct 10 - 20 minute 
individual interviews when the opportunity arose. They were asked to attempt to cover 
all five or so questions and to elicit from the participant as much information as they 
could. They were asked to write down the major points as they were expressed and 
report these back with as much detail as they could recall.
The results of this were disappointing. Co-trainers did not share the same interest in 
the research and thus interviews tended to be much shorter and lacking in specific 
information about the questions asked. Co-trainers seemed to be sidetracked easily, 
especially into participants' complaints about the firm and the difficulties of professional 
life which, although providing interesting insights and background were often little 
related to participants' experiences of the sales situation. It was felt from this that 
research interviews should be conducted by myself alone to better ensure adequacy, 
continuity and comparison. The tendency for the participants to become sidetracked
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and to speak in generalities rather than specifics was commented on, however, by 
several of the co-traihers. This kind of response, it seemed, sought more to avoid 
the question rather than answer it. There was no indication at this time whether this 
was intentional or not. I realised, therefore, that set against the pressures and 
constraints of time and resources, all interviews would need a level of control, although 
allowing within them room for some digression. I also realised, however, that if 
interviews were likely to be used as a primary means of data collection, then 
considerable time would be taken up by this. There was uncertainty as to how the firm, 
and the professionals within it, would respond to this.
It was clear that participants attention and available time would necessitate that 
interviews were not too long. Also that there would be no readily definable incentive 
for participating in the research. The research would have to be conducted probably 
at either side of the working day or in brief periods during the working day, thus 
creating an interruption to client work (and fee generation). I later decided, however, 
that personal qualitative interviews were the preferred method for advancing the 
research throughout its entirety but also, that this would involve extensive time and 
travel.
2.9.2 Group Interview
I firstly debated whether a questionnaire might be used within a structured group 
interview thus eliciting substantial data in a controlled setting. The use of small 
questionnaires in a training situation is quite common and it was clear that some parts 
of the research could have been conducted through a questionnaire which could be 
filled in by every participant in any program throughout the firm. With permission and 
support, any trainer could have administered a questionnaire thus widening the 
research population. Over a short period, there could have been hundreds of 
responses. Concurrent experience with diaries and questionnaires described in 2.9.6 
and 2.9.7 argued against this. Further, the desire to explore the participants' feelings 
and emotions did not seem to be best served by this approach.
Sellitz [1959] noted a number of advantages of the use of group interview as opposed 
to questionnaires. Drawing from him those points which it was felt were applicable to 
this research were :
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1. That the first line of research would include the firm's influences as they acted 
on the participants and as such, the opportunity to observe group behaviour 
would also be invaluable i.e. to have access not only to what people say but 
also to how they say it in front of others. It was thus necessary to risk the fact 
that not all participants might give a response to all questions (a problem also 
in questionnaires) for the value of having responses which could be explored 
immediately and verified for the individual at a later interview. Such immediate 
exploration of response is not usually possible with a standard questionnaire 
approach.
2. That responses to questions would be immediate and thus participants would
not have prolonged time for measured thought and deliberation as is possible 
with a questionnaire. It was also felt from previous working experience and the 
pilot study that participants might be quite political in their responses, given 
more time. An interview provided the opportunity for more thorough and 
prolonged questioning.
3. That participants seemed not only willing to take part in a group meeting but
actively enjoyed the discussion which this created.
4. That previous experiences with questionnaires confirmed that questionnaires
would either be done hurriedly, out of boredom, or not at all because of time 
constraints and this would weaken the validity of the data.
Group interviews are not just a convenient way to accumulate the individual knowledge 
of their members. They give rise synergistically "to insights and solutions that would 
not come about without them" [Brown et al 1989, p40]. For these reasons, it was 
decided to include some group interviews specifically in the earlier parts of the 
research but for data comparison and consensus, ensure that these were semi­
structured. Thus they would be based on some basic questions rather than allowing 
free rein to discussion. Attempts at open, unstructured group discussions are now 
detailed.
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2.9.3 Group Discussions
A discussion differs from an interview in the greater amount of freedom which 
participants are given when answering a question or debating an issue. Unstructured 
group discussions of this kind were conducted in two locations at which some 15 
participants were able to explore any feelings they chose with regard to the sales 
situation. The opening statements indicated that I was interested in the participants' 
own views with regard to sales activity within the firm and how the demands for this 
impacted on the participants themselves. The participants were then left to discuss 
this issue in the manner and direction they wished.
The experience of this was that both these sessions again rapidly became unfocussed 
'gripe' sessions. They quickly degenerated into what was wrong with the system and 
the partners, often at an abstract and depersonalised level. The presence of a partner 
in these groups, had the conversations in fact developed as they did, would have been 
embarrassing and it was felt that much of the data being produced was often little 
related to the specific areas of sales activity. There was also concern that the 
research might lose the support of partners if group discussions were perceived as 
gripe sessions. It was recognised that without the support of the partners, the 
research would be severely limited, indeed prevented.
Patton notes that one of the weaknesses of the informal conversation is the greater 
amount of time required to collect systematic information [Patton 1990, p282]. The 
informal conversation is also more open to a greater extent on the conversational skills 
of the interviewer. This also applies to interviewees. It is thus particularly difficult in 
group situations.
The discussions had revealed, however, that in the minds of the participants, most of 
whom were professional staff or managers, the firm and the partners were 
synonymous. The responsibility for developing the firm had historically been the 
partners and in the minds of the participants at the group discussion, it should still 
remain with them. The abrogation of some role by the partners was seen as a loss 
of moral leadership rather than an opportunity for managers to add to their skills. The 
partners were still clearly considered as the source of Power within the firm and I felt
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that the presence of a partner would have dramatically curtailed the nature of the 
discussion. Partners were often seen to dominate any activity. For these reasCiis, 
group discussions were not selected for the major research.
2.9.4 Observation
One approach in a phenomenological study is to observe research participants in the 
action which is being researched. Thus participants in the present research might be 
observed in sales situations, in non sales situations and in sales role plays for some 
kind of evaluation and comparison. It might then be possible to see the potentially 
incongruent behaviours and reactions.
I decided to use the period of the pilot studies to actively pursue if the firm in which 
I was then employed, or any group within it, would consider allowing direct 
observation, perhaps within a case study context. This was generally rejected for a 
variety of reasons. Firstly, in many years of training professional advisers, very few 
of them had ever asked to be observed in sales situations and these were inevitably 
formal presentations when groups were involved. The partners and trainers felt that 
individuals would react badly to observation and would fear the public exposure this 
would bring. Also, it was argued, sales opportunities do not present themselves to 
professional advisers as frequently as, for example, photocopier salesmen and it would 
be difficult to set up a situation whereby when a sales opportunity has arisen, a 
researcher might assume the role of passive observer. It was pointed out, however, 
that I was currently employed to provide training courses, not observe sales reluctance 
and the training partner felt that this would be a conflict of interest.
A basic difficulty with any group observation, however, is that there is also no 
assurance as to which professionals would be actively involved in a sales situation at 
any given time. I also felt that observing behaviour was not the best method to reveal 
what had influenced the behaviour or what was happening within the minds of the 
professionals involved.
For these reasons, I decided that observation was not a preferred way to approach the 
research. I decided, however, that there was perhaps an opportunity to observe
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individual participants in a sales situation at some point during the research and this 
is discussed in chapter six (6.14). -=
2.9.5 Records
The value of historical research has been acknowledged [Hill and Kerber 1967, in 
Cohen and Manion 1989, p48]. Extensive record keeping is demonstrated in all 
professional firms. Each bid for work is often accompanied by detailed proposals and 
I considered that a study of these might reveal the thinking and approach of the 
professionals involved. All firms have appraisal systems and through these, detailed 
descriptions of attitude and motivation might be gained. Again, the results of 
investigation were disappointing. Records were seldom kept by the firm as to how and 
why certain sales activity was conducted. They were even less likely to be kept as to 
why sales activity was not conducted. The records which were kept included appraisal 
forms, sales proposal briefings, invitations to tender, proposal documents, some 
personal records and so on. These were often filed unsystematically (if at all) and did 
not reflect sales attitude within them. Surprisingly, even sales proposals (tenders) 
were often not properly filed.
I did not, in fact, encounter any internal written material which properly explored 
individual attitudes to sales. Such material, as existed, tended to question why the 
group, division or firm as a whole failed to develop sufficient business and was often 
concluded with the admonition that professional staff needed to be more active and 
more client focused. Researchers in this rather emotional area also have to be 
particularly wary of ethical issues. All the professional firms are business rivals 
competing in the same markets and drawing their work from the same pool. They are 
thus very sensitive with regard to their public image and to any information which might 
fall into the hands of competitors, particularly as to any perceived 'inadequacies' in 
their professional staff. The privacy, anonymity and confidentiality of participants would 
therefore be essential.
The firm had recently experienced a business downturn, with the resultant 
redundancies and uncertainties. It was thus not disposed to revealing any details of 
activity which might expose It and the individuals involved. Also, 1 was operating
/70
within the firm as an independent training consultant. Researcher motives are open 
to question if research and paid consultancy were to become confused. Intimate 
knowledge of one firm must be respected especially if a researcher is also presenting 
themself as a potential supplier of sales training to competitive firms.
For these reasons, I felt that a research study based primarily on internal records was 
not feasible. There was perhaps, however, an opportunity to utilise participants own 
training records in that part of the planned research. There was also an opportunity to 
talk to other personnel within the firm who might provide records of some sort.
2.9.6 Self Reports (Journals\Diaries)
Detailed diaries could have been an ideal way of accumulating data and as the basis 
for individual interviews. Participants on some pilot study sales programs were thus 
asked to keep a diary. This consisted of a small notebook which could be carried at 
all times, in it participants were to record any sales activity they found themselves 
involved in and record their feelings about that activity. It was intended to be a brief 
overview of sales activity over 3 months. It was to reflect:
1. When participants perceived themselves to be in a sales situation.
2. Their reaction to it.
3. Their action as a result of it.
4. Their feelings about that action.
5. Their ability and willingness to keep a diary.
I had hoped that the diaries would combine the advantages of observation and records 
in that participants would immediately record all activity and the feelings experienced. 
The diaries would be totally confidential between participant and researcher, and I 
hoped that indepth questioning of the participant would, in some measure, compensate 
for the likely bias inherent in self and peer evaluation. The use of diaries as a 
research method has been well explored [Oppenheim 1966, Zimmerman and Wieder 
1977, Burgess 1981]. The reality, however, was that the diaries were not maintained 
and such entries as were made were largely objective observations (i.e. what 
happened rather than what participants felt about what had happened). Many
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participants could not find their diary when asked and the diaries which were available 
contained very little information, despite prolonged and detailed researcher instructions 
and support. Participants argued that they did not have time to fill in diaries and were 
uncomfortable with the depth of self evaluation which seemed required. Interestingly, 
no participant reported that they kept a personal (as opposed to a business) diary - 
so the habit was not familiar to them. As a result of this experience the use of diaries 
was abandoned for the major research. The difficulty in obtaining any written material 
from participants is further detailed throughout the research.
2.9.7 Questionnaires
For a researcher, a questionnaire can provide substantial data in a short time and 
highlight the areas for greater investigation. Such an approach would have ensured 
also that the results would be accepted as more applicable to all professional advisers. 
Discussions with senior personnel of the firm clearly indicated that a divisional or firm 
wide questionnaire was not acceptable. The constraints of time and workloads was 
the main argument for this although others suggested that it would initiate too many 
'awkward' questions from staff. In order to see if questionnaires had any chance of 
acceptance, therefore, a number of small questionnaires had been created and 
distributed to individual groups, especially those on training courses and programs. 
The questionnaires were predominantly open ended. They contained usually five 
questions (the same as used in the interview situations described in 2.9.1) after which 
the participant was asked to write comments. Questions included:
Why do you really want sales training?
^ What are you really going to do differently because of your training?
^ What do you need to do to become a better salesperson? Why?
^ What really stops you from selling?
G Who do you admire for their sales ability. What are they like?
I hoped from these questions that participants would not only provide both detail and 
direction for the later research but that they might open up important areas for 
research. The use of words such as 'really' implies a dualistic level fo response; a 
first, perhaps socially or politically acceptable response and a second, more honest
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and revealing response which may be less socially or politically acceptable. The 
questionnaires were sometimes given to participants during a course and sometimes 
at its completion, to enhance the success/return rate. In this way, I intended to 
establish the viability of the questionnaire approach, the willingness of participants to 
provide detail as opposed to ticking a box and the more definitive phrasing of 
questions if the method was to be used.
The results were very disappointing. Overwhelmingly, they were not returned. Those 
distributed during courses were also not returned, often because they had not been 
completed. The excuse given was time pressure and other responsibilities, rather than 
questionnaire content. Those questionnaires which were returned were also 
disappointing. Entire questions were often omitted and others were answered very 
superficially with perhaps a single word. Questions which allowed for feelings and 
emotions often elicited the least responses. Surprisingly, the participants were quite 
willing to talk for prolonged periods about a question they could have answered in 
writing in perhaps less time.
The use of a survey questionnaire was, therefore, considered but abandoned. This 
was not only because I felt that the research was not able to be conducted in a 
controlled and satisfactory way but also because I felt that the use of questionnaires 
was an inadequate way of eliciting participants' feelings and emotion in comparison 
with, for example, interviews. The experience with diaries had shown the reluctance 
of participants to expose emotions in print and the use of questionnaires presented 
other problems of acceptance, return rates and quality of data.
2.10 REPERTORY GRIDS
A common application of Phenomenology is Personal Construct Theory [Kelly 1955, 
1986] and the most commonly used tool of analysis of the Personal Construct 
approach is probably the Repertory Grid technique [Fransella & Bannister 1977].
This technique is a well proven technique for ranking or rating a person's attitudes 
against bi-polar constructs. In experiments outside of the sales environment it worked 
well. Within the pilot study, however, attempts with repertory grid techniques were
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unsuccessful. Participants had great difficulty formulating meaningful constructs and 
even more difficulty deciding on individuals whom they could use as the nipdels for 
eliciting elements. Yorke [1978] noted that this is a common problem in grids of low 
personal experience (i.e. where the respondent does not have enough knowledge of 
an area to develop meaningful constructs). Many participants had acknowledged 
privately that they avoided sales situations. They thus often had limited experience 
of them. Also it was not uncommon for senior participants to record that sales activity 
had been expressly forbidden for ranks lower than partner up to only a few years 
earlier. This was presented as a reaction by the firms to the imposed restrictions of 
professional organisations, such as the Institute of Chartered Accountants, which 
expressly prohibited canvassing or promoting for business. It was also presented as 
a reflection of the firm's view that only its most senior and knowledgeable members 
(i.e. the partners) were capable of presenting the firm's capabilities in a manner which 
was acceptable to the firm (i.e. the partnership).
I also felt that participants developed a matrix outside of the professional advisory 
area. For example, when asked to consider such things as a good sales person, a 
bad salesperson, a recent good sales experience, a recent bad sales experience and 
so on, which is the accepted way for eliciting grids, it was often the case that 
participants could either not think of anything or thought about an experience totally 
divorced from their professional life, e.g. the purchase of double glazing. Fransella 
and Bannister [1977] have also noted this difficulty with repertory grids. The major 
concerns, therefore, were both practical and philosophical and it was decided not to 
pursue Repertory Grid approaches.
2.11 THE LANGUAGE AND BEHAVIOUR PROFILE [LAB]
During psychotherapy and Neuro Linguistic Programming [NLP] training, a profiling 
technique which purported to reveal some of the major aspects or meta programs [e.g. 
Cameron-Bandler 1985, Bailey 1991] of individual motivation was encountered. It 
further advocated that this could be accomplished through a short personal interview 
based on simple, acceptable and non confrontational questions. This was the l_AB 
profile and contact was made with its creator to elicit whether it might be a suitable tool 
in the present research. The profile had not been used in any academic work
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encountered at that point and its creator confirmed that he had no evidence of it being 
used in this way. it is thus valid to describe it mare fully than would be necessary with 
Repertory Grid.
The Language and Behaviour Profile [LAB] was created by the Language and 
Behaviour Institute, West Park, New York [Bailey 1991]. It was the result of
“three years of development, four years of public and in-house training and 
one year of effort concentrating specifically on the development of a self study 
version" [Bailey 1991].
The profile is strongly influenced by the work on meta programs in Neuro Linguistic 
Programming [NLP] by Cameron-Bandler [1985], director of the Department of 
Training and Research for the Society of Neuro-Linguistic Programming in Santa Cruz, 
California. The LAB profile is partly based on the work of Noam Chomsky [see Lyons 
1991]. In 1957, Chomsky presented his PhD dissertation in the Linguistics department 
at MIT. The title was "Transformational Grammar" and the study of transformational 
grammar has become an important (and contentious) area in the field of linguistics. 
Transformational grammar studies the syntax violations that individuals use to verbally 
communicate their experiences. The Language and Behaviour Institute, using 
Chomsky's work, proposes that individuals who use particular syntax violations (in a 
given context), exhibit some behaviours (in that context) which are similar to the 
behaviours of other people who use the same syntax violations.
The profile is thus based on the premise that there are simple, recognisable linguistic 
structures in everyday language and that these will reflect the motivational and working 
traits of the individual speaking. The profile is thus a behaviour indicator, a tool for 
personnel selection and a sales tool. Some quite remarkable claims are made for its 
effectiveness, e.g. 50% - 200% increases in sales performance if individuals are put 
into positions which allow them to exhibit their natural personality [Bailey 1991]. The 
profile thus offered not only a research tool but also a possible training tool for dealing 
with sales reluctance.
The information is elicited by a series of questions which are divided into two overall
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groups - one set for motivation traits and one set for working traits. In training for the 
l_AB profile, the answers are filled out on a profile sheet [Appendix 2]. It is stressed 
that in day to day activity, one would not normally be filling in an answer sheet. The 
patterns of speech would already be memorised, as would the nature and form of the 
questions. The listener would thus be making mental notes with regard to the person 
they are listening to. The context of the questions can be altered depending on the 
subject of conversation. The patterns are taught as one extreme behaviour in 
opposition to another extreme behaviour and the material is taught through tapes and 
a manual as sets of these extremes. This is because
"our research shows that populations tend to be more at those extremes rather 
than in the middle. If you ask people which pattern they normally have, they will 
put themselves in the middle. But if you watch their behaviour, you will see 
one of the pattern extremes almost all the time" [Bailey 1991, p2].
My first reaction, upon hearing of the profile was that it was yet another personality 
test. There are, of course, many personality profiling techniques commercially 
available. These include LIFO [1976], OPQ, PF16, PPA, Myers Briggs and Belbin 
[1981]. Many of these are used to support general, as well as sales, training courses. 
Many trainers are uneasy, however, with the practice of putting an individual into a 
personality grouping, of whatever name, as though this was their personality under all 
circumstances and at all times.
Most personality profilers are not, in fact, so sweeping as this, recognising that any 
personality profile must be contextual and time based. Nevertheless, as we are often 
dealing with others in similar contextual situations, many have accepted the tendency 
or trait to a certain behaviour pattern within individuals. Also, responding 
empathetically to the behaviour patterns in others is often promoted as the basis of 
rapport and good salesmanship. It is also accepted that certain occupations or 
positions may require a more predictable behaviour pattern. The ability of some 
individuals to operate successfully over time in a situation where certain behaviour 
patterns are required, while others have found this impossible, perhaps implies a 
similar tendency or trait towards that behaviour pattern in the first instance.
/76
The LAB profile was attractive to me because it openly accepts the contextual and 
time based nature of any tests and also accepts that traits are not, in fact, necessarily 
linked or inter dependent. The process of using the LAB profile as a research tool and 
an evaluation of the results obtained from it are described and evaluated more fully in 
chapter five. Participants seemed to enjoy the LAB profiling and, more specifically, it 
initiated extensive discussion. In all cases, the results were reflected back to 
participants by showing them the explanatory sheet [Appendix 3]. Some commented 
that they did not behave as predicted in all situations but overwhelmingly, the 
participants agreed that it reflected their working persona quite well. Further, at all 
times, participants had the opportunity to question and change any markings made.
For one group of mixed discipline professionals who collectively undertook complete 
LAB profiling as part of a sales development program, a full report was written and this 
is included because it is the first written description of a group of professional advisers 
through the medium of the LAB profile. The questions and processes which were 
used to elicit these descriptions are presented in chapter five. Some of the words 
used in the transcript have special meanings within the L_AB profile. These include 
"reactivity", "internal", "procedural" and so on. For clarity within the research, these 
terms are also fully explained later in chapter five.
2.11.1 LAB Transcripts
(Transcript begins...)
I Motivation Traits:
Most participants had a tendency to reactivity (along with most of the 
population). This means they would prefer for work activity to be given to them 
rather than having to create it themselves. The program was seeking to 
develop a more proactive approach in what is essentially a reactive profession. 
(Note: There was, in fact, some concern over just how proactive participants 
could be. For management consultants there seemed to be little restriction. 
The Institute of Chartered Accountants, however, only allowed direct 
approaches to clients and prospects since early 1992. There was still a
n i
restriction on "harassment" although this was not clearly defined. Members of 
the Law Profession were stiil totaliy prohibited from canvassing. Insolvency 
practitioners also would have been foolish to attempt direct approaches). Many 
participants noted the importance to them of doing a good job, of having 
challenging work, of helping people and of working well with colleagues and 
clients. These seemed to outweigh the criteria sometimes found in other 
groups in the general population (money, power, inside knowledge, security, 
time off, glamour, travel, prestige, etc). Most participants seemed motivated 
by avoiding things (away from) rather than acquiring things (towards). Their 
desire usually included more appreciation, more knowledge, a step forward in 
career, more challenge, more interest, more reward. It was interesting that 
words such as reward, remuneration and recompense were inevitably used 
instead of the word "money". The participants tended towards an internal 
rather than an external focus. This indicates whether an individual will actively 
seek the views of others and respond to them (external) or rely primarily on 
their own views and responses (internal). Most participants tended towards a 
procedural view. This means that they prefer to work within a structure and 
would be uncomfortable if procedures, structures and feedback were absent. 
All participants preferred a "sameness" or a "sameness with some exception" 
environment -that is, one in which there is stability and predictability. Variety 
within the job might be welcome but major changes would be disruptive. This 
group would be comfortable with a 3 to 6 year major shift cycle (eg. change of 
employer, change of address) and a 2 to 3 year cycle for significant internal job 
change. It was clear from the motivation trait results that the group would find 
the short term sales program quite disruptive and would have some challenge 
with the need for the more proactive, more external, less predictable approach 
that was required.
Working Traits:
The group showed a tendency towards specific thinking, that is the need for 
detail rather than a more generalised, broad view approach. Most showed that 
they liked working with people, although they preferred being left to get on with 
their own responsibility. A few were more co-operative and group centred.
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The majority were clearly more interested in achieving a task than handling the 
people involved, although everybody liked good feedback. Whilst everybody 
displayed some emotion and stress, all were able to return to a stable state 
very quickly. Several respondents in fact, were moving slightiy to a "thinking" 
state in which emotions are repressed (or not felt). At one end, such people 
tend to blame the system, the client or the boss when something goes wrong. 
At the other end, they would argue that they have their own difficult job to do. 
Mosf respondents understood the need for rules and accepted them for 
themselves. They were often less clear about the rules for others (i.e. the 
management role). Plans for their own development or the development of 
others were also less clear and defined. For example, "we need to be more 
positive", " we need to be more skilful", "we need to get started sooner". Some 
were quite vague in this area, with comments such as "how does one measure 
success?", "I'm not sure what other people should do", "I guess we all need to 
listen more". Many of the participants clearly required much convincing in 
general. Many would need over 5 or 6 examples presented in different areas, 
over a period of months before being convinced of something. This they would 
rightly describe as being thorough. A few were much more easily convinced, 
needing only one or two examples, sometimes from what they heard from 
others. The implications for the program were that the group would generally 
need some time to be convinced of the program, would not rapidly develop 
clear development plans, would tend to put existing work and responsibilities 
first, would not quickly become emotionally committed to the program 
(especially if criticised) and would have some difficulty in networking and group 
activity. All participants were later given their own copy of the profile.
(Transcript ends)
The LAB profile seemed to fulfil a number of criteria which made it suitable for this 
research. It was considered by the participants in general to be a good representation 
of their personality. It was capable of creating a model personality profile for each task 
or occupation and was used extensively for this, in its commercial role, with apparently 
good success. It acknowledged itself to be contextual and time based. The profile 
would be used only to evaluate the participants' traits within their working role, it was
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also based on language patterns from normal speech and it was considered that it was 
less open to manipulation than some other personality profiles. It is not considered, 
however, to be a perfect tool and some difficulties experienced with it are detailed 
more fully in chapter five (5.3).
It could be debated as to how much the success of any research method is attributable 
to the level of comfort of a researcher in administering it and this may have contributed 
to its greater success in my own case. Participants clearly indicated that they had 
learned something about themselves and this was attractive to them. Some 
participants stayed behind after courses specifically to have their profile done which 
had not been experienced with other approaches. The profile also incorporated 
opportunities for participants to present some organisational influences on their activity.
What the LAB profile does not purport to provide is any explanations of causality for 
motivation and working traits. Its most serious drawback, however, is that it is based 
on what the researcher hears and observes and the researcher, while undertaking the 
profile, is in face to face interaction with the participant. Some obvious possibility for 
bias is indicated. Although there are clearly specified criteria for each trait within the 
LAB profile, the issue is with what the profiler "filters". A trained profiler should not be 
making purely subjective judgements and this issue is discussed more fully with each 
trait throughout chapter five. I thus undertook extensive LAB training through 
cassettes and manuals provided by the LAB creator. This included extensive practice 
in profiling. Further, as a counter to the possibility of bias, I determined that all LAB 
profiles would be taped and that I would seek corroborating markings from 
independent trainers of LAB profile. These could also feed back the shortcomings, if 
any, in administering the profile during this research.
2.12 MENTAL IMAGES
Some of the literature had suggested that constructing and reconstructing mental 
images was one way to influence emotion and attitude. During the pilot studies, 
therefore, I experimented with different approaches to exploring and describing mental 
images. Participants were asked to describe what images, sounds and feelings were 
generated by certain words or situations surrounding sales activity. There were strong
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reactions from many participants and many graphic descriptions. Perhaps one 
example cf this is sufficient at this stage to give the flavour of the responses and to 
show again why mental imagery was included in the research plan. It is one tax 
adviser's recorded images to the word "selling".
H Respondent: Joan - Tax Adviser
I see a timeshare salesman. He's a chap in his 20's with longish hair. What 
a dreadful person he looks. He keeps saying to me it won't cost you a thing. 
Oh, go away (to herself). I'm feeling how horrible it is to be harassed. I'm 
cross. Uh, my teeth are clenched.
Participants seemed to find it interesting to recount their images and these also elicited 
much discussion. This data, together with the literature, is more fully presented in 
chapter six. The pilot work, however, included some informal exercises in which 
participants were asked to manipulate and change their mental images. It produced 
some interesting reactions and as a result I decided that I would include some 
attempts to manipulate mental images at an appropriate point in the research.
The purpose of this was to better elicit and document the participants perceptions of 
change and to see what effects this might have on the participants' attitudes and 
behaviour (see chapter 6.17).
2.13 PILOT WORK CONCLUSIONS AND REVIEW
I felt at this stage, that the pilot work had confirmed interest in the research and had 
assisted in formulating a more workable research methodology. Specifically;
1. There was now clearer evidence of widespread sales reluctance within the
group it was intended to research.
2. A research methodology had been established and a number of research
methods evaluated for their viability in the planned research.
3. Different interviewing methods had been tried and I had evaluated my success
and ability with each.
4. Different profiling techniques had been explored, specifically their usefulness
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to the research and my ability to handle them.
5. The LAB profile had been tested extensively and its usefulness established.
6. Mental imagery associated with sales activity had been explored and there was 
strong evidence for its inclusion in the fuller research.
2.14 RESEARCH PARTICIPANTS
I now felt that it was an appropriate time to begin to attract a core of research 
participants. Two of the partners in different offices in the pilot study had indicated 
that, if fuller research was undertaken, then they would like their offices to be involved, 
albeit with different participants.
Because of this willingness, the two offices were considered as the two locations for 
the full research. The two offices were both located in substantial urban areas in the 
South East of England and both had universities and extensive commençai centres. 
Many of the professionals employed in these offices were familiar with university 
research and were supportive of it. There was regular staff movement between the 
offices and head office in London. They contained all the professional divisions of the 
firm and were seen as major service providers in their respective areas. Each was 
located in substantial offices.
The focus of the research was sales reluctance in professional advisers and, to avoid 
the bias of one firm or one location, I speculated whether the research could be 
extended to cover other firms in the same locations. Contact and agreement was 
made with two other firms in each location so that the research would draw from 
potentially three different approaches, cultures and training systems in each location. 
All of these firms were multi-national organisations; members of what is referred to as 
the "big six" of accountancy/management consultancy professional advisory firms.
I also envisaged that contact would be made with other individuals and groups both 
formally and informally as the research progressed and sometimes these would be 
outside of the two locations. It seemed likely that senior staff, training staff and even 
ex-staff might all be approached in an attempt to triangulate the views expressed by 
the main research participants.
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A general description of the intended research was sent to each of the offices 
[Appendix 4] and each in turn canvassed their staff through a general internal 
memorandum. Explanatory meetings were held in each firm's offices; likely meetings 
and commitments were agreed and scheduled. The initial participants were all 
volunteers to this request. No one who volunteered was rejected but a number 
intimated that they might not continue because they were planning moves away from 
the study area within or outside of the firm. I anticipated that there would inevitably 
be a drop out of participants throughout the research.
A total of 44 participants from six offices of four different firms finally volunteered to 
take part in the research. Confidentiality was clearly a sensitive issue and so it was 
agreed never to name a participant or indicate which firm, office or city they came 
from. It was also clear that comparisons between divisions may in some cases expose 
a single individual and this early intent was thus dropped. It was impressed upon 
volunteers that I wished to respect confidentiality and that they would also be asked 
to respect the confidentiality of others. Data would not be ascribed to any individual 
and no discussions of the general trends in the data would be revealed beyond the 
participants until after the research was completed. Their reasons for taking part in 
the research were explored in chapter three (3.5.1) and the influence of other 
participants is discussed in 3.4 and 3.5. It was also impressed upon organisers and 
partners who supported and sanctioned the research that there would be no feeding 
back of information.
A confidential, total population questionnaire is perhaps the nearest that any 
researcher might come to guaranteeing anonymity for respondents. A piece of 
research which includes a smaller volunteer group and a group interview approach can 
never truly guarantee confidentiality. I could only assure participants that I personally 
would respect their confidentiality - and this I have done. In a large professional firm, 
however, there is so much happening, so many meetings and comings and goings, so 
little known of what others are involved in, that the meetings with participants were 
likely, in their own opinion, to attract minimal attention. All the firms offered a wide 
range of advisory services and the participants came from 9 different disciplines and 
from a range of job grades.
The breakdowns and totals are as follows in 2.14.1.
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2.14.1 Figure C RESEARCH PARTICIPANTS
DIVISION LOCATION 1 LOCATION 2 TOTAL
Audit 11 5 16
Tax 7 6 13
Insolvency 4 1 5
Mgmt Consultancy - 1 1
Marketing 1 1 2
Litigation 1 1 2
Growing Business - 2 2
Actuarial - 1 1
CustomsA/AT - 2 2
Totals 24 20 44
LEVEL LOCATION 1 LOCATION 2 TOTAL
Partner 3 6 9
Senior Manager 4 4 8
Manager 13 7 20
Associates 4 3 7
Totals 24 20 44
All participants were white and British. There were 30 men and 14 women. Within 
each firm was an organiser who had volunteered for this role and who were 
themselves part of the research. Both organisers and participants were asked to 
make immediate contact if they had any concerns about the research. The firms 
involved had indicated, through the organiser, that any employee had been free to 
volunteer as a participant and also that participants would be allowed reasonable time 
during the working day for this.
This was, of course, a significant concession and a great help in the organisation of 
the research. Accountancy and tax advisers comprised the majority of participants
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with representatives from most other divisions. Seven associates who are not usually 
involved in sales activity had volunteered but it was decided to allow them to continue 
within the research group. It meant that the views of younger professionals would also 
be aired and it was felt that this would give valuable input to organisational issues. 
The spread of managers, senior managers and partners reflected, quite well, their 
numbers within the firms and it was especially pleasing that nine partners had agreed 
to take part, with at least one partner from every firm involved. Participants came from 
many areas and it was felt that this would again give valuable insight into a wide 
variety of professional opinion. The group, however, was clearly skewed towards the 
views of audit and tax people and those at management level. These divisions in fact, 
represent the bulk of most professional advisory firms.
2.15 THE RESEARCHER - A PERSONAL PERSPECTIVE
The possibility of researcher bias is always present in essentially a one person 
exercise such as a doctoral dissertation. It was very important throughout to separate 
the role of researcher and the role of paid consultant. It was made clear to the firms 
in both locations that I was not available as a sales trainer or consultant even if there 
was interest in me being so. Participants had clearly expressed their confidence in my 
ability to protect their confidentiality and present the findings sympathetically. 
Nevertheless, actively or passively, any researcher comes to the situation with his/her 
own interpretative frame of reference. This is particularly so if the researcher has 
previous professional and experiential knowledge of the social setting or phenomenon 
[see Gregory 1994, p84]. Rather than try to suspend such knowledge, which is not 
possible, it is better to be aware of and use such knowledge constructively. As Heron 
[1992, pi 65]) says "there is no way we can avoid the history of our knowledge".
In consequence clear research contracts were enunciated between the researcher and 
the firms involved, between the researcher and the internal organisers, between the 
researcher and the participants and also  ^between the participants themselves. 
Specifically it was an agreement of non disclosure or discussion for the duration of the 
research and the non disclosure of specified individual views thereafter.
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2.16 CHAPTER SUMMARY
This chapter has presented the research design and the underlying philosophy and 
methodology as well as the pilot work which modified it. It has described the research 
participants and included some views on my relationship with them. It has provided 
a first description of professional advisers through the medium of the Language and 
Behaviour Profile. It has confirmed that the primary method of data collection would 
be through group and personal semi-structured interviews with the opportunity to 
digress into wider discussion where possible. The research design involved a study 
of four aspects of sales reluctance based on the comments of professional advisers. 
These were organisational influences, training influences, personality influences and 
the influence of mental imagery.
Figure D (2.16.1) represents these aspects as an interlinked system as an 
acknowledgement that these influences were presented in different order and with 
differing emphasis by the professionals who were interviewed.
2.16.1 Figure D The System of Sales Reluctance influences
sales
reluctance
training
issues
personality
issues
organisation
issues
mental
images
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The following four chapters focus on each of the four influences. Chapter seven 
reflects on the research data from all influences and chapter eight reviews the validity 
of the study approach and the implications of all influences for the firm's development 
aims.
The first step in the full research was the setting up of six group interviews and this 
process and the data they elicited is described more fully in the next chapter.
CHAPTER THREE
training
issues
organisation
issues
sales
reluctance
personality
issues
mental
images
A STUDY OF 
ORGANISATIONAL INFLUENCES
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3.0 INTRODUCTION
My activity as a sales trainer in a major professional firm meant that I could be 
perceived by attendees on sales courses as part of the 'establishment'. I felt that I had 
a view of the firm's attitude to sales development but it was important to see if the 
views of the participants were any different.
Participants on the pilot studies had revealed that their perception of the common view 
of senior partners is that the production of high quality, cost effective work is the 
yardstick by which firms are judged and that this underpins all direct sales activity.
Further, that the firms would also argue that the need for constant business 
development is of paramount importance if the firms are to survive and grow in a 
competitive environment. Many professionals in the firm had affirmed that they are 
fully supportive of appropriate sales activity and in this, they would include such 
activities as extension sales, cross selling the offerings of other divisions of the firm, 
general marketing and prospecting, general advertising, and seminars and lunches.
It could be argued that my previous appointment as an internal sales trainer and 
consultant was an example of this commitment. Experiences during this time and 
specifically during pilot study work, had led to the conclusion, however, that this 
support was not always translated into enthusiastic activity. Many had talked, for 
example, of their large existing workloads which they believed took priority and this 
prevented them from spending time on other things, such as selling. They were thus 
faced with the decision of choosing between two apparently important activities and 
it would be interesting to explore more fully what influenced their final decision. It 
would also be of interest to see if the organisational rewards espoused by the partners 
(e.g. promotion, recognition, continuing employment) were recognised in the 
perceptions of the participants. No research was found on sales motivation in 
professional advisers. It is not possible, therefore, to make any comparisons within
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the present research. A great deal of research has been conducted in general 
workforce motivation and to a lessor extent, in professional salesforce motivation and 
this is alluded to later in this chapter.
3.1 RATIONALE AND FORMAT FOR GROUP MEETINGS
The first stage in the main study was planned to be series of group meetings held at 
the offices of participating firms. I considered that this would be a catalyst for 
beginning to elicit comparable data which would centre on organisational influences 
but which might also provide data for future discussion. It was not my intent, therefore, 
to establish only a group consensus; each individual would have the opportunity in 
later interviews to endorse or criticise any views expressed. The group meeting would 
also provide an opportunity to both hear and see the interaction of participants. I 
anticipated that other, as yet unspecified, individuals would also be contacted as the 
research progressed and data from the group meetings could provide some guidance 
for these.
The advantages and concerns involved in group meetings has been discussed in 
chapter two. A group interview, rather than group discussion or group questionnaire, 
had been chosen as the research method at this point because I felt that it afforded 
the best way of eliciting comparable group views with the opportunity for immediate 
feedback and questioning in a controlled setting. It also provided the opportunity to 
observe the emotions and interactions of participants in a group situation. More 
accurately the meetings might be described as focus group interviews. Such
interviews are not discussions; they are not problem solving sessions nor are they a 
decision making situation. Patton suggests that focus groups are typically a relatively 
homogeneous group sharing common interests. He considers that with 8 or so people 
in a group it is typically possible to ask no more that 10 major questions. [Merton et 
al 1956]. Ultimately eleven questions in all were formulated for the present research - 
an introductory question to reaffirm the research contract and ten main questions. 
Each meeting was held in a large meeting room with participants sitting around the 
table. All meetings were recorded using dual microphones and ninety minute tapes. 
The meetings lasted an average of one and a half to two hours each.
The time which it was reasonable for participants to allocate to group interviews was
/89
clearly limited. I wanted participants to have the freedom to express their views on 
any "sales related issues but also to ensure that a similar repertoire of issues was 
considered so that different group responses might have compatibility and 
comparability. Work during the earlier pilot study had suggested a range of questions 
that promoted much discussion of organisational issues surrounding sales activity. 
The ten main questions had derived from general discussions and also seemed to 
facilitate greater discussion as desired. A typical two hour meeting might thus allow 
ten minutes or so for the general discussion of each issue.
The research questions are presented in the next sub section (Interview Questions, 
chapter three (3.2). As much as possible, the questions were asked in the same way 
and in the same order. The recorded tapes reveal that this was not totally consistent. 
No questions were ever omitted but some variation did occur in the exact words used, 
the sequence and the amount of time spent on each question. The text of the first 
group meeting is provided in toto in Appendix 5 for objective evaluation.
The questions themselves had evolved from the experiences and recordings of the 
pilot study and seemed to cover the information needed without being too extensive 
or onerous. The rationale and justification for each question is presented with that 
question. There were only minimal recordings of some parts of the pilot work so there 
are no detailed transcripts upon which to justify this.
With the exception of the first question the sequence of questions was influenced by 
the views of Patton [1990, p294] who suggests a flow of questioning which moves 
from:
1. Questions about non controversial present behaviours (Questions 2 and 3).
2. To questions of interpretation, opinions and feelings (Questions 4, 5 and 6).
3. To questions of skill (Questions 7, 8 and 9)
4. To questions which are speculative and future orientated (Questions 10 and
11).
There was no intent to include questions which might compare the sales ability of 
specific individuals (e.g. the marketing partner) nor the different divisions within firms
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nor the differences between firms. These were sometimes referred to by participants 
during the pilot study but I felt that these were too emotive and might damage the 
research relationship if pursued too strongly.
3.2 THE INTERVIEW QUESTIONS
The interviews started with the question:
1. What do you want/not want with regard to the research?
This question was an attempt to reaffirm part of the research contract with the
participants. I already had a verbal understanding of the research contract with the 
firms concerned and I felt that it was necessary, and in the presence of the organisers, 
to provide the opportunity for an open discussion of this before proceeding. I also felt 
that some participants may still have concerns about confidentiality and, perhaps also, 
concerns that had not been considered by the researcher. It was important, therefore, 
to give participants the opportunity to express them.
Numerous researchers in the social sciences have testified to the need for a clear
research contract [e.g. Cohen & Manion 1980, Jankowicz 1991]. The present research 
contract was unwritten and informal because participants had indicated that this was 
satisfactory. Most participants emphasised their desire for anonymity and 
confidentiality although they were happy that results would be generally available after 
the research was presented. The question, for the most part, however, caused the 
participants to explain why they had volunteered.
Rosenthal and Rosnow [1969] have argued, albeit within quantitative studies, that 
volunteers and non volunteers differ in a number of ways. This was an opportunity to 
explore a little further what it was about the research which had attracted these 
participants or whether some form of selection had taken place. I was prepared to 
defer or even abandon activity with any individual who did not really wish to be part 
of the the research. There was always the possibility that a senior person may have 
been persuaded to be involved in the research in order to keep an eye on what was 
happening, with all that this might imply.
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The responses to this opening question were not recorded mainly to allow participants 
to relax and also because if any serious personal issue was raised there would be no 
record of it.
The main questions were as follows:
2. When do you think you are selling?
3. When do you think you are not selling?
4. What different skills do you think you consciously use when you are 
selling?
5. What changes do you perceive in yourself when in the sales situation?
6. What changes do you perceive in others in the sales situation?
7. What inhibitions are there to your selling?
8. Who in your office is known to you to be good at selling? Describe
them.
9. In what ways are you similar or dissimilar to that person?
10. How does the organisation respond to those people who are regarded
as good salespeople?
11. What is the best way to advance and be recognized in your 
organisation?
Overall, from these standardised questions, I hoped to gain an understanding of the 
participant's view of selling and sales against the background of their professional 
firms, an understanding of participant's emotional reaction to the sales situation and 
their perceived reaction of others, both colleagues and superiors, and an insight into 
their view of what the organization might consider as a successful sales profile, if one 
existed, with their own comparison to this. I propose to discuss the individual 
questions and responses sequentially, providing for each the reasoning behind the 
questions and any conclusions drawn from the responses. Secondly, I propose to 
provide a summary of the findings and link these with some of the relevent 
organisational literature.
3.3 GENERAL OBSERVATIONS OF THE INTERVIEW TRANSCRIPTS
Before detailing the responses to individual questions, there are a number of general
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observations which can be made about the interviews.
Firstly, the transcripts appear to have a pace and a control which did not occur in 
reality. There were many long pauses in most interviews and some participants had 
difficulty with responding at all to some questions. One example of this was when 
participants were asked to think of someone in their office whom they regarded as 
good at selling. The facial expressions and silence of many participants showed that 
they could not easily think of anyone. This was discussed when considering the 
possible use of repertory grids in chapter two (2.9).
In looking over the transcripts it appears at times that there is a tendency to interrupt 
and talk over the participants. Patton talks of questioning which puts the interviewee 
in a passive stance [Patton 1990,p302]. Such was generally not the case and 
sometimes considerable time seemed to elapse before an interruption to what was, 
in effect, silence. Some participants were also very circumspect in their responses.
I felt that these participants were having an internal dialogue before carefully 
responding to questions. This did not seem to be because they were seeking to 
express their thoughts clearly and indeed their comments often proved to be unclear. 
It was felt rather that they were seeking to avoid saying something which might 
incriminate them. The implications of this for the validity of research data is presented 
in chapter seven. An example of this, however, is the exchange with one participant 
regarding their perceived emotional state when selling.
Researcher: So what’s happening to you? Are you aware of any state
changes?
Participant: (Pause) I don’t know (Pause) I suppose those opposite me are
more likely to be aware of that (pause) the eyes start glowing 
(pause) pound notes flowing (starts laughing)
Researcher: Do you feel that other people are aware that there has been a
change in you?
Participant: (Long pause) I would be seeking to suppress it if I thought that
they were.
Researcher: Do you think that they are aware of any change?
Participant: (Pause) I hope they’re not by my endeavour to suppress it.
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The above exchange is intriguing. The obvious influence that "they" were exercising 
over this participant was clearly influencing behaviour. Who "they" were was not clear 
and it was perhaps remiss not to pursue this. I felt at the time, that "they" were the 
clients and prospects but later it seemed that "they" might also include colleagues and 
superiors.
One of the reasons why some participants were so guarded (and confirmed by 
participants themselves) became clearer later on as shown in the following exchange:
Researcher:
Participant:
Is there anything about the meeting we've had today that..... you 
feel you want to pass a comment about?
I think to some extent to put people on the spot about their 
perspectives of career enhancement in front of somebody who 
is almost directly in charge of career enhancement (sic: a 
partner) is difficult - I answered the questions honestly but I 
think if you didn't necessarily have particular views on the way 
in which the firm did that, you might not be inclined to express 
them within that forum.
The influence that the presence of a partner had was commented on by several 
participants and in one instance, when the only partner present had to leave, the next 
comment from a participant was noticeably more open.
Researcher: What do you think is the best way to be accepted and to
advance in this firm?
Participant: Arse creep .... it's arse creep to the partners basicaiiy ...
Researcher: What do they get out of it - this partner/mentor - why should
they do it?
Participant: Well everybody has their favourites..............
Researcher: And what do they get out of having a favourite?
Participant: Weil a happier workforce I suppose, a happier person that
perhaps they can rely on.
Participant 2: They get their little lapdog - that will do anything for them.
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It is not meant to imply by these comments that participants were "anti" partner. 
Overwhelmingly, as will be shown, the participants seemed to respect the position of 
partner as the ultimate mark of success and many admitted that they aspire 
themselves to partner status. These comments are included only to show that the 
guarded responses of some participants were also, in some measure, influenced by 
the presence of a partner and it may be surmised that any activity, including sales 
activity, would also be influenced by a partner. The experience, however, raised 
some issues about the value of data gathered when in the presence of partners. It 
can be argued that the free flow of conversation did become freer as meetings 
progressed and that partners were often very open and critical themselves of a 
number of issues. It was clear, however, that a major organisational influence on the 
views and activities of professional advisers is the partnership.
3.4 THE INFLUENCE OF THE PARTNERS
Within a partnership structure, the influence of an individual partner and the 
partnership as a whole is considered much greater than the influence of say 
managers in a more hierarchical business structure. It is difficult to define a corporate 
ethos in the partnership system and it is almost impossible to have recourse to 
corporate
support if in confrontation with a partner, particularly one’s own immediate 
partner. The partners are both the owners, the shareholders and the executive. They 
can also be judge and jury. Professional advisers seldom have recourse to trade 
union support and their professional "grapevine" can be extensive.
Most participants were managers and senior managers often aspiring to be partners. 
It is not surprising that they might be somewhat cautious when in the presence of 
partners. Of course it was individual partners who were present in some cases with 
individuals that they knew and worked with. The partners involved were openly 
supportive of the research and the requirements for openness and had heard and 
acknowledged the request for confidentiality. It was an indication, however, of the 
gulf, perhaps more in the minds of non partners which separates professional 
advisers. This seemed to be a greater gulf than separates managers with non 
managers or senior managers.
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Data validity in the presence of partners may still be an issue but an arguement in 
favour of the data is that it provides an understanding of the change in views when 
partners were or were not present. The partners involved were also very open. They 
had all been senior managers before and were aware of the difficulties that could be 
experienced (including dealing with partners). They also felt that they, above all the 
participants, had the greatest demand now upon them for sales activity and they, more 
than the rest, had developed throughout a period when sales activity was actively 
discouraged. They clearly wanted to be supportive and to help the firm and 
themselves learn more about the problem of sales reluctance. They also ,of course, 
provided a balance and the partner perspective. Seeking, as the research was, to 
explore organisational issues it seemed better to have all parts of the organisation 
present and to allow time in later personal interviews for individuals to provide their 
own views. It was also likely that there would be individual meetings with other 
partners as the research progressed and so the decision was made that the group 
interviews would proceed with anyone who had volunteered and wished to attend.
The research group was comprised of a predominance of managers and it was 
interesting to hear why they themselves thought that this had occurred. Firstly, that 
requests for assistance had gone through managers who would not only be more 
aware of the activity but would feel they had more authority to be involved in the 
research. Secondly, it was also argued that many partners, although in the firm's 
office, and available, would argue that they were too busy to be involved.
This latter comment could be a reflection of a true state of affairs for some partners 
but also perhaps a reflection of a view, consistently expressed, that some partners 
often sought to convey the impression of a heavy workload and many client initiatives. 
There was an implication, sometimes voiced, that participants did not always believe 
this to be the true state of affairs. It tended to be partners, however, who were 
required to leave the meetings before completion and who were unable to make later 
interviews.
3.5 THE INFLUENCE OF THE OTHER PARTICIPANTS
The presence of other participants will inevitably influence group responses. In the
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present instance participants often would not spontaneously seek to be the one to 
answer a question and thus it was then necessary to revert to asking those around the 
table for an answer. Often, other participants would then interrupt in disagreement. 
One possible effect of the peer group presence was the tendency to talk in an abstract 
form; to talk impersonally rather than personally; to use the word "we" or "you" rather 
than "I" and by occasionally detailing "party line".
Researcher:
Participant 1: 
Participant 2:
What would you say would be the best way for someone to
advance and be accepted by this organisation...................
(Pause)
Well I'll answer that one.............. (Long pause, blank
expression)
(Interrupts silence) We have, as indeed I would imagine most 
large organizations would have, an appraisal and counselling 
routine which involves setting objectives, measuring people 
against those obJectives,measuring people against the various 
skills and competencies of their level and promoting when 
people reach their objectives at the relevant skill - a process 
which we are Just at the moment doing in fact - which 
should (emphasised) be giving people an idea of how they are 
doing and what they need to do to get further - if it doesn't, it's 
not working - that's the theory of it anyway.........
One of the advantages of interviewing as opposed to a questionnaire is the opportunity 
for impromptu side comments which can often be quite revealing. The above 
comment was interesting from this point of view and the relevant comments where I 
felt there was a secondary opinion being expressed are underlined. It implied a certain 
doubt on the part of the participant that theory was being translated into practice.
Another common theme was that of the importance of adequate preparation time. This 
was felt necessary in any activity but especially in client and sales activity. This will 
be discussed more fully in its context later. At this point, however, it was clear that 
many participants were uncomfortable that they did not have sufficient time to prepare 
answers to the research questions.
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The need to be prepared is part of the ethics of the professional adviser and several 
participants also commented later that a lack of time to prepare was one of thd causes 
for their sales inactivity. This lack of preparation was, of course, what I had decided 
was wanted for the group interviews and I also felt that answers were somewhat more 
truthful because of this spontaneity. Certainly it was difficult for participants to mask 
various gestures and nuances of expression which often revealed a great deal, as will 
be shown. Sometimes persistence in asking a specific question was a result of 
observing the mismatch between what was being said (or not said) and such things 
as eye movements and facial expressions.
3.6 DATA FROM THE GROUP INTERVIEW QUESTIONS
I propose to present and discuss responses across the groups in the order in which 
questions were asked. These were semi-structured interviews, however, and so there 
was an opportunity to digress. This was done when it seemed appropriate to do so, 
i.e. when participants clearly wanted to say something more.
3.6.1 Question 1 : What do you want/not want out of the research?
Overwhelmingly, participants commented that they felt they had a difficulty with selling 
and that being involved in the research might help in some way:
Selling Is not something I'm good at.
I have a mental block about selling.
I know I'm terrible at negotiating and selling and I want to see if I'm barmy.
I have a mental block about marketing the profession.
I want a better understanding - I have concerns about selling.
I've got a negative mental picture of salesmen - I want to know how did I get 
it?
The difficulty was often expressed as an emotional difficulty although some participants 
reaffirmed that their difficulty was a lack of skills:
I haven't had any training in selling yet.
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I don't feel I have much experience or understanding about sales.
I don't understand the barriers to selling and I'd like to learn.
The idea that the research would be interesting, stimulating or thought provoking was 
expressed by several participants:
I wonder if you'll unlock the secret salesman in me.
I'm just interested in your results.
I'd like to know why some situations are easy and some are difficult.
In a number of cases, the interest was more academic and general:
I'm always Interested in training things.
I'm interested in motivation and behavioural patterns.
I'm interested in what makes people tick.
A few others had volunteered for more personal reasons as for example because they 
had been on a sales program :
I knew about you and I wanted to be helpful.
Because I was asked by X  - I don't know much about it.
There is always the danger in research that friendly participants will seek to give the 
answers they think the researcher wants. To avoid this, as much as is possible, views 
of the meetings were elicited immediately after the meeting and each participant was 
later questioned individually in the personal interviews. The responses, and tone of 
responses, overall clearly reflected that professional advisers do feel they have 
difficulty with the sales situation and in this instance training and personality influences 
were strongly presented.
3.6.2 Question 2: When do you think you are seiiing?
I decided to begin the research proper with this question because I wanted to try to 
establish what participants understood selling to be -that is, if those involved were all
/99
talking about the same activity. When preparing to do an interview one should find 
out what terms ere being used by respondents when they refer to what is being 
evaluated. A wide range of euphemisms are used by professional firms to describe 
sales activity. These would include 'practice development', 'practice management' and 
'client management'. It was important, therefore, firstly to understand what the 
participants thought sales activity entails.
Participants' responses covered a range of understanding:
All the time
When you're not doing technical work 
Whenever you meet a client or prospect 
When you are with a prospect 
When you have something to sell 
When you want work
It can be seen that views as to when selling occurs differed. It is not surprising 
therefore that when asked to quantify how much time participants felt they spent in 
sales activity answers ranged from less than 1 % of time to 100% of the time.
Participants differentiated between general sales activity which centred on being at 
work and being available to clients and direct sales activity which involved far more the 
presentation of potential work opportunities to clients. The most senior people seemed 
to be involved in more direct sales activity. The participants were drawn from different 
grades and sales activity and grade level may indeed have been linked. All firms 
operated an appraisal and counselling system and several participants commented that 
at the manager level, the subject of sales ability appeared on their internal appraisal 
forms when it had not been there before. It was thus now an issue in appraisals and 
promotion.
Below the manager level, participants reported that they were not expected to be 
actively pursuing business development, and some participants commented that they 
were dissuaded and even prohibited from sales activity below manager level. In fact, 
only 7 of the 44 participants were below manager level. It was not immediately clear 
if the firms prescribed guidelines for the allocation of time for sales activity for different
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grades. One way of defining this in commercial organisations is through the imposition 
of sales quotas which may increase with seniority.
Thus the individual must spend more time (or become more efficient) with sales activity 
as they increase in seniority. Most participants, however, did not appear to have any 
specific sales quotas. This supported what had been observed during earlier time as 
a sales trainer and I wondered what effect this might have, not only for these senior 
people but also for those who report to them. It could, for example, make sales 
activity vague and unfocussed; perhaps also reactive and short termist. It might also 
transmit to all levels that sales activity was of lesser importance than client work where 
utilised time ratios were clearly defined and demanded.
Participants commented that there is also no indication on any appraisal forms used 
by the firms which indicate HOW, WHERE or WHEN sales activity is to be undertaken. 
It would appear that firms do not provide this clear guidance preferring to leave 
business development activity to the personal organisation of the individual or group 
and in response to the need to prepare prospect/client proposals.
There was a general response, however, that senior people should be spending more 
time on sales activity and that at partner level sales activity should be a major focus 
of activity. The partners who were present often supported this view. Responses from 
participants, however, revealed that they felt that this is not always the case.
A further difficulty for participants, is that they do not appear to have a satisfactory (or 
at least understood) procedure for allocating time to sales activity. All firms operate 
a time utilisation and billing system and there seems to be some discomfort in booking 
utilisable (i.e. billable) time to a non-billable activity. Of the group which 
seemed the most willing to book time to sales activity , only 3 considered that they 
actually booked more than 5% of their time to this activity. There was confusion with 
some groups as to whether sales time can be booked on time sheets at all.
All participants were required to fill in monthly (sometimes weekly) timesheets and 
these can be a source of great anxiety if utilised time recordings are low. The partners 
present were all of the opinion that there were codings for sales activity and these
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should be used. Many participants, however, reacted as though this was not so clearly 
defined. They argued that some partners do not allow impromptu sales activity to be 
recorded. Others argued that as most of their sales activity was with existing clients, 
the time spent on this was booked to client time. It was felt that this might represent 
a significant clash of values with many participants apparently uncertain as to how 
sales time might be recorded and the raising of the moral consideration of a client 
paying for their own sales time.
Some illumination for this may be given by the previous behaviour of four of the 
research participants in the pilot phase of the research. These had been involved in 
short term sales development programs. In these programs, some twelve groups 
(approximately 100 people), taken from five locations and drawn again from a wide 
range of disciplines, had been encouraged to devote regular periods of time to sales 
activity. This amounted to approximately 10 minutes daily and a 2 hour meeting every 
two weeks. This represented a maximum commitment of under 5% of the standard 
working week for the short period of the sales development program and I 
anticipated that many would fall far short of this target. Many participants on these 
development programs had commented on the discomfort they felt about billing time 
to sales activity. This was despite the fact that partners involved with the programs 
insisted that to bill time to any form of business development was allowable within the 
time system and supported by the demands of the program. Nevertheless, at the end 
of the program, many participants had confirmed that they had not, in fact, booked 
time to sales activity, preferring to absorb it in other activities.
Clearly then, participants did not have an accurate record of what time had been 
allocated to sales activity or indeed precisely how much time should be allocated to 
sales activity. More than this, however, was the clear discrepancy between what was 
apparently acceptable and what participants actually did. The major issue appeared 
to concern the percentage of utilised time recorded on time sheets. If this was high 
(and figures in excess of 70% seemed comfortable to the participants), then some time 
recorded to non billable activities (e.g. sales and training) seemed acceptable. If 
billings were lower than this figure, then administrative and management tasks, unpaid 
client visits and internal meetings seemed more preferable.
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There seemed to be a reluctance to discuss time sheets in the group meetings. Later 
some participants commented that the filling in of timesheets is regarded by^some as 
a creative exercise and they do not wish to openly admit this in front of partners and 
colleagues. Manipulating timesheets perhaps also has implications of unprofessional 
behaviour. It was an indication, however, of how the participants are strongly affected 
by the amount of billable time they record. Many were clearly in the dilemma of trying 
to please several opposing forces - the demand for more billable time from partners, 
the demand for less billed costs from clients and the increasing demand for sales 
activity which it seemed they had difficulty billing to anything.
It was often the case that the question of when participants were selling moved into 
a discussion as to what selling is. The responses given were interesting indications 
of participants' attitudes to selling:
"Without a relationship, it becomes a rude thing to do to someone"
"It's persuading them to buy something they don't want"
"It's convincing someone to want something you've got"
"It's putting my wares on the table"
"It's when you want something out of someone".
The tone to many of these responses was that selling was an activity that sales people 
undertake in order to get someone else to do what the salesperson wanted, whether 
this was good, bad, wanted or not wanted. This was to be expressed more fully in 
later questions. Some participants, however, seemed to have no problem with this 
point of view:
"I think you'll never do yourself any favours by trying to persuade someone to 
have something that they don't actually want...the fact of the matter is that a 
lot of clients haven't thought about it or when you draw it to their attention, they 
think that it's not something that you would find particularly useful, right...and 
our job is to persuade them, on the assumption that it's true, that they're 
actually much better to go ahead and do this particular project than not do 
it. "
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Even with this apparently supportive response the assumption that sales activity may 
not be useful to a client is implicit. The constant use of words such as 'persuading' 
or 'convincing', implies that sales activity and buyer resistance are linked in the 
participants minds. They appeared, despite messages to the contrary, to see sales 
activity as a process of selling to rather than buying from; that is, seller rather than 
buyer driven.
One of the difficulties of interview as opposed to observation is that participants may 
present what they think they do, or what they want the researcher to think they do, 
rather than what actually happens. Asking more penetrating questions and demanding 
examples is one way of eliciting this information but this is difficult in a group interview 
and may also create antagonism.
3.6.3 Question 3: When do you think you are not seiiing?
I anticipated that participants may be discrepant,even a little unclear, in their definition 
of when they were selling. They were thus asked the question as to when they were 
not selling to see if by giving me the opposite response to their first question, they 
would be at least consistent. Their responses were:
"When I'm asleep" "When I'm doing the admin"
"When I'm at home" etc....
Many others expressed the view that they were not selling when they were engaged 
in the technical work of their discipline:
"When I'm working on a problem" "When I'm on my own"
"When I'm doing the work".
Quite a few made responses which indicated an underlying view of selling as an 
unfriendly experience:
"I'm rarely selling socially"
"When I'm with people I know well"
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"In those situations when you're so comfortable with a person you don't actually 
care about: what you do".
The responses generally showed that participants perceived selling work and doing the 
work as two discrete activities with the doing of work as their main interest.
"There comes a time when that part (selling) should finish and you should get 
on with it (the work)".
"When I'm not in selling mode (I'm not selling)".
Participants affirmed again that they were primarily interested in the advisory role, and 
further, that this was what they were evaluated and promoted on. There was also an 
indication that many participants felt that selling is an activity conducted with people 
who are not regarded as friends; that selling is conducted with people one doesn't 
know well or someone that one isn't comfortable with. Some participants spoke of 
selling as an opportunity to create or strengthen a business relationship:
"When you're working in the client's best interest"
"When you're just communicating with someone".
Even these fell short of describing such clients as friends. It seemed that participants 
did not feel that an enhanced business relationship was the same as the friendships 
experienced outside of the working environment and participants did not usally report 
forming strong friendships with their clients. The participants did not seem to even 
want to have strong friendships with clients - they implied that this might adversely 
affect their professional relationship. Again participants were faced with a dilemma 
between their inclination for a 'professional distance' and what they perceived as the 
need in selling to ingratiate themselves in order to win friends. Most seemed to 
resolve this with a view that timely and professional advice would be the preferred 
method of developing further business. There was clearly, too, a concern with a 
perceived mismatch of skills and approaches between the professional and the sales 
role and this was highlighted in the next question.
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3.6.4 Question 4: What different skiiis do you think you consciousiy use 
when you are seiiing?
This question was initially included because in the pilot work, a lack of skills had often 
been cited as a reason for not undertaking sales activity. I was interested therefore 
to see if participants now felt that there were indeed separate "selling" skills and their 
views of these. The question did not define what was meant by the word 'skills' but 
it would be interesting to see if participants included in this the skills covered in selling
skills courses. Some were not very clear, however:
"I'm not aware of any"
"I'm confused.... the quality of work is what sells more of our work".
One participant indicated that they attempted to hide any change:
"I don't behave differently - but obviously that's acting".
Other responses centered on the need for greater technical skills:
"I use more listening and noting what they're saying"
"I'm looking for the technical solution".
Many participant responses, however, appeared to ignore the fact that they had been 
asked a question about skills and, instead to answer the question as though they had 
been asked about their emotional state changes.
Researcher: Do you perceive any difference in the skills you are using?
Participant: Yes....I'm not myself.
A careful reflection of the transcripts revealed that this difficulty had in part been 
created by the research question itself. To ask a question relating to the use of sales 
skills implies that the participants already know what sales techniques are available 
to them. The question could be construed as a test of sales knowledge. The question 
also asks the participant to evaluate a past behaviour during which the participant was 
not engaged in analysing their own behaviour.
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At this point, I was not certain how much sales training each participant had received 
but it was apparent from their comments after group interviews and from discussions 
generally, that they considered that their sales training had been limited. The question 
thus becomes even less sensible and it is noticeable in the transcripts that there is a 
development in my questioning so that eventually the question included emotional 
factors.
Researcher: The question is, what different skills are you using  the different
emotions that you are experiencing?
The answers to this question are generally unsatisfactory and, I felt, reflected the 
participant's logical reconstruction of what skills might be used rather than a 
description of real behaviour. Many participants had clearly not considered what 
different skills might be required in a sales situation. When they did this there was 
again a dilemma of having to choose between two sets of possibly conflicting 
behaviours. I had been planning that participants' perceived emotional state changes 
should be the basis of the next question and so the meetings moved in most cases 
directly into that question.
The lack of specific responses to the question had, however, highlighted a lack of 
focused attention on the skills required in a sales situation which, during discussions, 
the participants had felt was a reflection of the inadequate time given to training and 
for analysis of sales activity. This is explored more fully in chapter four.
3.6.5 Question 5: What changes do you perceive in yourseif in the 
sales situation?
This part of the interview was the moment at which many participants' responses 
revealed deep concerns about the sales situation.
"I'm more conscious of what I say. I don't want to say something stupid".
"If they don't like me or know me I feel a lack of self esteem".
"I have a personality change"
"I get extremely nervous"
/107
'Tm keen to impress"
"If I ’m In a no win situation or they don’t like me, I will immediately wark to go".
There were many other responses similar to these. Indeed there was not a single 
truly positive response to this question. By this is meant that no participant said that 
they always felt or performed better or even that they felt that they were in control. 
One view was that there was a difference between when someone is not confident of 
the outcome of a sales situation compared to when that same person is very 
confident of the sales outcome. This, however, was not as positive as it first seemed.
Researcher: This strong confidence that you sometimes experience when
you’re in a sales situation - are you able to say if that’s 20% of 
the time, 30% of the time, 40% of the time, 50% of the time? 
Participant: Of the phone calls that get made it’s probably about 90% of the
time but a lot of the apprehension, cold call type calls never get
made the adrenalin level goes up, you find something else to
do, the adrenalin level goes down and it gets consigned to the 
backwaters of the in-tray.
This participant was admitting that only when success was virtually assured would 
they undertake sales activity. Even then 10% of the time there was still a perceived 
failure and this participant, along with many others, felt that the professional advisory 
role did not rest comfortably with failure. The choice then was between professional 
activity where success was almost inevitable and sales activity where failure was 
much more likely. Some positive comments were made which included:
"Stress causes heightened performance - if Tm prepared'
"I rationalise if
"The more you do it the better you get at if.
However, the most negative comments included:
7 equate with a common salesman - Tm nothing"
"Tm frequently muddled and jumbled'
/108
7 feel the adrenalin, combined with an aura of shiftiness and deviousness"
"I feel Tm slightly dangerously on the edge"
"Tm very nervous - the usual things - heart racing, sweaty palms, worried 
state"
"It's like being stopped by the police".
The potential for feelings of worthlessness, of being perceived as unwanted, of a 
sense of danger or of simply looking foolish is very clear. The feelings are not simply 
of a less than credible performance but also of being involved in something suspect 
and unpleasant. A number of participants commented that their feelings were similar 
to those they experienced during interviews or when speaking publicly. A couple 
commented how they felt like running away and the descriptions which many gave 
were reminiscent of the classic "fight/flight" reaction.
1 felt that this was one example where prolonged time to ponder the question, as in a 
questionnaire, might have resulted in a more accurate answer of the actual question 
but the instinctive emotional responses might have been filtered out. It is unlikely that 
any participant ( especially a senior person ) after reflection, would have been so open 
as to have written the following comments from one participant's prolonged reflection:
"I get all tense... My body tenses up...I don't want to make a mess...My talking 
goes hay wire... It gets muddled... I talk quicker... I blush... I get embarrassed...I 
don't think...I get tense all over...I quiver a bit...My legs turn to jelly".
The answers were again a clear indication that the sales situation raised many 
conflicts and difficulties for most of the participants. Several expressed feelings of 
annoyance at being in the situation and at the effort involved. Others expressed 
annoyance with their reaction to the situation. The desire to escape was also 
expressed and some observed their tendency either to avoid the situation before it 
started or to engage in displacement activities such as socialising and innocuous 
conversation. Many professed a decline in motivation and activity.
"I agree that when you get into that sales situation almost invariably there's an 
adrenalin surge - the apprehension one where you're not necessarily confident
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of the product or service or the proposition that you’re selling - that’s the one 
that makes you look at the phone for 15 minutes and find something else to 
do....
I seem to go through phases - 1 don’t know If it’s biorhythms or what - but say 
over a period of a number of weeks, we say well let’s find some people that we 
can go and visit that we don’t know to go and talk to and then for months after 
that I really can’t motivate myself to go and seek out people I don’t know to go 
and talk to and I ’ll sort of take refuge In talking to the people that I do 
know...and it just comes in mood swings...I can’t see why it happens".
The clear difficulties that these participants had of talking to strangers seemed to 
imply a hierarchy of relationships running from strong relationships with family and 
friends, through to weaker relationships with clients and then to prospects, where no 
relationship exists at all. The behaviours which participants feel are promoted in sales 
training for dealing with sales prospects do not conform, however, to the general 
trend to more and more impersonal activity. They feel that they are being asked to 
behave with a familiarity and persistence which is inappropriate to the real relationship 
(or more precisely lack of relationship).
Two dilemmas were also exposed. The first was the dilemma that some participants 
expressed about the morality of selling. The act of selling, in general, seemed to be 
equated in some minds to acts of lying and misleading. The second was the 
dilemma which questioned if the specific products and services being offered were 
truly in the client or prospect’s interests and truly worth their cost.
A question often used in sales roleplay situations was to ask the attendee to justify 
the high daily rates which were charged (averaging £1,000 per day). This had often 
caused the opposite reaction to that intended. The attendee was expected to answer 
the objection - instead they often agreed with it. They were faced, however, with the 
demands of their partners and these two influences were often resolved as follows:
It could be dangerous to see the other person’s point of view too much of the 
time -now if we’re all highly credible and selling things we know ought to be
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sold, it's o.k but you have to see everyone else's cynicism and always see both 
sides of the argument".
The professional's pride in giving impartial, supportive advice is mismatched in the 
mind of the participants with the demands of sales activity. Lancaster and Simintiras 
[1991] have emphasised the "boundary spanning" aspect of selling whereby within the 
sales role, the individual is responsible for the establishment of the relationship 
between their employer and the client. Due to this "frontier" (sic) relationship, difficult 
behavioural choices must now be made. Such dilemmas add to role ambiguity and 
stress. Some of the partners present had also expressed similar difficulties and there 
was a general view that such feelings would always be part of the sales situation.
3.6.6 Question 6: What changes do you perceive in others in the sales 
situation?
This question was asked to see what models of sales related behaviour most readily 
came to mind. It was possible that the activities of colleagues and superiors in the 
sales situation might be influencing the participant's behaviours and dilemmas:
"Yes, M goes hyper. He gets really enthusiastic. It's over the top. It's 
embarrassing"
"Their tone becomes patronising and very repetitive"
"They do sales by number (after their last course). It's amusing but I feel 
saddened".
The general feeling, was that the observable changes in colleagues in the sales 
situation was that:
they were more nervous 
they talked more and listened less 
they became shifty/devious/pedantic/insensitive/patronising 
they wanted to please and be nice (selling mode) 
they lied/bluffed
they became more cautious/serious/formal/professional or, conversely, more 
confident/gregarious/enthusiastic.
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It is interesting that "professionalism" should have been associated in participant's 
minds with seriousness and formality and I wondered if professionalism might also 
mean a withdrawal of emotion and human interaction. For some it seemed to provide 
a safe haven where the important issue was the technical problem and the knowledge 
to solve it.
"Well I think we're all trying not to show it all the time and to the greater extent 
we probably actually succeed at that  ".
It was clear, however, that many participants preferred to work with others in the sales 
situation because it afforded some measure of reassurance.
"That's shared responsibility isn't it - I was actually thinking the fear of rejection 
is far less when you're with a team whether you're with someone who is an 
equal or a partner or auditor. It's far less of a personal rejection - your own 
personal self worth being denied".
This comment regarding self worth was an affirmation of what was presented earlier 
with regard to belief systems, in the first chapter, I suggested that beliefs involved the 
individual's feelings of identity and self worth. The present question was one involving 
the perceived responses of colleagues and the worth or status this participant felt with 
regard to that relationship There was an indication too that the participant regarded 
some unspecified other as of higher status and it was confirmed that they were 
referring to their clients. The response implied that self worth may be supported by 
operating in a team particularly when client rejection is possible. One might wonder 
what would happen to self worth if criticism came from the team.
Again there is a dilemma in the minds of many participants between the rejection of 
a sales encounter, the possible rejection of promotion through appraisals and the 
implied rejection of colleagues for largely unspecified behaviours.
3.6.7 Question 7; What inhibitions are there to your selling?
This question was asked to see how much participants could highlight all the problems
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they might experience. Care was taken not to highlight any specific area, such as 
aspects of the organisation although on reflection, I realised that the "question 
presupposes that inhibitions exist. It is an indication, perhaps, of what Bryman would 
call a researchers focus of interest' [Bryman 1993,p73] whereby the focus of the 
researcher may not be part of the subject's viewpoint. In citing, for example, two 
contrasting research approaches to the same research problem one researcher might 
ask "what do these people suffer from?" whereas another might ask "what do these 
people enjoy?" [Bryman 1988, p75]. The question in the present research thus invites 
participants to present inhibitions. A justification for this, however, is that participants 
presented inhibitions quickly and in profusion with no further prompting. Their 
responses have been reduced to fourteen major inhibitions.
The responses (in no specific order) were as follows:
3.6.7.1 Figure E PARTICIPANTS ESPOUSED SALES INHIBITIONS
No. Response
1 The internal rules and procedures
2 The professional rules
3 Lack of personal authority
4 Lack of time/too much work
5 Lack of experience/practice
6 Fear of failure/no sale made
7 Fear of the criticism of colleagues
8 Fear of client rejection
9 Selling is high risk (politically)
10 t_ack of belief in the product or firm
11 Selling Is dishonest/immoral
12 Selling is low status
13 Laziness
14 Illness
Some of the responses appear to have an organisational aspect (eg lack of time.
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internal rules and procedures, professional rules, lack of authority). Other responses 
appear to be related more directly to inherent selling skills (eg lack of experience, lack 
of practice). Many of the responses, however, seem to reflect attitudes about selling 
in the specific environment (eg lack of belief in the product, lack of belief in the firm, 
fear of the criticism of colleagues, high risk politically). Finally, some comments seem 
to reflect beliefs about the identity of the individual as related to the demand to sell (eg 
selling is dishonest, selling is immoral, selling is low status, selling involves failure).
Some of the responses seemed to lie in two of the areas. In many of these, some 
contention and debate ensued. For example. No. 4 - a lack of time or too much work 
- may indeed be true for some participants. Other participants, however, openly 
questioned whether this was an indication that there was also poor time management 
and an underlying desire to ensure that time was always unavailable for selling (not 
sales training).
"Sometimes it's not having the time - it's just an excuse though - you can
make the time if you want to  "
Nos. 12, 13 and 14 were all variations of the view that participants were prevented 
from selling by the rules and regulations of their firm or their professional body or by 
their lack of seniority. Each of these views was contested by other participants 
present. Clearly however, the responses to Nos. 6 and 9 showed that participants 
were acutely sensitive to the opinions of their colleagues in the firm and felt that it was 
possible to invite more criticism as a result of sales activity. It was interesting to note 
that none of the participants discussed the nature of the professional sales process. 
No one commented, as I had expected, that selling professional services was harder 
than selling tangible products. This was a comment I heard frequently on sales 
courses and, at least, it would have supported a view that product sales training 
techniques were inadequate. Perhaps limited sales experience meant that they were 
not really in a position to compare service selling with any other kind of selling 
although much of their earlier imagery of selling [see 2.12] involved product sales.
Lidstone [1978, pi 8] defined the different types of selling and divided these into nine 
categories. Type 9, the multiple salesman, sells products or services to groups of
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people often at senior level. It includes technical services, consultancy, financial 
services and so on. He felt that type 9 selling was the "most difficult and skilled" of 
selling jobs [p18]:
"The salesman usually makes presentations to several people with different 
rather than similar needs. Usually more people say "no" to his schemes than 
say "yes". He must have presence, charm and a highly developed empathy. 
Very few people are qualified to do this sort of selling successfully. That is 
why, as a rule, they earn a lot of money. The need to compete must be deeply 
embedded in their make-up". [Lidstone 1978, pi 8].
Lidstone is writing here of professional salespeople but this is very similar to the sales 
activity demanded of professional advisers. During sales programs, I had heard many 
professional advisers denigrate low level, product salespeople and also comment how 
"professional" products were of a higher order. They did not, however, appear to have 
modified their belief system about the value of being a salesperson of professional 
services. It seemed that their low opinion of sales activity did not change as the 
complexity of the sales process increased. It was interesting, therefore, to see how 
they would regard professional advisers who also operated successfully as sales 
people.
3.6.8 Question 8: Who in your office is known to you to be good at selling? 
Describe them.
This question was included because it would be of value to the research to see if there 
were any individuals who were perceived as successful at selling despite any personal 
or organisational inhibitions. It was then possible to see how participants would view 
such people and whether they would regard them as role models. The responses 
show that some 80% of the participants had great difficulty in thinking of anybody at 
all. Participants had even greater difficulty in thinking of someone they actually knew 
and who was in their own office. It should be noted that these were substantial offices, 
located in most cases in their own buildings in provincial cities.
The first conclusion is that the participants did not have readily available role models, 
or at least someone they would accept as a role model. When they did think of 
someone, however, their descriptions, although apparently initially complimentary, were
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often tinged with a critical secondary comment. Figure F (3.6.8.1), following, provides 
a synthesis of the descriptions given together with the secondary comment. The 
secondary comment is only included where the two comments were made by the same 
person, often in the same sentence.
3.6.8.1 Figure F PARTICIPANTS VIEWS OF POSSIBLE ROLE MODELS
Primary Comment: the person is Secondary Comment: but
Positive
Enthusiastic 1 don't always believe it
Confident It masks nervousness
Speaks well It's bullshit
Listens
Has ready answers These are not always true
Adaptable
Non threatening/friendly
Knowledgeable It's bluff/no detail
Relaxed It's bluff
Personable/mixes well To the point of irritation
Honourable
Appears trustworthy It's only appearance
Flexible
Humorous In fact, is on a short fuse
Reassuring Is affected
Extrovert Is nosey/aggressive
Appears convinced Isn't really
Has presence/charisma Is not the greatest 
technician
Determined/forthright Is aggressive/not very nice
Gifted practitioner Is a social disaster
Sensitive to others Takes rejection to heart
/116
The participants were possibly influenced in this when a preceding response included 
both positive and negative comments. They may have felt that they too were expected 
to give both sides. It was interesting however, that so many negative comments could 
be given so easily about someone they often did not appear to know well and I felt that 
sometimes the participants were not so much describing the reality of an individual's 
persona as much as they were expressing a belief that, for example, a charming 
person must be manipulative or that an enthusiast must be suspected of insincerity or 
shallow thinking.
It was an indication of what participants felt about themselves when in a sales situation 
- 'charming' became 'manipulative', 'enthusiastic' became 'insincere'. An individual 
with charisma is criticised for lacking technical skills. Another with good technical skills 
is criticised for being a social disaster. Once again sales ability is considered to mask 
bluff (lies) and aggression.
In bringing to mind a successful salesperson, the participants often acknowledged that 
they had created an image of that person. Their facial expressions with upraised or 
closed eyes implied that they were searching in their 'mind's eye' for that image. 
Listening to the tape recordings, it is clear that sometimes they were influenced in this 
by my using such phrases as "can you bring into your mind's eye a picture of someone
you know who is ". I was thus guilty at times of leading participant responses. The
only excuse is that participants seemed to be creating images constantly and 
occasionally, a participant would report that they were unable to answer because they 
"couldn't see anyone".
This was another indication of the presence of mental images and there was some 
consistency in the image participants presented. The person the participants thought 
of was almost always male and was usually a partner. This perhaps reflects not only 
the belief that selling is a male centered activity (perhaps because of its aggressive 
and dominant overtones) but also that partners are perceived to be the ones most 
likely to be controlling a sales situation and partners are predominantly male.
Participants had commented, for example, on the tendency for the most senior person 
(usually the partner) to control and dominate all proceedings, including sales activity.
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Only two participants ever envisioned a woman and these not as a role model. They 
were each described thus:
"She is an outrageous flirt when she's selling.... positively o.t.t. (over the top)....
"She becomes anxious... she agrees with everything people say - not to a 
point of it being silly but she's anxious to please and she has a very nervous 
laugh".
These females were perceived not as aggressive liars but rather more as fawning 
flatterers [flirt, silly, anxious] which is still, however, an uncomplimentary description. 
The participants' responses implied a general absence of acceptable role models. 
They had also showed a tendency to denigrate individuals who might be candidates 
as role models. They predominantly looked to the partners as a source of role models 
and did not seem to find many who were satisfactory. No one, not even the 14 female 
participants, looked to a woman as a role model in sales.
3.6.9 Question 9: In what ways are you similar or dissimilar to that person?
This question was asked immediately after the question regarding good sales 
performers because I wanted to see if participants, having established a role model, 
would find it comfortable to relate to that person. The question implies a response of 
both similarity and dissimilarity but only 5 out of the 44 participants recorded any 
similarities and all of these were guarded and qualified.
This reflects perhaps the fact that participants were being asked to make a comparison 
of themselves with someone whom they had highlighted as successful at an activity 
which they themselves found difficult. For example, they used phrases such as "I
would like to think I'm " or "I'm sort o f  ". Two of the similar responses, in fact,
reflected negative traits:( I'm disorganized too. We both have a confidence crisis).
Not all participants were able to make comparisons but the responses of those who 
did are recorded in Figure G (3.6.9.1), following.
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3.6.9.1 Figure G ROLE MODEL SIMILARITIES AND DISSIMILARITIES
SIMILAR TO OTHER PERSON DISSIMILAR TO OTHER PERSON
We/we are
Have good product knowledge 
Both disorganised 
Reasonably sympathetic 
Pretty jovial 
Do same work 
Same age
Both have confidence crisis 
Have similar education 
Not pompous 
Take opportunities
I/I am
More nervous/less relaxed
Think sales is demeaning
Less personable
More self conscious
Not as unashamed
More aggressive
Not as good at selling
Can't bullshit
Not one of the boys
Less confident
Don't enjoy talking to people
Less quick thinking
Less controlled
Less motivated
Less assertive
Less believing
Less experienced
Less self deprecating
Less sensitive
More influenced by events
More introverted
Listen more
Less interested
Less killer instinct
More doubting
Take less risks
Less good a liar
Analyse better
Less believable
Several of the responses from both lists were particularly interesting. These were 
responses which I felt were veiled criticisms of the person described with the 
implication that participants were comfortable with the dissimilarities and uncomfortable 
with some of the similarities. For example, to describe someone as 
unashamed, capable of bullshit, less likely to listen, having more killer instinct, a good
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liar, disorganised and in a confidence crisis, is not really complimentary to them. It 
seemed to me that Üiese responses again indicated participants' desire to find fault 
with potential sales role models. Most of the dissimilarities indicated that participants 
felt they were less capable or less effective at some activity. I did not explore if 
participants felt that such capabilities as assertiveness, sensitivity, control, interest, and 
self depreciation were admirable qualities or not.
During the pilot studies participants had been asked if they knew of any good sales 
developers within their firm. This had also been a difficult task for many. Now some 
participants were highlighting specific individuals but were being at the same time 
uncomplimentary about them. It could be hypothesised that participants may have 
been jealous of the role models, perhaps envious of the rewards or status that sales 
activity might have brought them, and so I moved to the next question which would 
hopefully reflect a more objective view of this.
3.6.10 Question 10: How does the organisation respond to those peopie
who are regarded as good saiespeopie?
This question was an attempt to see how participants perceived that their firms were 
supporting sales activity and acknowledging sales performance. Tack [1979, p209] 
noted that:
"Possibly the two outstanding human relations motivators are the giving of 
praise and ensuring that every salesman feels important".
Only a few of the responses however indicated that the firms were perceived as 
supportive of sales activity and these centred on promotion to partner.
They make it to partner.....They get more profit share (as partners).
The majority, however, were unsupportive:
Not very well
They're regarded as too individual, too dangerous 
They get recognition but not enough
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If women, they're threatening
If Juniors, they need to be careful
They left the firm (three different responses)
They can be penalised and unrecognised
The clear inference again is that promotion, ideally to partner, is considered a most 
important mark of recognition. There is a further inference from many responses that 
being perceived as good at selling is not the only way to gain recognition. Some 
participants felt it is not the best way to gain recognition and others felt that it may 
actually hinder the sort of recognition which leads to promotion. Three people noted 
that the individuals concerned had left their firms while others noted that individuals 
were in some way penalised although this was not detailed.
Some of those who had commented that recognition would mean advancement to 
partner were, in fact, on deeper questioning not speaking from actual experience but 
rather from the premise that good sales ability should bring advancement to partner. 
In many cases they had not actually witnessed the passage to partnership themselves. 
It seemed to me that they had though of a certain partner whom they regarded as a 
successful sales developer and had transposed that into the view that they must have 
become a partner because they were a good sales developer. The prevailing image 
from senior partners as to the importance of selling, perhaps gave some credibility to 
this. I was interested, however, how they could make this assumption;
Researcher: How did you develop the image that this person is a successful
salesperson If you haven't got the slightest idea of how they're 
operating?
Participant: Because I've seen him selling
Researcher: So if you've seen him selling have you seen or heard the
organization responding to him?
Participant: No, never.
The desire for promotion seemed very strong in many participants and although 
greater profit share or more money was seen as a corollary of promotion, over 60% 
of participants affirmed they would take a higher position without any salary increase
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which implied that, for these, position and status had greater influence than monetary 
reward.
Some participants believed that some individuals might be penalised for being involved 
in sales but this was not substantiated with specific examples. There was, 
nevertheless a clear perception from participants that sales activity was not as 
important or as recognised as it might be.
7 heard a story from another office where people said a certain partner was 
only any good to bring in business - he was technically incompetent and no 
one liked working with him but his sole apparent, you know, good point was 
that he was well known around the golf clubs".
These responses again highlight a mismatch for participants. On the one hand they 
present a view from their firms that sales activity and performance is a positive skill 
and an essential skill for recognition and advancement. On the other hand this does 
not seem to be translated into the realities for individuals they have known.
The participants were sometimes motivated to undertake sales activity, although the 
motivation to do paid work, problem solving and administrative functions was often 
greater. This was because their attitude to sales activity was less positive than their 
attitude to the other functions. Some of their attitude was based on experiences, some 
was based on hearsay and conjecture. Their prevailing view was that sales activity 
did not bring the rewards promised. Most particularly, it did not seem to bring 
approbation and recognition.
An explanation for this might be that, despite rhetoric, it was also the clear belief of the 
participants that sales is a low status activity. Further it might be questioned, too, how 
many of the partners, whilst espousing the importance of sales, still held strong beliefs 
against it. Most partners would certainly have begun their careers when promotional 
activity of any kind was not only considered unprofessional but was actually prohibited 
by the Tax and Accountancy Institutes. The research would benefit from 
understanding what participants would perceive as the right way to "get on" in the firm.
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3.6.11 Question 11 : What Is the best way to advance and be recognised in your 
organisation?
The purpose of this question was to see how much participants would highlight sales 
ability as a good way to advance and be recognised. It was also asked so that the 
responses to the previous question could be compared. The responses were 
summarised as follows:
Don't know (about a third of the participants did not have any ready answer) 
Face has to fit/be one of the boys 
Be technically excellent/do good quality work 
Be seen to work long hours 
Project the right image 
Be reliable and predictable 
Be good with people (internal and external)
Don't take risks 
Don't be too good a salesman.
It was interesting that a third of participants still did not have an answer to this 
question and at this point there was no clear idea why this is. One could surmise that 
there have been major changes within the firms concerned - the recession, the 
relaxing of self promotional restrictions, added competition, a slowing down of 
promotion - and perhaps all of these influenced the apparent uncertainty. Appraisal 
systems were relatively new to some firms and perhaps these were not yet providing 
clear guidelines.
Perhaps also, the very nature of a partnership is that there are as many "corporate 
cultures" as there are partners. Some firms had begun to question the traditional "up 
or out" attitude which participants commented had long been the prevailing view. 
The question was not, in fact, asking how promotion to partnership is achieved but 
some participants may have understood the question this way as this may still be 
synonymous with advancement and recognition from their perspective.
A number of participants commented that success was different at different levels;
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firstly technical and then selling skills. The majority of participants were managers and 
selling, as stated, is often a requirement on appraisal skills reviews so it might have 
been expected that it would have been given some priority. In actuality it was given 
very little priority.
Participant:
Researcher:
Participant:
You fit the firm's values but combined with an ability to get on 
the right side of the people that matter.
And where does being a good salesperson fit into that...
It probably doesn't....
And later:
Researcher:
Participant:
You haven't mentioned in any of those (answers) that you can 
bring in business.
No I haven't.  one of my problems when I'm being appraised
is my dangerous sales ability.... I've been told to curb it.
Participants were easily able to construct a hierarchy of grades for their division, 
although there were slight differences between firms. There was some disagreement 
as to where exactly in the hierarchy the sales requirement becomes an issue. There 
was a general feeling that selling ability was important for senior managers and was 
growing more important particularly as a step to partnership. It was interesting 
therefore to record the comments of those who were partners, to this question.
Participant:
Researcher:
Participant:
You don't have to be a salesman to become a partner, or you 
don't have to have strong selling skills to become a partner but 
I suspect increasingly it's becoming more important.
So it's an area of change you say?
It probably is.
Some participants had commented that to be regarded as a good sales developer, 
particularly at below partner level, was sometimes regarded with some suspicion. 
Such behaviour was considered to have "the seeds of destruction" within it. 
Comments were made which suggested it was extremely dangerous in an individual's
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career development to be regarded as "out of control", "overstepping the mark" or 
"someone who'll explode". A number of participants clearly believed that the firm 
regarded individuals who were more sales driven as more likely to become out of 
control, overstep the mark, and explode.
3.7 ISSUES OF REPRESENTATIVENESS
The participants came from four firms and from two locations. Some firms have a 
higher reputation than others for sales activity, and some individual comments may 
have reflected this. It has never been my intention to make direct comparisons 
between firms. Participants from some firms, however, were more disposed to discuss 
the importance of sales activity than others. Whether this is reflected in actual 
performance was not determined. Whether, too, this reflected an organisational 
difference or simply the nature of the participants was also not determined. Bryman 
[1988] has noted [p77] that the anecdotal approach of many qualitative studies, based 
on snippets from interviews, may not support representativeness or generality. Field 
notes and extended transcripts are rarely available and these would be very helpful 
in order to allow the reader to formulate their own hunches about the perspectives of 
the participants. It is in support of this view that the entire transcript of one group 
interview has been included in Appendix 5.
The possible influences of a researcher on research participants has already been 
touched upon (chapter two). Patton [1990, p355] notes that when interviewees are 
willing to talk, they may become focused in one area which might have the effect of 
highlighting some issues and ignoring other issues which they themselves may feel are 
more representative of the situation.
When group discussion is used as a vehicle for data collection, there is always the 
further possibility of influence by some members of a group over the other participants. 
Some members of the groups interviewed were very vociferous. Others would have 
said nothing except for my prompting and this was not meticulously apportioned. As 
Patton [1990, p286] notes, it becomes difficult to be certain how the findings are 
influenced by qualitative differences in the depth and breadth of information received 
from different people.
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Following the suggested phenomenological approach of 'intuiting the essence' [2.7.3],
I decided to seek some- views as to the social norms within which the research 
participants operated. It was clear that the organisers within each firm, who had also 
been present at each group meeting, wished to express their views as to the 
representativeness of participant opinion and of the participants themselves. Each of 
the organisers was, therefore, formally contacted [Appendix 6] and asked to comment 
on how much, in their opinion, the participants were representative of the office they 
came from. This highly subjective question elicited the following response:
"In terms of grades and job titles, you probably had a fair mix although you did 
not meet any really junior staff. However, junior staff spend most of their time 
away studying and therefore would not perceive their role as selling (in a 
proactive sense) anyway, so I'm not sure what they would add. However, the 
question becomes more interesting if you think of personality because the 
people you sat round the table with all have what I would term "strong" 
personalities and were probably not representative of the spread of 
personalities which we have in the office. Perhaps one could lead on from 
there and say that the fact that these people volunteered for the research 
rather than being selected will affect the study in that only people with certain 
types of personality would volunteer in the first place".
The nature and the influence of participant's personality is investigated in a later part 
of the research [chapter five] but clearly this organiser felt that their group contained 
stronger personalities. One could surmise that "weaker" personalities (i.e. less willing 
to put themselves forward) may have provided even stronger views of sales 
reluctance. The organiser continues:
"Answers may have been slightly tailored as a partner was present. I must 
make it clear that it was X's position (rather than his personality) which could 
have a slightly inhibiting influence over the proceedings".
Thus the influence of a partner was again recognised, although it was considered by 
this organiser that the views expressed were only "slightly" altered because of this. 
Another organiser felt that their group was "pretty representative", while another felt
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that their group was "not the high fliers". Only one organiser wrote down their views 
as I first requested. The others offered verbal opinions, when pressed, at later 
meetings - a further example of the difficulty of getting written material from the 
research participants.
Organisers were also asked how representative they felt the views of the participants 
had been. One commented:
7 was surprised how open they were with Y (partner) and X  (partner) there. 
You got them talking more than I expected. I know that's what a lot of people 
feel and I don't agree with it but.... yeah .... it's pretty right".
This organiser was not disagreeing with the views of the participants. On closer 
questioning they were clearly in disagreement with the perceived situation in the firm 
which supported such views. Again, Bryman's [1988, p77] view that snippets from 
brief conversations are grounds for "disquiet" is acknowledged. On each occasion that 
such verbal comments have been made, they have been written down and repeated 
immediately to the individual concerned for confirmation.
Several meetings with the senior partners of the firms were set up by organisers so 
that the research had official sanction to continue. During these meetings, all senior 
partners respected the confidentiality of the findings so far, although there would be 
no difficulty for them, had they wished, to determine who the participants were and talk 
to any participants involved. This highlighted the difficulty for any researcher of 
maintaining real confidentiality. How much the participants were affected by the 
knowledge that senior partners knew of the research, was difficult to determine.
Subsequent reflections were that participants were more likely affected by the 
immediate presence of any partner, as was confirmed by the organiser. Meetings with 
senior partners were often brief and at unfixed times. Senior partners' conversations 
were not, therefore, taped. The major topic of conversation, however, was primarily 
the senior partners' view of the importance of selling and a reaffirmation that many 
staff had difficulty with It. One of them commented of sales activity:
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"They are professionals but if they want to get to senior management or 
partner etc, they have to come to terms with it".
With two senior partners the discussions were sufficiently long enough to allow issues 
surrounding sales activity to be discussed. Both admitted that sales activity was not 
welcomed by most professionals. Both admitted that their firms were less organised, 
less trained and less comfortable with the sales process but that they had to "come 
to terms with it". The two senior partners also admitted that they too, had difficulties 
with selling although one of them had been cited by a group participant as a good 
salesperson and had implied that this partner could be considered a role model.
3.8 ISSUES OF ROLE MODELS AND LEADERS
Participants had criticised the partners for not providing sales role models and because 
rhetoric was not being translated into real action or support. It was considered by some 
that this reflected unclear leadership in the sales area.
There are a number of texts in the area of sales leadership [Lidstone 1978, Tack 1979, 
Adair 1988]. Comments have been made continually by the participants in this 
research with regard to the influence of partners on any activity in their firms. The 
participants have shown that they regard the partners as the leaders of their respective 
firms. Tack [1979, p247] considered:
"The higher the leadership qualities, the greater the success in the field of 
motivation".
One of the implications of this research is that, whereas many partners may actually 
operate in the areas of greater control when in a technical or administrative role, their 
lack of sales management experience, and their own lack of sales commitment, may 
be contributing to a more laissez faire approach to sales activity.
"This group (laissez faire) gets no structure or supervision at all. Its members 
set their own goals, pace and standards of performance. The manager rarely 
has authority. In sales it has failed totally. Even so quite a number coming
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into new areas ... flirt with this style". [Lidstone 1978, p26].
A number of participants discussed the conflicting messages they are presented with 
and this combined with their lack of role models further suggests a lack of leadership 
in the sales area. One of the major difficulties of any partnership, of course, is that 
every partner is a joint leader and autocratic top down leadership may often be 
resisted by the partners themselves. The senior partnership are usually elected to 
their positions and are extremely well rewarded during their tenure.
The concept of leadership and the influences on leaders themselves seemed to open 
the door to many other areas of research which, while possibly relevant to sales 
reluctance, were outside the scope of the immediate research capabilities. This might, 
however, include the nature of leadership in a professional firm, the influence of soft 
rather than direct instruction, the influence of an external (i.e. client centered) focus 
rather than an internal focus, the difficulties inherent in managing educated and 
perhaps independent people, and so on. Argyris [1964, 1985] has shown the difficulty 
many intelligent, successful people have with accepting inadequacy and learning new 
behaviour. In one of his studies [1991, Harvard Business Review], professional 
advisers were shown to have the most difficulty with this [see chapter four, 4.12].
3.9 GENERAL CONCLUSIONS
This part of the research had revealed interesting views from the participants involved 
and I now propose to present the general conclusions from these. In many instances, 
the views seem to support the findings of a number of researchers in the area of 
organisational motivation. I acknowledge, however, that these researchers were not, 
in the main, dealing with professional advisers, nor salespeople. They are included, 
where possible, however, because they provide an interesting comparison and suggest 
also, perhaps, areas for further study.
Participants were very conscious of their technical skills and valued these as the most 
important aspect of their work. They generally seemed to prefer doing the work 
(writing, thinking ) to getting the work (face to face selling). In all activity, they are very 
conscious of the professional and ethical guidelines of their firms and professional
/129
organisations. They talked of doing a task effectively as opposed to being seen to be 
doing it "well" - which implied elements of showmanship, insincerity, theatricality and 
the projection of an unnatural image. They were anxious to get on with the work itself 
so that, for many, sales activity is a distraction from the real interest. This 
presupposes, of course, that a steady flow of work will be made available and 
historically this had been the case.
None of the main research participants appears to have been selected as employees 
because of their sales ability [Hachman & Oldham 1980] although, of course, access 
to recruitment documentation was not possible.
Bandura [1969] wrote of the efficiency, consistency and propriety of a reward system. 
The participants in this research seem to feel that the rewards for sales activity are 
inefficient and inconsistent. It is not clear if rewards are improper as Bandura 
discusses, because rewards, if any, do not appear to be specific or tangible.
No participants reported that immediate rewards were contingent on specific sales 
behaviour [Bandura 1969]. All participants seem to be subjected to fixed period 
appraisal systems and at their appraisals, participants feel that performance in 
technical work skills carries more weight than sales performance.
Several participants commented that sales activity, and in particular, poor sales 
performance, can lead to negative consequences. The clear impression is that many 
participants do not enthusiastically seek opportunities to repeat sales activity 
[Thorndike 1911]. Many participants seem to be more influenced by the negative 
consequences of sales activity (fear, failure, etc) than by the positive reinforcement of 
successful sales activity. Participants talked of aspects of salesmanship which included 
such things as strong inner conviction, commitment, persistence and a 'hunter' 
approach. These they felt alarmed and discomforted the firm. The perceived 
individuality inherent in sales people and sales activity took them out of group 
consensus and control. To be accepted it was necessary, therefore, to avoid 
behaviours which clashed with group norms at their own level. Several participants 
had been alerted to irregularities in their behaviour (being too zealous, being too 
independent) and had been advised to "curb it".
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Participants indicate a strong desire to be accepted by their partners and peers. There 
is clear evidence of a desire for group conformity [Allport 1942, Festinger 1957] 
although there was an indication that participants had less desire to be liked by their 
clients.
Participants reported that is unwise to be seen to be deviating from the groups norms 
[Sherif 1936] and there are participants' comments which reflect that, as an individual, 
they have issue with the groups' norms, although they do not actively argue against 
them [Asch 1959]. Participants did not cite or discuss any public reprimand for sales 
activity. Clearly, however, participants have reported group criticism of the sales 
performance of others and even the implied criticism of good sales performance 
[Coffman 1959].
The strong demands to be accurate in technical work and the great fear of making a 
mistake is a clear inhibitor to any form of risky behavior. Participants noted that their 
firms, if anything, had tightened their demand for higher quality work. Concurrent with 
this some firms had issued directives to increase sales activity but not to themselves 
use outside consultants. It was difficult to reconcile these mixed messages but in 
many minds the quality of work took precedence over the quality of relationships. They 
have argued that the sales situation does not give them enough time to prepare and 
practice, thus reducing the quality of activity and increasing the likelihood of failure.
There does not appear to have been a time in the firms when sales behaviour was 
more strongly reinforced. There does appear to have been a time in most firms when 
sales behaviour was actively discouraged, particularly for below partner grades. The 
increased demands for sales activity could be interpreted by some as a form of 
punishment. Certainly this positional reversal has caused concern and confusion for 
some participants. There still remains some restrictions by both firms and professions 
on unacceptable innovation (e.g. harrassment) [Peters 1987] and sales is considered 
an area where the behaviours are less specified and thus an increased chance of 
censure or punishment exists.
Sales performance seems to be often under rewarded. No example was ever made 
by the participants of the over rewarding of sales activity [Adams 1965]. Good sales
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ability it was considered was often regarded suspiciously by superiors who felt 
threatened by it.
The lack of role models and the lack of clear leadership in the sales area from many 
partners is, in itself, a reinforcer of behaviour against selling activity [Haire 1964]. 
Participants talked of the value of a senior mentor or champion but few spoke of these 
as providing encouragement and leadership in the sales area. A commonly reported 
view was that if a job was done well the client would come back again when they had 
a problem. The onus then switches to the client to firstly establish a need and then 
make the contact.
Participants often talked about "the firm" but were also quick to highlight the strong 
relationship between themselves and their immediate partner. Participants argued that 
they will respond more to the biases of their supervisor (partner/senior manager) than 
to the overall messages of the firm [Scott & Hammer 1973].
Few participants recorded much pleasure associated with sales activity [Vroom 1964]. 
Conversely, many recorded the pain involved with sales activity. Vroom [1964] has 
introduced the concepts of Valency, Instrumentality and Expectancy in management 
motivation. These refer to levels of satisfaction from an activity (valency), the view as 
to whether an activity is the best way to achieve a desired goal (instrumentality) and 
the view that a chosen activity can or will lead to a desired goal (expectancy) [see also 
Tolman 1959, Atkinson 1964]. In terms of the concept of valency, it would appear that 
participants did not get high levels of satisfaction from sales activity. Although the 
outcome of sales activity was positively valent (if successful), the process of sales 
activity was clearly negatively valent for many participants. Participants talked of their 
need for an exchange of value and respect. Face to face interaction has the possibility 
of diminishing both self and client respect. There is no time for preparation and a 
need to be able to talk on things other than 'key issues'. The participants seemed to 
respond better to a situation in which they provide reasoned alternatives and the client 
is left to make their own decision. The need in sales activity to persuade and promote 
certain approaches raised moral issues (people don't want to buy, lack of product 
belief, issues of impartiality) as well as issues with personality (the difficulty in being 
yourself,a lack of self identity).
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In terms of the concept of instrumentality, the participants did not generally believe that 
high sales activity was the most instrumental way to achieve advancement and 
recognition.
In terms of the concept of expectancy, many participants did not record high levels of 
expectancy that sales activity would (or even should) lead to sales success.
It often, however, led to feelings of inadequacy, a desire to withdraw and a loss of 
status.
Participants did not appear to have clearly defined sales elements to their job role and 
job understanding [Porter & Lawler 1968]. Nor did they have sales or financial targets 
[Peters 1987].
Within the professional role, it was difficult for participants to achieve uniqueness 
[Peters 1987] even if they wanted to. It was often the view that there was little 
difference between firms and their people.
Several comments were made regarding the security which working in a team accords. 
This is particularly so if there are conditions of threat or frustration [Schachter 1951]. 
Such things as sales activity, the recession and the need for technical excellence were 
presented by several participants as threatening.
There was no indication as to how much the presence of others facilitated or impaired 
the acquisition of new sales skills although the presence of others seemed to facilitate 
greater sales reluctance [Dudley and Goodson 1992].
Participants commented on the adverse reactions of colleagues to the sales situation 
and the impression created was that expectations of improved and successful sales 
behaviour were not consistently generated through observing the behaviour of others 
[Bandura 1977].
Although some participants agreed that they would work in a higher grade for the 
same pay, no participant suggested that they would be willing to work on a 
commission basis. This is an interesting comparison with Simintiras, Lancaster and 
Cadogan's [1994] study of professional salespeople in which over 91% of the 
respondents felt that they liked a salary and commission structure with over 20%
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wanting commission only. The only real financial incentive for the participants in this 
research seemed to be through promotion [Peters 1987] which they perceived is best 
achieved by doing good work as part of a team. Participants clearly reflected that they 
were expected to respond to the immediate work task above sales activity. Further, 
that the nature of a professional advisory service is to respond immediately to 
interruption particularly from clients and superiors [Mintzberg 1973].
Participants clearly gained great satisfaction from their work and even from the stress 
it sometimes involved, although they felt that good work was not always openly 
recognised by superiors [Herzberg 1959].
Rationality and loyalty were both presented as positive virtues by participants [Argyris 
1985]. Females were generally disadvantaged in the predominantly male culture and 
particularly so in the sales situation. The females participants felt more strongly about 
this than the males but none of the females involved were partners. Some of the 
female participants affirmed that they felt that females were considered less stable or 
less able to be "one of the boys" and were thus disadvantaged [Moss Kanter 1977].
Overall, the research findings at this point had revealed serious mismatches between 
what the firms say about their sales activity and support, and what the participants 
subjectively report and feel about sales activity. Consistently participants highlighted 
the altered states of both themselves and their clients when they moved into what was 
perceived as sales activity. They seemed to imply a need on the part of the seller 
(professional adviser) to lie and be ingratiating and a tendency on the part of the buyer 
(client) to be demeaning and sceptical. Prus [1989] has commented on the power play 
inherent in a sales situation and the opportunity this affords to a buyer to assert 
dominance. The participants clearly did not welcome this shift of power.
3.10 THE ORGANISATIONS VIEWS
The group interviews had revealed a strong professional advisory firm culture which 
though modified was not changed across divisional boundaries or between 
professional firms. The individuals within these firms seemed to present a common 
approach to their activities in order to be socially acceptable. Morgan (1994) has
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presented the concept of the written and unwritten rules within every organisation and 
the great mismatch that can occur betweencthese. Sales activity within the firms 
studied does appear often to be a case of serious mismatch between espoused views 
and real views and activities.
For many the whole area of sales activity seems to be something of a game or ritual - 
an activity which participants agree is beset with incongruities and dilemmas and which 
they handle by not investing their real authenticity into the process. The participants 
do not appear willing to speak out against being involved in sales activity so they 
present difficulties which limit their real involvement. Sales activity is thus another 
social context for certain group behaviours. Each of the firms had extensive 
management consultancy divisions within which were consultants who promoted large 
change management programs for their clients. It appeared that none of these were 
used to undertake a similar change program internally for their own firm. One catalyst 
for the present research had been the frustration at not being able to plan and support 
sales development beyond the level of skills training and it could be argued that this 
was because as a sales trainer I was playing a different game. Many professionals 
perhaps only supported the game if they were not held too much to account. Their 
refusal to invest their authenticity would then be considered as the price they charged 
for participation. There were others within each firm, however, who were also charged 
with actively supporting sales development and I decided to try to meet with them to 
discuss some of these issues.
Contact was first made with the partner in charge of sales for one division in one of 
the firms. One of the sales skills activities that he had created and provided was now 
called "Into the danger zone"(!) He confirmed that while there was a booking code 
for client sales activity (i.e. the client was paying for their own sales activity), there was 
no code available for sales activity with non clients (i.e. prospects).
'We sell the right job and the right consultant to the right client and this
minimises the risk for our firm too".
How the firm had got the client in the first place, or how new clients were to be 
developed was explained by the view that "It's all about networking and building trust".
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When asked why firms seemed to have sales difficulties, the comment was
"Because they don't get a lead from the top. Rhetoric from the top can be 
different to what happens. They come to believe their own rhetoric but only 
talk to people every six months".
At this particular firm, the partner considered
"we are going through tremendous progression to change that. If you'd come 
here two years ago, there would have been the same enormous mismatch. If 
you were to ask our people now, the mismatch would be much lower".
This partner was not aware as to whether his own people were involved in this 
research or not but was clearly indicating that some of the problems presented were 
still an issue of concern. He had no sales training or sales management background 
and it appeared that he too experienced severe sales reluctance. Interestingly, despite 
his position as a partner, charged with sales activity for an entire division, he 
nevertheless contended that the lead should come "from the top".
3.11 VIEWS FROM FULL TIME SALES ACTIVISTS
The participants in the group interviews were often quick to point out that they had not 
been employed as sales people and did not wish to become salespeople. Some 
participants reported, however, that amongst their staff, there were individuals whose 
function was more directly sales related. Some participants had indicated that there 
were individuals who were virtually full time salespeople hired explicitly for this 
purpose. I felt that the response of a firm to a full time sales developer may be 
different than to say the participants for whom selling was presented as a lesser 
activity.
I made contact with four of these individuals. Two of these reported that for a period 
of time, they were in the role of full time sales developers in working units of their 
firms. One was a partner, the other was a manager and both affirmed that a 
requirement prior to their sales activity was that they were regarded as also having
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highly developed technical skills. After a lengthy conversation with the former, he 
indicated that his agreement to undertake full time sales activity had been based on 
the advice of his senior partner who had suggested that this was an excellent way to 
secure his partnership. The following comments were made:
7 called my activity business management - sceptics would say it was selling, 
exploitation of the client. Others couldn't do it so they knocked it. They know 
it's necessary and it's necessary to professional activity but it's regarded as a 
common rather than a professional skill. They rate it near the bottom of the 
scale. They say that it's important for the business - but not us, thankyou. Of 
course I was doing what I wanted to do because at the beginning the firm 
thought it could push and choose....
.... It was very academically orientated.....there was debate as to whether I 
should be allowed into the partnership. They actually liked the money and 
admired the performance. After a year they paid me more than others and I 
got an incredible amount of freedom. There was no public display of support 
but I wouldn't have wanted that anyway. Privately, the senior partner was very 
complimentary".
A discussion with the manager was even more illuminating:
"Hardly anyone understood what I was doing because they didn't have a sales 
background. I was told In no uncertain terms that a lot of partners felt very 
threatened by my presence because by their own admission, they were order 
takers and struggling to come to terms with selling to people. Partners would 
admit to me that they didn't have the right skill set for selling in the 1990's. It 
was difficult to kick off a sales cycle because of internal politics and people 
protecting their own accounts. People were very nervous. They wanted me 
to present for them at an event but were nervous that my natural sales style 
would not be well received by the audience. Some were terrified that I would 
appear as a salesman and would tell me "remember you're not selling". 
People at my level were more comfortable. I was probably overpaid relative 
to others but they didn't know how to manage me. I had freedom but not
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control. I never felt I had control or ownership. I went to a lot of effort to 
explain what I was doing - my sales methodology. They liked methodology 
and process. I had to pass on leads to others so they went out of my control. 
It was made very clear that I didn't own the account. If the person did nothing 
with it, well that was up to them. In the end, they dispensed with me because 
I was not generating revenue in my own right. I was shafted in the panic to get 
rid of people. When I went my skills went with me. Someone was partly 
allocated but they don't have the time and if they do it, they'll expose 
themselves to redundancy like me.........
  The majority of partners appeared not to be actively pursuing business,
especially the older partners. The newer partners were often excellent. I felt 
that they were always restructuring but they'll never become sales driven. I 
think selling was not the right thing to have in that kind of organisation".
Both comments would imply, again, a mismatch between what firms are saying about 
sales activity and how they are actually supporting it. There seemed to be a clear 
indication that for many selling is regarded as a demeaning activity which somehow 
lowers professional status.
To hire someone primarily to sell, then tell them not to appear as though they are 
selling, then make them redundant because they are not directly involved in billable 
work, is, if true, a most confusing and confused approach to business development. 
It must also transmit many mixed messages internally within the firm. Redundancy is 
an emotive issue and discussions with this individuals superior were not, however, 
pursued.
I also made contact with two other individuals who had been described as 
predominantly sales developers. Both were partners. Both were busy and unwilling 
to talk too long. In brief conversations, they both affirmed that they spent less than one 
third of their time in sales activity and that they would not be so "foolish" (sic) as to get 
too far away from their work as partners and professional advisers.
"Yes I'm a business development partner and I have to develop and deliver 
business. The reality is you have to deliver as well. If you were just a
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salesman, you'd have difficulty. I wouldn't have accepted just developing. I 
spend approximately 35% sales, 45% delivery and 20% downtime. You make 
money by selling on to existing clients - the door opener is probably the least 
profitable person in the business. I've only been here for 11 months and no 
problems so far. No problems with support and my efforts are recognised. I'm
inundated with calls from audit partners to visit their clients  I don't like
bureaucracy. I enjoy being able to do what I like when I like but its critical to 
have people under you to do the work".
All four individuals interviewed expressed mild dismay at the level of real sales 
commitment and expertise within their firms. They all, it seemed considered 
themselves to have a different view and a different set of skills to their peers. 
Specifically these individuals were more individualistic and seemed less influenced by 
group pressure.
"You lose some, you win some. It doesn't bother me. I ran my own business 
for a while and I actively tell a client when he's wrong".
They also seemed to value independence, freedom and immediate rewards (money). 
They were also more assertive and prided themselves on being more persuasive. 
Whereas most participants in the group interviews stressed that they were not good 
sales developers, these individuals were quick to point out that they were. They often 
suggested that they would be even better if they were given more support, freedom 
and authority to pursue this.
This difference in approach reinforced the intention to study the individual skills and 
personalities of all the participants at subsequent meetings. It was interesting too, how 
the aspect of freedom of action was frequently mentioned by this sales group. The 
idea of self control and self accountability was clearly attractive.
Simintiras and Cadogan [1994] in their studies have noted how sales managers 
frequently did not know what salespersons were doing. In a second study, Simintras, 
Lancaster and Cadogan [1994] found that amongst Greek salespeople, autonomy and 
authority were considered as important by over 98% of respondents in both cases.
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Within the highly time-accountable environment of professional advisers, such freedom 
must be both alarming to superiors and isolating for many individuals.
The idea that participants were involved in a deceptive ritual which I expressed earlier 
had implications that many could, or would perhaps, be involved in sales activity under 
changed circumstances. The key, often presented, to this was full and proper training 
which, they complained, few had ever received. The most senior participants 
also argued that they had the added difficulty of overcoming previous training which 
had discouraged sales activity and had largely excluded personal skills development. 
Training could be considered as an important and public facet of organisational support 
and it was to this area that the research now pointed.
3.12 POST INTERVIEWS FOLLOW UP
Before moving to a study of training influences, however, I decided to seek some 
individual confirmation of the group views.
A summary of the major points raised. Figure H (3.12.1), was created and then sent 
to every participant for their personal feedback. A series of individual meetings were 
set up and 31 of the original 44 participants were available. These meetings elicited 
some variation between firms and between individuals and the data is summarised in 
Figure J (3.12.2). The participants were asked to register the strength of their 
response to each point on the summary using the format of strongly agree, agree, 
neither agree nor disagree, disagree and strongly disagree. I intended to use this 
primarily as a basis for further discussion.
The two figures are now presented.
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3.12.1 Figure H SUMMARY OF GROUP INTERVIEW FINDINGS
POINT SUMMARY STATEMENT
1 Participants are very conscious of their technical skills and value 
these as the most important aspect of their work.
2 Participants are very conscious of the professional/ethical 
standards of their firms and their professional organisations.
3 They generally prefer doing the work (writing, thinking etc) to 
getting the work (face to face selling)
4 They seem to assume that selling involves lying (moral dilemma) 
and that clients don't want or need what's being sold (intellectual 
dilemma)
5 They do not like the affect that being In a sales situation has on 
them.
6 They do not generally like the behaviour of other people in a sales 
situation.
7 They feel that the sales situation does not give them enough time 
to prepare and practice.
8 They feel that they are often lacking in certain interpersonal skills 
and presentation skills (i.e. people skills)
9 They have few if any sales role models.
10 Women are generally disadvantaged and particularly in the sales 
situation.
11 They do not see many similarities between themselves and good 
sales developers, and actively look for dissimilarities.
12 They feel that sales ability is often regarded suspiciously by the 
firms.
13 They feel sales performance is not highly rewarded, recognised or 
even supported by the firms despite messages from the top.
14 They feel that advancement in their firms is best achieved by doing 
good work as part of the team.
15 The most important form of recognition is promotion to partner.
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3.12.2 Figure J A SUMMARY OF INDIVIDUAL AGREEMENT/DISAGREEMENT
Location One Location Two Combined
Responses °  Male 10 10 20
G Female 6 5 11
Total Possible Responses 288 270 558
Strongly Agree 32 17 49
Agree 132 125 257
Neither Agree/Nor Disagree 30 30 60
Disagree 94 89 183
Strongly Disagree 0 9 9
There was greater agreement that the views presented in the summary were the 
commonly held views but some participants had clearly disagreed, and some had 
disagreed strongly, with the findings. When asked why they disagreed so strongly 
when many had, in fact, been quite vocal during the meeting they indicated that it 
was because they felt that the feelings described in the questions should not be the 
situation - although they intimated that they realised that the feelings expressed in the 
summary were, in fact, the feelings of the participants in general. Furthermore, they 
also accepted that the feelings described reflected the real situation within their firm - 
a situation which they found displeasing and depressing.
Other participants had disagreed less forcefully and these often felt the need to 
explain their reasons for disagreeing:
H Because I’m getting more used to it.
« Because I only sell occasionally.
5 Because we can always be better.
K Because one can always improve.
5 I disagree early on but agree later on.
K It was earlier, but not now.
w Its like that at the moment - but it has been different.
K It has now changed.
/142
These comments and many others reflected an acknowledgement that the Issues 
contained in the summary either existed sometimes for some people or had existed 
generally, if not now. This, of course, reflects one of the difficulties in all research - 
that participants can only report on their own past experiences and these may not 
reflect the actual conditions prevailing in general or for others at the present time.
Most participants came to the interview with their copy of the meeting summary 
already marked. Most admitted that they had done this in the few minutes before the 
interview. When they began to discuss the points however they often changed their 
responses from those shown and the movement was always towards more agreement 
rather than less. This raises the interesting aspect of the wording of questions. Payne 
[1951] observed that asking questions is an art. The points involved here were 
construed as closed questions, requiring agreement or disagreement when infact 
participants perceived many exceptions and irregularities. It was not uncommon, for 
example, for participants to arrive with a question marked as "disagree" and yet to 
explain that they actually agreed for most situations but not all situations - hence they 
had marked a disagreement or sometimes, a neutral response. This emphasises 
again that complex situations cannot be easily described and packaged.
An example of this was point 4 (from Figure E, 3.12,1) that selling involves lying. This 
is quite an emotive question and most participants came with disagreement responses. 
In the belief that no one willingly calls themselves a liar, I extended the discussion into 
more active researcher participation, based on a real experience which one of the 
participants had recounted during group interviews. With each participant I proposed 
a hypothetical situation in which a client, during a meeting, asks a direct question as 
to the competency of a particular office of the participant's firm. The participant knows 
that this particular office is having many unspecified problems and that the service 
from this office is likely to be below standard for some time. The question is simple: 
would the participant reveal the situation as they saw it? When phrased this way, only 
two strongly indicated that they would tell the truth, as they saw it, and five indicated 
that they would acknowledge that there were some immediate minor problems but 
these were being resolved. This they did not consider to be lying. When faced with 
the same situation, however, twenty-three participants affirmed that they would lie in 
order to satisfy the account by indicating to the client that service from the office was 
up to standard.
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In fairness, most indicated their faith in their firms to quickly remedy the situation. 
Nevertheless, when confronted with their obvious shift in position, most participants 
were amused and suggested that their actions could be construe^d as what one 
participant termed "necessary lying" (i.e. what the sales process requires). It seemed 
that lying to a client was now somehow less meaningful to the participants than lying 
to a prospect. The absence of a stranger relationship and the knowledge that they 
could "handle it" seemed important. They did not infact seem overly concerned with 
issues outside of their immediate control. It was an indication, however, of how data 
can be altered and, I felt, it reinforced the value of the qualitative approach which had 
been adopted.
3.13 THE PARTICIPANTS' VIEWS AND CONCLUSIONS
Some participants described at length that their firm had now initiated major account 
management systems to facilitate overall client development. It was suggested that 
the firms have done so to remedy the "compartmentalised" service view of many 
professional advisers. The firms involved in the research provide a range of services 
within a variety of disciplines (audit, tax, insolvency, management consultancy etc). 
The focus of the participants is strongly towards their own immediate service offerings.
Many firms espouse the value of networking and cross selling initiatives so that clients 
can be introduced to other offerings from the firm. Major account programs often 
promote the cross sales initiative. Despite this, the participant's view is more strongly 
tied to their own immediate responsibilities. This has important ramifications because 
throughout this research, participants have referred to "the firm" as though these were 
a single entity. In reality, they are not, and it is quite possible for professional staff 
from one practice area to have very limited awareness or even contact with other 
areas, even at partner level.
The four partners who were included in the personal interviews were seen to be 
inconsistent in their responses. They all agreed that sales performance was not 
rewarded enough and not supported enough but two now felt that advancement for all 
in the firm would best be achieved through sales activity. This was a change from 
their earlier stance within the group interviews when they tended to restrict this to 
senior managers and partners. It was interesting also, that a number of participants 
indicated that they did not wish to proceed to partner if they were to lose such things
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as their varied flow of work or their interesting client base.
It is interesting to consider how the act of research might help to sharpen or crystallise 
participant's views of the areas under research. How much a shift in views reflects this 
is sometimes difficult to assess and there is little value in a study such as this in 
aggressively presenting research participants with apparent inconsistences. Indeed 
it is likely that the research activity always changes both the participants and the 
researcher in some way.
3.14 CHAPTER SUMMARY
This chapter has concentrated on sales activity from an organisational perspective. 
It has revealed strong sales reluctance in many participants and one implication is that 
the firms are themselves supporting sales reluctance because of the discrepancies 
between espoused values and rewarded behaviours.
There were differences in response between individual participants and between 
divisions but a marked sales reluctance was apparent from most participants. There 
were differences also in responses between firms and between locations. This was 
not the focus of the study but it did seem that some groups had more support than 
others to pursue sales activity. It seemed too that some groups were receiving more 
sales training to support sales activity and skills, and this supported the value in 
shifting the emphasis of the research towards training issues. It is to this perspective 
that this study now turns.
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CHAPTER FOUR A STUDY OF TRAINING INFLUENCES
4.0 INTRODUCTION
This chapter begins the exploration of the participant's view of selling with a specific 
emphasis on training influences. Within the pilot studies and later in group interviews, 
which had focused primarily on organisational influences, participants had suggested 
two other aspects of their sales reluctance. The first aspect they had presented was 
a lack of selling skills and the second was a lack of personal skills. The first aspect 
they considered to be a reflection of inadequate training. The second aspect they 
considered to be a reflection of innate personality traits. The research aim was now 
to explore these issues more fully and to begin with training issues. The method 
chosen was semi-structured personal interviews; thirty-two participants were 
available for the interviews which were conducted in private offices within each of the 
six firms. Each lasted, on average one and a half hours.
4.1 DEFINITION AND CLARIFICATION OF SALES TRAINING
The participants had complained that they had not been sufficiently trained to sell 
effectively. I advised them, therefore, that the area of focus was the sales training they 
had actually received and an evaluation as to whether this might be considered 
inadequate in comparison with, for example, the technical training which they received 
and which most had assessed positively. The "inadequacy" of sales training would be 
both a subjective and an objective evaluation whose parameters were not yet 
specifically defined.
The participants confirmed that all their firms have prolonged selection and entry 
procedures. The firms then facilitate ongoing and detailed technical training, 
particularly in the accountancy and tax areas. Many participants had undertaken all 
of their technical training through their firms and were holders of external qualifications 
in, for example, accountancy, tax and insolvency. The rules of some professional 
organisations also require a yearly declaration of quantified and supportable ongoing 
technical training (often referred to as continuing professional development). This can 
be achieved in a number of ways (eg: through courses, conferences and reading).
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The participants were asked to calculate how much time they felt that they had spent 
totally each year on technical training and development. Figures averaged from 10 - 
20 days, although some of this time may be in a work situation or in shorter meetings.
Combined with this, participants acknowledged that they are constantly seeking and 
being given technical advice and information on an informal basis and their view of all 
their technical training was that it was timely and usually of high standard. During the 
interviews, participants also acknowledged that they had studied at home and had 
purchased technical books and reference guides throughout their career. Some were 
still in this process. The others acknowledged that, in the early stages of their career, 
their commitment had been more structured and formal but now, even for the senior 
participants, there was always a need to learn more.
The participants were then asked to detail all training they could remember receiving 
which was sales related. This was not a simple exercise. This was because, despite 
the attempts by some firms to maintain complete training records for all employees, 
the participants felt that, in the non technical training areas, these were often 
incomplete particularly over longer periods. There was also a difficulty for some 
participants in establishing what exactly constituted 'sales training', as many of them 
recorded that limited sales advice or discussion was sometimes added to a technical 
training course.
Furthermore, they considered after discussion that there are many skills which could 
be considered as sales related but which are included in courses which are not called 
selling skills courses. Participants were thus asked to think of every course available 
to them which was in any way sales related or which involved personal development 
as opposed to technical development, and the following broad courses emerged. 
These were also supported by the training program agendas supplied by the training 
divisions of each firm involved through the research organisers.
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4.1.1 Figure K Personal Skills Training Courses
n Selling Skills/Marketing Skills (various forms and titles)
a Presentation Skills (various levels)
G Proposals: Preparation, Production, Effectiveness etc
n Writing Skills (various forms)
n Consulting Skills (various levels)
n Negotiation Skills (various levels)
n Influencing Skills (linked with other courses)
n Time Management
G Stress Management
G Client Relationship Management Skills
G Client Service Workshop
G Meetings Skills (various forms)
G Account Development Strategies
G Communication Skills (various forms)
G Leadership Skills
G Telephone Skills
G Entrepreneurial Opportunities
G Business Development Programs
G Developing Personal Performance
G Projecting a Professional Image
G Voice Power
G Interviewing Skills
G Sales Programs (i.e. ongoing business development 
meetings).
This list thus included a large number of personal skills courses, as well as sales skills 
courses, and the position of all of these was summarised in the introduction to one 
firm's internal training prospectus:
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"The client is the cornerstone of our business. The skills of winning, keeping 
and developing business are fundamental for the firm. Selling and business 
development are obvious parts of certain roles, br:t everyone who has contact 
with actual or potential clients (or with other Influencers) must understand how 
they can benefit the business".
These comments supported the generally espoused organisational view of business 
development within the firms.
Participants were asked to detail which of these kinds of courses or programs they had 
actually attended and how long each course or program had been. Where sales 
instruction was only part of another course, they were asked to estimate the total 
times this involved. Absolute accuracy was not expected in this but participants were 
advised, if in doubt, to go for a higher figure. To establish a view of their training 
throughout their career, participants were also asked how long they had been in their 
profession and to attempt to remember all the personal development courses they had 
attended throughout this period. Again it was not the intent to dwell overmuch on 
quantitative analysis but the question of "how much?" or "how many?" will inevitably 
provide numerical data as a basis for discussion and debate. The simplified results 
of this are shown in Figure L (4.1.2).
4.1.2 Figure L A study of personal training undertaken by 
research participants.
Firm No of 
Participants
Totai Years 
in
Profession
Average 
Years in 
Profession 
Per Person
Total Days 
Personal 
Training
Average 
Days 
Personal 
Training 
Per Person
Average 
Training 
Days Per 
Person 
Per Year
1 6 77.46 12.91 110.00 18.33 1.41
2 6 35.50 5.91 51.00 8.50 1.43
3 3 39.00 13.00 49.50 16.50 1.27
4 5 37.50 7.50 25.50 5.10 0.68
5 7 52.50 7.50 73.50 14.70 1.96
6 5 45.00 9.00 51.50 10.30 1.14
TOTAL 32 286.94 8.96 361.00 11.28 1.25
The average days of personal training was reported as less than 2 days per person
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per year - one fifth to one tenth of the reported technical training. The interviews were 
conducted in the month of November 1993 and many participants commented that 
they had received little or no training in sales or any personal skills, as defined, that 
year. The participants' years of experience in their profession ranged from 3 years to 
24 years and clearly there will be greater inaccuracy as longer periods of time are 
recalled. There were, however, in each firm, at least one participant with 5 or less 
years of experience. I considered that these participants should be able to recall with 
greater accuracy all the training they had undertaken and they were given ample time 
to do so. Their total work experience was 23 years. Their total days of sales training 
was calculated at 35 days, making an average yearly allocation of 1.52 days of sales 
related training. This amount was thus consistent with those in Figure L (4.1.2). 
Further support was provided by the prospectus of one firm which noted
"Last year  around 250 training events were held involving over 3,000
participants and almost 6,800 participant days".
Assuming that participants only attended one "event" each, this would mean an 
average of under 2.5 days of personal training per participant (not necessarily from 
professional staff). This, despite the fact that
"Feedback received suggested that the training was directly relevant to the 
needs of the Individuals and their business areas. For 1994, the provision of 
relevant and truly demand led skills training Is still the prime objective".
Participants reported that the average training course length was 1 to 3 days in all 
firms with an increasing emphasis on shorter rather than longer courses. Whether this 
time allocation was demand led (i.e. participants wanted shorter courses) or 
organisation led (i.e. the firm and its trainers had decided that courses would be 
shorter) was not explored.
These figures represented, it would seem, all training courses. How much external 
training this included was not precisely detailed but comments were later made about 
this [see 4.9.1]. How much internal training was being conducted but which was not 
being organised by the training department was also not precisely defined. Also, what 
precisely constituted an "event" as opposed to a standard training course was not 
made clear. Despite this, the participants had been asked to detail all training they
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had received which they themselves considered to be personal development training 
and from any source.
The participants reported that they are attending perhaps one personal development 
course per year on average and this often for far less than 1 % of their working time. 
My conclusion, therefore, was to support the participants' view that, at an individual 
level, the firms were facilitating very little formal sales and personal development 
training per se, and particularly in comparison with technical training.
4.2 PERCEIVED TRAINING RESTRICTIONS
I asked the participants why they thought their firms were providing very little sales 
training when the firms had seemed to advocate the importance of this training so 
strongly. They gave the following reasons.
1. That there were limited places on training courses and it was difficult to get on
one.
2. That attendance on a course required the permission of a partner and this was
not always easy, particularly as the cost of training often came out of the 
partner's budget.
3. That training courses might run for up to 3 days and this would take them away
from their paid work for too long. The desire to maintain higher utilization (billed 
time) seemed to influence this.
4. That some participants were part of an ongoing business development project
run by the partner, centering on group meetings and discussions thus negating
the need for formal training (at least in the opinion of the partner).
5. That they had to wait until it was decided that they needed sales training (i.e.
that they were likely to be more regularly in a sales situation) and this was 
often highlighted In appraisals.
As another firm's training prospectus commented:
"The firm is keen to provide relevant training to staff who can demonstrate a 
genuine need for skills development within the context of the business 
objectives of their unit Training is like any business project involving an 
investment in time and financial resources and It should be treated as such".
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Expressions such as "relevant training" and "genuine need" carry with them an 
implication that not all training is necessary or suitable for all professional staff. None 
of the firms seemed to have adopted a competency based approach to personal 
development. The competency approach would seek to define what all professionals 
at certain levels should be capable of undertaking with performance criteria for each. 
This approach was often part of technical training but personal development seemed 
to be left much more to the vagaries of individuals and their superiors. In this area, 
the training departments provided a range of courses which professional staff could 
elect to attend or not. This, despite the view elicited in later interviews with training 
managers, that the training groups considered themselves to be a potential force for 
organisational development (as opposed to mere providers of training courses).
There did not appear then, to be a model for performance in the personal skills area - 
rather a vague, general understanding of what professional behaviour entails. There 
was also a difference between divisions and locations within a firm and the participants 
commented that this reflected the differing emphasis that, for example, individual 
partners placed on personal development training. It was not uncommon, for example, 
for some participants to report that having managed to achieve attendance on a 
training course, they might be withdrawn from it by their partner because of client 
needs. In some cases, withdrawal was because of perceived client needs which did 
not eventuate. It was sometimes the case that participants had been required to 
depart from a course before its completion - usually, again, because of perceived 
client needs.
4.3 A PERSONAL COMMENT
I had some sympathy for participants' inability to get on to training courses. As a full 
time internal provider of sales training in the consultancy division of one firm, I had run 
sales courses on a monthly and occasionally, fortnightly basis. This was because I 
provided other courses (e.g. negotiation skills, marketing skills, writing skills, proposal 
skills). Selling skills was the most consistently requested training course. Most sales 
courses ran for 3 days, with 12 attendees. The total number of consultants eligible for 
the selling skills course was just under 1400. The calculations are telling. If a course 
were to run weekly, it would be nearly three years before all consultants had attended 
(excluding any natural turnover or recruitment). If courses ran monthly, as planned, 
it would be over 10 years before all consultants had attended a course. At the same
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time, the accountancy, tax and other services within the same firm had over 7,000 
professional staff - and no internal sales training similar to myself.
The conclusion is that participants have some support in their affirmation that the firms' 
espoused need for general sales training was not translated into direct and easy 
access to such training. This did not, however, support why some of those who had 
attended sales training courses appeared still to be reluctant to be involved in sales 
activity. Some participants who had been on sales training courses agreed that the 
course had helped them to be less apprehensive of sales activity but that it was 
difficult to have co-ordinated activity when others they worked with had not received 
any sales training.
They also felt that basic sales training courses had revealed a level of personal skills 
deficiency which they had not fully appreciated before. They had become aware of 
the need for more personal skills training in more areas but this clashed with the firm's 
need for higher utilisation. They also felt that a number of courses in the sales area 
were provided by individuals who were not experienced enough or even competent 
enough to give sales training. Dudley and Goodson (1992) had noted that sales 
trainers can be a major influence in creating sales reluctance (chapter one, 1.11) and 
this was perhaps one indication of this.
The participants reported that they were often not aware of what training was actually 
available and there was some criticism by the participants of the inadequate way in 
which they could find out about training. It was a direct criticism of their training 
departments and to provide a balance to this, I decided to try to contact some of the 
firm's training managers for their views. This was undertaken after the individual 
participant interviews but is presented here for continuity.
4.4 DISCUSSIONS WITH TRAINING MANAGERS
I contacted four individuals who had some form of responsibility for personal 
development training. Two of these were fulfilling the function of a divisional training 
manager and two were in the role of firm-wide business development partner. They 
were all located in the central headquarters of their respective firms.
The method I chose at this point was a semi-structured interview based on the central
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question of the need and issues regarding personal and sales development within their 
firm. They were not aware if participants from their own firm were, in fact, involved. 
None of the four disputed the data in Figure L (4:1.2). or the reasons put forward in 
4.2 when they were presented.
There was some diversity of opinion as to whether sales and personal development 
training should be provided for professional staff from the earliest times in their career, 
or whether it should be reserved until the time when it could be better utilised in 
client/prospect situations. No-one doubted that senior managers and partners now 
had an increasing demand upon them to be involved in sales activity and this justified 
sales and personal skills training for them. These managers often became vague and 
unfocussed however, when the conversation moved to definitions of specific 
competencies and the means by which the efficacy of personal development training 
might be evaluated.
It was not clearly expressed as to whether the training managers felt that all 
professionals were suitable for training, as opposed to in need of training. The view 
was expressed that some professionals have a difficulty with the more demonstrative 
aspects of certain training courses. In this area, presentations and role plays were 
specifically mentioned. It was not clear, however, whether this view derived from the 
belief that professional staff were reluctant because of their innate personality or 
because they had not experienced enough of these forms of training techniques and 
thus needed to experience them far more.
All four naturally extended the conversation into the role of their department and the 
personnel within them. It seemed that a number of the trainers and especially training 
partners and managers, did not have an educational or training background. Their 
career had largely been as practitioners and now, for some reason, they had acquired 
the responsibility for training. It was openly expressed that a training position was not 
perceived as strategic or career promoting. It was even implied that to be in the role 
was to be regarded by some professional staff as being out of the main stream of the 
firm's activity. There was an ongoing demand from professional staff that trainers 
should be "one of them" and, it appeared, a certain level of concern that training 
should not become too divorced from the day to day requirements of the participant's 
job. They perhaps felt that this approach meant the training lost some of the 
objectivity and expertise which professional trainers might contribute.
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The idea of personal development for its own sake or of programs which might seek 
to widen participants general knowledge, seemed to carry little appeal. There was a 
general feeling that-^his was beyond the responsibility and financial commitment of the 
firm. It was often expressed that professional advisers should really have those 
personal attributes already. They had been chosen by a top six firm and this alone 
seemed to imply that personal skills should not be an issue although they 
acknowledged that the firms' demands on these professionals had changed and 
increased.
There was also a demand by professional staff for 'successful' practitioners to share 
their skills and experiences on training courses. These tended to be very practically 
focused rather than exploring the philosophical and attitudinal forces beneath. These 
successful practitioners were inevitably partners for, in the minds of most practitioners 
within the firms, 'success' and partnership were closely, perhaps even inextricably, 
linked. Their definition of success whilst vague seemed to centre more on technical 
excellence, good client management and regular promotion.The question as to how 
successful practitioners became successful was seldom explored in depth. There was 
no evidence of structured research or formal modelling of partner behaviour, 
successful or not, which might be transmitted through training courses. There was no 
apparent investigation into the 'difference that makes the difference', thus again there 
was no real model of the criteria for, or the characteristics of, high performance.
Although there was a general desire from the firm that the purpose of training was to 
help to produce successful practitioners, there was no uniform idea as to what 
success, particularly long term success, actually implied and thus what training was 
precisely seeking to provide. Also, the training groups did not appear to be sufficiently 
empowered to pursue a success strategy, even if this had been defined.
It was a moment for some personal reflection. I had frequently questioned participants 
on training courses as to how much they wished to develop their sales activity and 
ability. I had suggested to them that a 1% improvement in performance from all 
practitioners was probably enough to achieve the firm's business development targets. 
This would bring in an added revenue for the firm of over £4 million - which was the 
approximate cost of all training through the firm. I was not clear, however, whether the 
firm would regard this as successful or not. My own internal appraisals were not linked 
to quantifiable growth or change. I was to be assessed far more on what individuals
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throughout the firm felt about what I was doing. What this might be based upon was 
unclear and unquantified. The entire training function appeared to be assessed in a 
similar fashion. In discussions with the training managers during this research, it was 
difficult also, to establish whether the training function regarded its role as improving 
the performance of the firm or division to some point of excellence or whether its role 
was more about the improvement of all professionals performance to some degree.
This debate, although not articulated, is a serious one especially in the sales area. It 
raises the fundamental question as to whether all professionals can and should be 
involved in business development or whether a smaller number should be more 
dedicated and more highly trained for this role. In chapter three I presented the 
experiences of a number of individuals who were, in fact, selected for dedicated sales 
activity and this had not argued strongly for the latter.
It was not my intention at this part of the research to make an indepth study of the 
training functions of the firms concerned. It was only to have input from some 
individuals in the training function who were themselves professional advisers and who 
were also recipients of training as well as providers of it. The overall impression 
created from training managers was that training in the personal skills area was driven 
more by a reaction to the perception of inadequacies in professional staff rather than 
a vision of excellent performance. The firms in one sense had got themselves in a 
bind. They were demanding more sales activity and from lower ranks. The 
professional staff faced with this had argued that to do something well requires formal 
training. This was in keeping with their approach to technical development. The firms 
were thus obliged to provide some training but the training not only raised demands 
for more training, it also raised issues of the ethics of professional behaviour, of 
perceived organisational restraints and of leadership. The establishment of training 
departments and in particular of dedicated trainers, who see themselves influencing 
organisational issues, further exacerbates the problem. It was clear from participants 
that many partners appeared to see training as a 'quick fix' solution to a problem but 
it was felt that changing behaviour and attitudes is not comparable to adding to 
technical knowledge.
How effectiveness might be measured and how relevant each of the personal skills 
courses would be for all professionals was not presented. It seemed that it was often 
left to professional staff themselves, to define what was 'relevant' and that the
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desirability of running a course was often strongly influenced by early participants' end 
of course assessments - what one training manager referred to as "the feel good 
factor".
The training managers had largely argued that the responsibility for course attendance 
rested with the professional staff in their operating units. They were, themselves, at 
times frustrated by inattendance and lack of clear direction. They too, felt a sense of 
disempowerment. As one of them commented, perhaps a little tongue in cheek
"we try to support the firm's future but we don't forget we are part of the 
entertainment industry".
The firms all operated internal billing systems through which participants effectively 
bought a place on a training course. This amount and any other costs were billed 
against the participant's operating unit. In these circumstances, the training function 
was thus tasked with promoting itself internally. There was often no mechanism by 
which individuals would automatically receive personal skills training at certain points 
in their development - no automatic sanctioning of budget and no directed requirement 
to spend it. How much partners held back on training so that their internal cost figures 
were reduced and how much pressure was applied to partners to encourage training 
was an area of some contention. Participants had also highlighted this issue when 
discussing their difficulties in getting on a training course.
The training managers confirmed and supported the greater emphasis on technical 
training. One manager confirmed that recently, his firm had suspended sales training 
entirely. The emphasis was now much more on key account management and 
efficient, team centered client service. There was, in any case, no-one in the training 
department who was comfortable with presenting sales courses and external providers 
were not to be used because of costs. One training manager commented:
"I'd be no good training It myself anyway. I'd have more difficulty than them. 
I'm an Intensely shy person. It wouldn't suit me at all to do i t   ".
When I asked how business development was to be promoted, the manager 
suggested that this would be achieved by sitting in on meetings, providing role models 
and by public recognition of effort, rather than achievement of success. This research
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suggests that these may not easily be achieved. When I asked if the word "sales" was 
itself a problem, the manager replied:
"Yes, we must face the demon but we are now trying to talk about getting them 
(clients and prospects) to buy .... but we're talking now about human
Interaction. It would apply to any interaction between two people I, myself,
am terrified about talking to people".
It should be pointed out that the total annual budgets for training in many firms is very 
substantial. The largest was estimated at over £4 million. This should be considered, 
however, against the total number of staff employed (over 8,000), and that it 
represented less than 1 % of turnover. The budget for training was for both technical 
and personal skills and for professional and support staff.
The training managers all confirmed that, for the most part, they appreciated that 
professional staff were reluctant to be involved in direct sales activity. None of them, 
however, provided or had considered, a course or program designed specifically to 
counter sales reluctance. The reduction in sales anxiety and reluctance they 
considered should be considered a by-product of courses designed to, for example, 
understand the client relationship better, handle difficult clients, or provide key account 
processes. It was an opportunity, however, to open the discussion into their views of 
certain remedial techniques proposed by Dudley and Goodson and these are now 
presented in conjunction with the views of the main participants.
4.5 CALL RELUCTANCE REMEDIES
The work of Dudley and Goodson was introduced in chapter one (1.11). As part of 
their fear free seminars they provide remedial activity which is designed to eradicate 
call reluctance. I was thus interested in what remedies they suggested which might 
be of value to professional advisers and how the participants would react to these.
Within the group interviews, participants in the present research had indicated the 
influence of doomsayer, over preparation, stage fright, role rejection, yielder, referral 
aversion, telephobia and oppositional reflex (see 1.12). Individuals who have chosen 
highly technical occupations (which would include the participants in this research), are 
considered by them to be particularly prone to over preparation. Some of the
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characteristics described for the over preparation type are:
H Reserved and emotionally self restrcined.
Preoccupied with being absolutely prepared.
 ^ Considers motivational management techniques as unprofessional and 
superficial.
^ Seeks greater product knowledge.
G Comfortable with systems and procedures.
H Cynical of the value of interpersonal training procedures.
^ Does not show excitement for new products or programs.
 ^ Hesitates to ask for help when it is needed.
H Threatened by role playing exercises.
G Slow to take action.
The participants largely supported that this was an apt (if somewhat extreme) 
description of themselves and the training managers also felt that this was an 
acceptable description of the perceived behaviour of many of the professional staff 
they encountered. My first reaction was to ask "why do professional advisers behave 
this way?" This is more fully explored in chapter five (Personality Influences) and in 
chapter seven. The present issue, however, was with training and Dudley and 
Goodson suggest training solutions for call reluctance. I thus wanted to explore these 
more fully with the participants.
4.6 CALL RELUCTANCE TRAINING SEMINARS
Dudley and Goodson argue that the twelve call reluctances have different origins and 
thus require different remedial actions (some of which may be counter-recommended 
in other call reluctances). Remedial action is presented as combinations of a number 
of techniques. The first five, and most commonly prescribed, techniques were 
presented to the participants and managers for their views. These are presented in
4.6.1 to 4.6.5 and then participant reactions are presented in 4.6.6.
4.6.1 Thought Realignment
This is an adaptation of the self talk techniques of psychologists Beck [1976] and Ellis 
[1979] which seeks to change sentiments by modifying the ideas which produced them 
through word based procedures. This is done from the belief that
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"what you say to yourself about prospecting has a powerful Impact upon what 
you feel when prospecting [and that] what you feel when prospecting has a 
powerful impact on what you do about prospecting"
[Dudley and Goodson 1992, pi 84].
The participant is encouraged to firstly slow down internal dialogue by lowering the 
pitch of the internal voice, often with a specific cue such as biting one's tongue. 
Secondly, the participant must listen to the content of the internal dialogue and feel the 
distress this causes. Thirdly, the participant replaces negative dialogue with positive 
dialogue and experiences the reduction in feelings of distress. Fourthly, the participant 
is encouraged to actively pursue call activity supported by continued thought 
realignment and recording of progress.
4.6.2 Threat Desensitisation
The participant is encouraged to firstly develop relaxation techniques. Then an 
inventory of the participant's threatening situations is created. One of the situations 
is chosen and broken into individual parts with "distress points" awarded for each 
individual part. Then the participant imagines the least threatening part and this is held 
until distress levels are reduced. The idea behind this procedure is that all parts of the 
threatening situation are diminished by this process. This approach draws heavily from 
the practice of cognitive behaviour therapy and systematic desensitisation [Wolpe 
1966].
4.6.3 Negative Image Projection
In this technique, the participant is asked to associate the avoidance of sales activity 
with repulsive mental images (e.g. the stench of dead decaying animals on a hot day 
or vomiting uncontrollably in a restaurant!). The images are only removed by the 
commencement of the avoided sales activity.
4.6.4 Thought Zapping
The participant is encouraged to wear an elastic band around the wrist which is 
snapped hard whenever a negative thought occurs. The participant is also 
encouraged to hear the words "stop it" as loud as possible and to mentally see a huge
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stop sign before replacing with positive thoughts. Eventually, simply the thought of the 
elastic band is enough to eradicate the negative thought. This technique is 
recommended by cognitive therapists [Beck 1976] in the belief that "positive thinking 
can become as much a habit as negative thinking has been" [Stewart 1992, p45].
4.6.5. Fear Inversion
This is a technique in which the participant is asked to exaggerate their call reluctant 
behaviour including telling colleagues that the call reluctance techniques in the book 
do not work. Participants are encouraged to try to create arguments, be contentious, 
be combatative and dispute everything. Participants are also advised to
"try to keep a straight face while being intensely hostile"
[Dudley and Goodson 1992, p259].
These "shame attacking" [Stewart 1992] exercises work on the participant's fear of 
disapproval so that in this way, they come to realise the view that their reluctance is 
nonsensical.
4.6.6 Participant Reactions
The participants unanimously considered that the techniques advocated for fear 
inversion in particular, would be at best unwise and at worse, politically suicidal within 
the environment of the professional advisory firms in this study. The rest are not likely 
to be so publicly obvious. In all other four instances, however, the techniques rely 
heavily on the manipulation of mental images (sounds, pictures and feelings) with 
strong overtones of "conditioned response" approaches. The flicking of elastic bands 
would fit comfortably in the approaches of behaviour therapists such as Skinner [1938] 
and Watson [1913] although it is difficult to see how the influence of the individual's 
thought and free will could not also play its part. Several participants questioned 
whether they would actually "get around to flicking the elastic band". The general 
approach of Dudley and Goodson is to accept that the problem rests firmly within the 
mind of the participant and to work at that level rather than at the organisational level. 
The present research has indicated that a great deal of sales reluctance in the 
professional environment may be supported by organisational factors [chapter three]. 
It is not clear, for example, what the remedial procedures might be if the doomsayer's
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worries [see chapter one, 1.12] are based on the unequivocal response of superiors, 
or if the separationist [ibid] does, in fact, lose the support of colleagues through sales 
activity, or if the role rejector [ibid] is given very strong messages from all around that 
sales activity is indeed of low professional status.
The group meetings implied that several of the faces of sales reluctance are strongly 
promoted by the firm's culture. These would include the need for complete analysis 
before action, the obsessions with the firm's image or reputation, the fear of disturbing 
existing client relationships and the reluctance, and indeed earlier prohibition, of most 
forms of self promotion. In these respects, the professional firms may differ greatly 
from product based commercial organisations.
None of the participants in the present study reported that any of the firms involved 
provide courses which centre purposefully on the sort of techniques described by 
Dudley and Goodson, and in this the firms, are perhaps influenced by the views of 
their professional and training staff. Call reluctance seminars acknowledge that a lack 
of motivation to be involved at all is likely to mean that there will be no response to 
counter measures. Many of the participants in this research thus far have clearly 
shown their unwillingness to be involved in any sales activity and so it must be 
questioned how much call reluctance techniques would work with them if 
organisational influences were not to change.
An organisation, however, is a consensus of individual views. A group culture could 
be described in simple terms as 'how we do things around here' and 'how we view 
things around here'. The objective of all training is surely to change how trainees do 
or view things and as such Dudley and Goodson's approaches, such as thought 
alignment and threat desensitisation, were considered to be already incorporated, in 
some part, in many personal development courses, although the individual trainers 
may not describe what they are doing in those terms. Participants perceived that the 
sharing of experiences, listening to role models, analysing client situations and talking 
through an issue are all methods by which thoughts might be realigned and the 
feelings of threat reduced. They were, nonetheless, very sceptical, as I was myself, 
of the validity of the other techniques (negative image projection, thought zapping and 
fear inversion) in any sales environment - but particularly with professional advisers.
I still questioned, however, how committed the participants were to improving their
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sales ability and sought to explore this more fully with them.
4.7 PARTICIPANTS PERSONAL COMMITMENT TO TRAINING -
Previously the word "direct" was used to describe internal training. All participants had 
reported the need however, to actively pursue their own technical training. This often 
had necessitated study at home, the taking of externally monitored examinations and 
the purchase, personally, of many texts and guides. As participants were reporting 
that the provision of internal sales training was often inadequate I was interested to 
see how much the participants had undertaken to pursue their own sales training, 
considering their espoused need for it.
Participants were asked to consider what personal training they had undertaken for 
any personal development along the lines presented (chapter four, 4.1.1).
No participant recorded that they had ever personally paid for external training in sales 
or personal skills. The question itself was the cause of surprise to some participants. 
It seemed that for many, the concept of training was tied to career training and they 
thus expected their respective firms to take the responsibility (and the cost) for the 
provision of this. No participant reported that they were members of business 
networking organisations (Chamber of Commerce, Institute of Directors etc). Several 
were more active members of the Institute of Accountants, Institute of Tax Managers 
or similar, and occasionally attended the meetings at which there were usually guest 
speakers. Some indication of the forces which acted against a personal commitment 
of this sort was revealed later (see chapter four, 4.12). I felt, however, that these were 
a group of people who regularly referred to published texts for guidance in their 
professional discipline.
I postulated, therefore, that perhaps this might be extended to at least the reading of 
books for sales or personal development, especially in the light of the difficulties 
expressed with attending formal training courses.
Participants were thus asked to name the last book they had read which related to any 
of the personal skills areas. The results are shown in Figure M (4.7.1).
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4.7.1 Figure M Participants Personal Development Reading
Variable No.
A book read in less than last 6 months 2
A book read in last 6 - 1 2  months 3
A book read over 12 months ago 7
Can't remember when last read 5
A book never read 15
TOTAL: 32
The figures speak for themselves but are even more surprising when one considers 
that technical texts are often expensive hardbacks obtainable only from specialist 
suppliers whereas a wide variety of sales texts are available in cheap paperback in 
many bookstores and railway stations. Twelve participants were able to cite a book 
they had actually acquired. Four of the 12 books were revealed as books given to 
them on a training program they had attended and the participant had been able to 
acquire the book with minimum effort. In two cases, this was because they had failed 
to return the book at the appropriate time. Despite this, none of the four books had 
been fully read and only one participant of the twelve recorded that they had finished 
their book. When participants were asked why they did not appear to be showing 
great enthusiasm for personally developing their sales skills, all agreed and most 
reverted back to organisational issues:
•  / just don't have time for reading.
•  The firm has aii my time now.
•  When I go to bed I just want to sleep.
•  When am I supposed to read it?
Others however presented different arguments:
•  I hate those kinds of books.
•  It takes too long to decide which is the best one.
•  They're aii American, aren't they?
•  Those skiiis are not reaiiy appropriate.
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I found it difficult to understand how participants could come to these apparently 
strong opinions when most had never read such a book. Some participants 
commented strongly on their dislike of all personal development books. Words such 
as "low priority", "not interesting" and "airy fairy" were used. Several of the firms 
maintained small libraries of personal development material and in some instances, 
participants commented that a colleague appeared to have a sales or personal 
development book on their shelf. I considered then that participants might have at 
least perused someone else’s book at some point.
The participants were asked, therefore, if they had ever looked at a sales book, as 
opposed to reading or buying one. The responses did not change. Most participants 
had neither seen, nor read, nor purchased a sales book. It was difficult, again, to 
understand how a participant could affirm that they hated certain books or that the 
skills presented in certain books were inappropriate when they had never even seen 
one of those books.
Participants reported that they managed to find the time to read technical books but 
not personal development books. The time constraint argument was somewhat 
weakened by this. Likewise they were not opposed to reading per se and several 
talked of novels or magazines they had read. They were clearly not applying this to 
sales and personal development reading and I decided to pursue this further.
4.8 FURTHER ENQUIRY INTO PARTICIPANT REACTIONS
Participants were asked why they felt they had never purchased or read a book. The 
first comment is from a partner:
"I’ve never seen the need for it really. I looked at one which was about teams
or something but [pause] I read lots of articles on my job and its
reaiiy management that I’m interested in. I bought one called, I think.
Principles of Channel hAanagement by  [pause] urn. I read some of it
[smiles]. I just never did [buy a book]. Weil we didn’t need to... "
The second, a more junior participant, observed the following:
"/ was quite keen at one time to do more like that [selling/reading?] but I was 
once warned by my manager from the partner saying I was over confident and 
above my station. As a manager, I would be rewarded for this behaviour
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[selling] but at my ievei, they were saying who does he think he is. There
wasn't anything specified as to what exactly I was doing wrong but reading
and getting better ain't a good idea is it?" [laughs]
Whether the latter participant's reasoning was défendable was not explored. What 
clearly emerged, however, was that these participants amongst many did not appear 
to feel that they were really suffering as a result of personal inactivity in this area. The 
implication of the second participant's statement is that, if anything, they might be 
disadvantaged if reading such books caused them to behave in a way which their 
superiors felt was inappropriate for their station.
On sales training courses participants had often been asked and had promised to 
pursue their own sales development by ongoing reading of personal development 
texts. They seldom reported that they had done this and yet they were promoted and 
some came to be regarded as good sales developers. Some of the participants, 
despite their earlier professed reluctance to be involved in sales , nevertheless now 
contended that they were actually quite effective sales developers without having read 
any sales books at all. In the group interviews they had cited a number of individuals 
whom they perceived as good sales developers. The influence of sales training had 
not been mentioned when they were involved in describing and comparing themselves 
to these potential role models. I was interested, therefore, to explore the role models 
view of sales training.
4.9 THE VIEW OF ROLE MODELS REGARDING TRAINING
I made contact with three senior managers in three separate firms whom the research 
participants, during group interviews, had said were perceived as good sales 
developers. This was done to gauge how importantly they perceived personal 
development training as an influence in their career development. Again, these 
meetings took place after the individual participant interviews but are presented here 
for continuity. Their condensed comments were as follows.
4.9.1 Participant Firm 1
"As senior people, we actually do a lot of the training. Three or four times a 
year, I do 2 days helping on a course... I don't believe that I can learn those
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sort of things from a book. I picked it up as I went along. I need certain skiils 
but those books are a waste of space... Technical information is tangible and 
you can do it but you can't use a personal development book for an immediate 
need, i've been on ail the courses on offer (6 in 7 years). Sometimes you get 
marked down that you've done it. Anyway, nobody seems to go on external 
courses these days. Courses used to be given by specialists but now they're 
given in-house by those who have picked up some expertise".
4.9.2 Participant Firm 2
"I don't need more training (7 days in 3.5 years) - my skiiis are fairly well 
advanced, i haven't been on an outside course. Leadership Skiiis (1 days) 
was internal - they came to us. I've never read a book because many books 
are not 100% useful so why wade through them. Only say 5 to 20% will be 
interesting. I'd rather spend more elsewhere, although it's not up high in my 
priority list. There are no skiiis which are critically important for me. I go on 
courses because I'm booked on them - only 2 or 3 of them are valid, because 
of the cost. It's taken for granted that you have those skiiis".
4.9.3 Participant Firm 3
"There's a feeling that these skills, making close contacts etc, you are born 
with. You're a club person or not. I haven't been on any external courses (in 
16 years) and never read a book. I did as a student and for my CA 
qualifications but I'm not particularly a people person anyway. I'm not 
interested enough. On a day to day basis, I need technical answers. The other 
is long term development and I'll always go for short term action. My real 
interest is in the technical stuff, not the soft skiiis and it doesn't bother me. 
People actually resent it if you try to change their personality. People in 
business are irrational and don't conform to what I've been told in course notes. 
So what's the point?"
Of particular interest in the views expressed is that technical knowledge satisfies 
immediate needs. These individuals were clearly responding to pressing client needs 
rather than their own long term personal development. They perceive, perhaps, that 
satisfying client's immediate needs is the key to their long term career within the firm.
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There is an implication that in-house courses are considered to be less effective, 
indeed a waste of time, and this is a direct result of inexpe,fenced or incompetent 
trainers on those courses. An interesting theme is the idea that attendees on some 
courses may be "marked down" because they attended the course. It was as if they 
were implying either that they might be tainted by association or that by attending the 
course, they were admitting that they felt that they were not as good at something as 
they should be. As one said,
"it's taken for granted that you have those skiiis - the firm wouldn't promote
you if you didn't have the minimum personal skills".
For the most senior people to admit they did not have the skills could be difficult and 
one participant noted how training courses for partners were often given a different 
name. Such courses might be described as 'advanced' or 'strategic' when they were, 
in fact, little different from the basic course. Participants were clearly not experiencing 
direct pressure to attend courses, per se, and did not see their future development 
through such courses. There was an implication that personal development courses 
are only effective if the participant has the 'right' personality to benefit from them 
{"you're a club person or you're not", "I'm not a people person anyway').
There is also an inference that these courses seek to change participant's personality 
(which is resented) so that they can behave differently with clients (which does not 
work). These are strong criticisms from individuals whom a number of the research 
participants had considered as potential role models within their firm.
4.10 A VIEW FROM THE SALES TRAINING PARTNER
Participants had talked of the increasing importance of sales activity and the increasing 
emphasis that their firms were putting on sales and personal training. Earlier [see 
chapter four, 4.4] was reported the contact made with a partner responsible for sales 
training for his division. The partner, unaware where or with whom the research was 
being conducted, had then commented that:
"If you'd come here two years ago when you started this research, I agree that
here too, you might have found the same enormous mismatch but if you were
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to ask our people now, the mismatch would be much lower because we have 
reacted to attitude surveys, feedback and staff presentations".
Whether this comment was defensible or not, it emphasises the difficulty all long term 
research has in that it might reflect situations which used to exist but no longer exist 
at the time of publication of findings. The partner was thus asked to comment on their 
view of current sales training in their firm. Some of the comments made were:
"One of the causes of success in saies is getting rid of internal barriers. Our
people always have personal issues It's an inner confidence thing. If we
can produce people who are excited with saies, we make progress but to be
excited you have to go over a threshold At university, our people chose not
to be in sales. They wanted learning, expertise, to be less adventurous, not
people centered  They are not salespeople by first inclination. They are
professionals. If they want to get to senior manager, they have to come to
terms with i t   fAost admit at senior ievei that they still feel the same
difficulty".
The comments clearly reflect that he perceived sales activity as difficult ("over a 
threshold","inner confidence"), as less professional, as something professional advisers 
would prefer not to do, as something which conflicts with the personality of 
professional advisers ("less adventurous", "not people centered") and that senior 
people still have the same feelings and difficulties. I wondered what kind of lead this 
sales training partner was providing in changing this situation. When asked how 
effective a salesperson they felt themselves to be, the following comments were made:
"I've got my own prejudices and instincts on selling  I'm not naturally a
salesperson. I've had to work hard at it  When clients know what I can do,
I sell easily. When they don't know me, i'm less successful. Saies is only part 
of what I do".
The partner explained that the division was going through a tremendous program to 
help individuals "develop as people" and this centered on a program which 
concentrated on attitude and self identity rather than skills. Based on figures provided 
however, it would take over seven years before all members of the division's 
professional staff who were eligible for the program had attended and attendance was
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not yet compulsory.
4.11 FURTHER EVIDENCE - THE IMG SURVEY
During the research, two participants reported that they had been asked to submit 
information to a survey of training being conducted by the IMG (Institute of 
Management Consultants) [IMG 1993]. The participants had earlier commented that 
of all professional advisers within their firms, they believed that the management 
consultancy division was the most attuned to sales activity and to personal 
development training.
The survey results were supplied by the Institute and showed that the survey had been 
sent to all IMG members, all consultancy divisions of major practices and to recipients 
of Management Consultancy Magazine (10,720 in all); 2,313 responses were 
analysed. Question 11 of the survey asked respondents to detail how much formal 
consultancy related training days had been received in the previous twelve months, 
under the headings of
^ knowledge of management functions
G consultancy practice and skills
» industry sector knowledge, and
G other.
In all cases, some 80% of respondents had undertaken less than three days training. 
Within the classification "other", some respondents had included marketing, sales and 
interpersonal skills. In this classification, 90% said they had had no training at all and 
the remainder said they had had less than three days.
Interestingly, when asked what training or development the respondent felt they were 
most in need of, the highest response was for selling and marketing skills (18%). 55% 
of the respondents felt that overall, they needed more training. Once again, there was 
an apparent mismatch between what professional advisers were saying they needed 
and what they were actually doing to get it. This was even further reinforced when the 
president elect of the IMG [Gurnow 1995] conducted his own independent survey of 
the response to the need for continuing professional development ( GPD ) amongst 
25 of the leading management consultancies. Gontained within the prescribed
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development of professional staff were many of the skills which were listed earlier in 
this thesis as personal skills [see figure K, 4.1.1]. The research extended between 
March 1994 and January 1995 and its main findings included the following:
1. That professional and personal development are largely seen as unconnected.
2. That few partners consider themselves as appropriate recipients of CPD.
3. That there is little systematic evaluation of CPD.
4. That it is not clear who should provide CPD.
5. That management consultants need to dramatically change their attitude to 
CPD if they wish to maintain their credibility.
Gurnow therefore also reveals, from a much wider research base, the same mismatch 
between the espoused views of management consultancies and their actual practices.
4.12 A POSSIBLE CAUSE OF PARTICIPANT INACTIVITY
It seemed to me that the espoused desire for training was not supported for many by 
attending training courses and many seemed reluctant to spend the time and money 
to secure the training they reported that they needed.
Argyris [1991] has suggested a cause for this based on fifteen years of indepth studies 
with management consultants. These he refers to as "the epitome of the highly 
educated professional" [Argyris 1991, p100]. The learning problem became evident 
"the moment the quest for continuous improvement turned to the professional's own 
performance" [pi 00]. The reason given was that these professionals "were threatened 
by the prospect of critically examining their own role in the organisation ...the idea that 
their performance might not be at its best made them feel guilty" [plOI].
The reaction of these professionals was defensive and accusing. They blamed unclear 
goals, insensitive and unfair leaders and stupid clients. They thus looked entirely 
outside of themselves and asserted that they were helpless to act differently - not 
because of any limitations of their own but because of the limitations of others. 
Argyris speaks of the "doom loop" in which people consistently act inconsistently. 
Their governing set of values he describes as:
1. To remain in unilateral control.
2. To maximise "winning" and minimise "losing".
I^7^
3. To suppress negative feelings and
4. To be as "rational" as possible - by which people mean defining clear 
objectives and evaluating their behaviour in terms of whether or not they have" 
achieved them.
The purpose of all these values is to avoid embarrassment or threat, feeling vulnerable 
or incompetent. The professional's role does not allow for too much failure and within 
their professional firms, they are not in a culture which will support them if they fail. 
Argyris notes [p104] that
"people who rarely experience failure end up not knowing how to deal with it 
effectively. And this serves to reinforce the normal human tendency to reason 
defensively".
4.13 THE DIFFICULTIES FOR TRAINING AND CHANGE
The participants had presented a view that training was a means through which 
personal change could take place. The desire for personal change was seen as a 
reaction, often reluctant, to the partnership's desire for a firm wide, organisational 
change in the sales area. In this respect, training influences can be regarded as one 
facet of organisational change.
Substantial commitment to training departments and training budgets was a reflection 
that all the firms perceived that personal skills training was perhaps the key to 
organisational change. Kahn [1974] says that to change an organisation means 
changing the patterns of recurring behaviour. Shepard [1970] uses the word "culture" 
and argues that cultures are maintained through the operation of self validating 
processes. Changing a culture requires interventions that invalidate old processes, 
and conditions that facilitate the creation of new self validating processes. In the case 
of sales development, the firm's primary intervention was perceived as sales training 
courses, but this was often considered to be inadequate by the professional staff. The 
response of many of the participants in this research was for more and better sales 
training which, they argued, would help them become better individual salespeople as 
well as promoting an effective sales culture within the firm.
Smith and Beck (et al) [1986, p262] consider, however, that changing the behaviour
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of an organisation is "nearly impossible". Organisations, they argue, are not meant to 
change. They are a form of social life that is meant to endure.
Cannon [1932] felt that all social systems are homeostatic, balancing external and 
internal forces. When a group of people work together, they tend to develop 
justifications for behaving in that way and these could be called "norms". Once the 
justification for behaviour is internal to a group, it is very difficult to change it. Many 
organisations are apprehensive about change, and Smith and Beck (et al) provide 
some perspectives on change which, they argue, ensure the maximum opportunity for 
survival of the change and minimal disturbance to the organisation. These are as 
follows.
4.13.1 Organisational Change Perspectives [Smith and Beck]
These are:
1. No-one likes to change.
2. When people want to change, it is because they see the new behaviour as 
being in their own self interest.
3. People change most easily with things they feel they need (rather than being 
told what they need).
4. People change most easily when they have a say in the change.
5. Resistance to change is a healthy reaction which maintains predictability and 
reliability.
6. It is more successful to view the social setting for change as a whole - not just 
selected aspects of it.
It is argued that selected change can be brought about without observable resistance 
but certain dangers may result from this. One is that if resistance is too costly for 
members of an organisation, they may change but only so long as controls are 
imposed. When controls are lifted behaviours will revert. Another danger is that a 
change in behaviour may spill over to areas which were not originally intended. In the 
present study, for example, the need for freedom of action inherent in sales activity 
had unforseen, adverse consequences for the individuals dedicated to sales activity 
(chapter three, 3.10) and ultimately for the organisation.
A third danger is that new behaviours are adopted but without real commitment. Thus
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new behaviours are accompanied constantly by informal complaining and other subtle 
resistances. In the present research, the demand for ever increasing training might 
be seen in this light. Many firms will identify this uncommitted condition as poor 
morale, lack of motivation and other descriptions of a vague malaise. When one is 
dealing with a highly educated and intelligent body of professional advisers, trained to 
spot faults and weaknesses, this difficulty must be magnified.
One form of resistance to change is overt refusal. Most organisations seek to avoid 
this perhaps because they fear they cannot cope with such resistance in a productive 
way. The fragmented nature of a professional advisory firm, the lack of a truly 
cohesive identity and the 'norms' of professional conduct, must all work against overt 
resistance and tend to push resistance into the other categories.
Lewin [1952] is credited with providing the first basic theories for organisational 
change. He argued that before any change process begins, life is going on in a 
dynamic field of forces. This could be described and measured, and individuals within 
the organisation would know and live by the norms, the unwritten acceptable code of 
behaviour for that group. The organisation experiences forces which encourage 
change and forces which resist change. This balance is linked and supported by 
values, customs, rationale, rituals and other activities, collectively called 'culture'.
The forces for change are often trying to improve the organisation and its effectiveness 
but the restraining forces constantly raise questions of stability, predictability and of 
changing too quickly from tried and proven ways which have protected the organisation 
and often allowed it to survive.
Most of the daily work of organisations is restraining and participants in this research 
have identified much of this. Most training in an organisation is aimed at teaching the 
standard required skills in an organisation and is, in fact, intended to tell the individual 
what is expected of them (what values are important, how to dress, how to behave and 
so on). This activity is required for every organisation and will function well until a new 
force intrudes which cannot be accommodated. Change takes place when the field 
is reorganised into a new state which incorporates the new force.
Lewin argued that the period of change when an organisation is 'unfreezing' and 
'refreezing' is a critical one. If it is 'unfrozen' too long, it disintegrates. If it 'refreezes'
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too soon, no new behaviour will occur and it will revert back to what is was before. 
For organisational change to take place then, many people must complete the change 
process and in the appropriate time frame. Ottaway [1980] suggested a number of 
change agents which he described as:
1. change generators (unfreezers)
2. change implementers (changers), and
3. change adopters (refreezers)
and it was interesting to see how these might be applied to the present research in the 
light of the participant's comments.
4.14 THE ROLE OF CHANGE AGENTS
Change generators have the initial task of creating a feeling that change is needed. 
Often they are outside of an organisation. Business consultants, retiring personnel, 
research analysts, even client forums may all act as change generators. In essence, 
they are saying that something is not working and that some change is necessary. 
Books and articles may be written where the issue is raised. Beneficiaries of the 
change are important in this process and if this group becomes large or powerful, the 
system unfreezes. Unfreezing may happen very quickly or it may take a long time. 
In the case of the firms in the present research, one of the strongest forces for change 
was the recession of the late 1980s and the oversupply of professional advisers which 
had been growing for some time. The growth of 'consumerism' throughout the 1980s 
shifted more power into the hands of buyers of professional services. Increasing 
computerisation meant that many tasks could also now be handled by clients in house. 
The immediate potential beneficiaries of change were the firms' partners whose profit 
shares were tumbling and who increasingly held each other accountable for revenue 
production. Mackay [1993 p5] notes that:
"serial killers are on the loose, hacking away at every personnel roster in the
land. For the first time in history, it's happening in professional ranks too....
partners in major law firms who were sure they had lifetime guarantees are 
being let go. They thought that being skilled professionals was enough, but it 
isn't anymore .... if it can happen to them, it can happen to the rest of us".
IMS
Once the organisation realises a need for change, however reluctantly, change 
implementers surface. External implementers may be invited in, often to provide quick 
solutions. My appointment as a full-time sales trainer might be seen in this light and 
was quite unique at the time. Concurrently, throughout the firm and in other firms, 
there was a growth in the use of external trainers, especially in business development 
areas. In Lewin's, terms, the firm was hoping that someone would quickly solve the 
problem for them.
The largest group of implementers are internal, often in personnel functions, trainers 
or planners, charged with the specific and long term job of implementing change. 
These will often have a previous career with the organisation and may have a 
figurehead (Director of Quality or Business Development Partner). This can cause 
conflict as these individuals are part of a system with responsibilities to both maintain 
and change it. Lewin argued that at this stage, trainers may be training people into 
a new behaviour which is not yet transferring to the work situation where old habits 
prevail. For change to occur, the new behaviour has to be adopted into the day to day 
behaviour of the organisation and the individuals in it. This is the task of the final 
group of change agents - the adopters. The first adopters try the change in their own 
areas or groups. It is important for success that the change agents accept the change 
for themselves and it is important for organisational change that the early adopters are 
well regarded in the system.
Lewin's description of organisational change agents aptly describes my own 
experiences within a professional firm. This had led to some frustration and to the 
creation of short term development programs to supplement existing courses. At that 
point, it was only possible to influence individual partners to undertake programs within 
their own groups. Many others partners observed activity but did not commit 
themselves to it.
Lewin felt that it is not until those who run the organisation on a day to day basis 
commit to change that the system refreezes. Often there is still a low commitment to 
change and a high commitment to old behaviours. If the change is aimed directly at 
this group (in this instance the professional advisory staff) it often fails unless felt 
needs are present, implementers have done their task and a senior adopter is present. 
Once the change is adopted, a further group (in this case the firm's clients) will need 
to approve and support the change for it to continue. To facilitate this, the professional
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firms have shown themselves to be far more willing to ask clients what they want and 
to undertake some formal client surveys.
4.15 ATTEMPTS AT ORGANISATIONAL DEVELOPMENT
Organisational Development (OD) is one of the best known applications of Lewin's 
change concepts. Schein [1969] suggested a seven step strategy for OD which he 
called "process consultation" and a three phase, three week program of process 
consultation has been implemented by one of the firms involved in this research. This 
was centered in the management consultancy division using internal professionals 
from the training department. It was highly regarded by those who had attended 
(including one of the research participants) but was only able to accommodate a 
limited number of individuals each year. It was also suggested by one of the training 
managers who had been responsible for its implementation, that when first introduced, 
its change concepts were too radical for the firm's culture and it had caused the 
alienation and later departure of a number of attendees. The program had thus been 
brought more into line with current norms. Grinder [1993], reflecting on his 
interventions with the Rank Xerox salesforce, had also commented
"it was my impression that the people in there were looking for quick and easy 
tricks and had no appreciation of the philosophy underneath it in terms of 
empowerment..... one typical result was that the people would go back to their 
corporations only to find out that they were now completely alien to the culture 
they came from".
A further problem of the process consultation program was that it was provided by 
professional trainers who were not themselves professional advisers. Nor was there 
a career progression into the main stream of the firm's activity for most of the trainers. 
They were thus sometimes perceived as operating within a different culture, separate 
from the main body of the firm.
A third issue was that the focus of interest for the trainers was the provision and 
development of the process consulting course rather than business development for 
the firm. The firms had wanted a 'quick fix' and were being asked to undertake an 
organisational change by a group who were perhaps perceived as more committed to 
the change process rather than the organization long term.
IM 7
A fourth issue was that having created a process consultation program at great time 
and expense, there was sometimes a reluctance on the part of the trainers to change 
the program or to question its efficacy. The coursS infact had grown from four days 
for each participant to a three stage, three week course spread over a year. The 
program was thus improved from the trainers perspective but professional staff had 
less opportunity to attend it unless training staff numbers were increased. Plato asked 
"who guards the guardians?". It might also be asked "who changes the change 
makers?"
4.16 CONCLUSIONS
This part of the research suggested that for its participants, the emphasis on technical 
development still vastly outweighs that of personal development. It also revealed that 
despite many initiatives within the firms, the participants were personally receiving little 
direct training in personal skills especially sales and business development although, 
as might be expected, variations existed between and within firms. It also revealed 
that many participants were not personally committed to the need to pursue their own 
development and this was described against the background and processes of all 
organisational change. Chapter three has suggested some current organisational 
'norms' and these are reflected in the amount of time, effort and money the firms and 
participants were directly spending on their personal development. Many participants 
seemed aware of the need for organisational change but this process is hindered by 
their lack of personal commitment.
I made contact with an organisation which promoted the Dudley and Goodson 
seminars in the UK and the director of this had suggested that call reluctance 
remedies work best with those who are sufficiently motivated to want to do it. He had 
argued that within the United Kingdom, there is far less of the culture of self 
improvement which is found in the United States. He had further argued that there are 
major problems with the "imposter condition" with professional people. His comments 
were that " neither behavioural or selling skills training is going to be fertile in those 
conditions. You are facing a deeper, personal problem. The only possible solution is 
to first change the mind set of the most senior management of those organisations". 
It was clear that he felt that this "deep cultural problem" was supported by the general 
views of professional firms and that these reflected the "kind of people they are".
He was not surprised that many participants were not, therefore, availing themselves
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of such training as was offered and were not committed to providing personal training 
and development. As they described their attitudes and activities, many research 
participants also became aware of this anomaly. One participant referred to it as 
"excusitis". When pressed as to why "excusitis" existed, this participant reverted, as 
many others did, to an argument that had been also presented in the pilot studies, that 
such training was not likely to overcome his "limitations of personality". Others had 
put it this way:
"Selling just doesn't come naturally to me". 
"It's just not my nature".
"I haven't got the flair".
"I'm not a natural salesman".
"I'm not the cocktail party type".
Some participants seemed to be implying, again, that organizational change and 
training initiatives would be insufficient to eliminate their sales reluctance because their 
personality would always work against such a change. They used words such as 
"innate" and "born" to imply that somehow their sales reluctance was part of their 
natural self identity. It was part of the research aim to explore this aspect more fully.
At this point, however, I now viewed my role as an internal sales trainer in a different 
light. I had begun my involvement with professional advisers by accepting that their 
demand was for sales skills training. For some this was true but for the great majority 
the real challenge was to foster their willingness to be involved in sales activity in the 
first place. I now saw that the courses I ran were more a sales exercise than a 
training exercise. To paraphrase Weymes [chapter one, 1.6]; I needed to acknowledge, 
within and outside of the courses, that personal confidence was the foundation on 
which all other skills are built. All the trainers hard work will come to nothing if the 
attendee leaves the course feeling that they can't ( or won't ) do it. I too had been 
playing a game in which I did not openly confront the system with my concerns and 
continued to provide the kinds of courses which the professionals said they wanted but 
whose effectiveness caused me disquiet.
On reflection I argued that my courses increasingly sought to address the attitudinal 
issues of participants through humour, active support and some therapeutic 
intervention but I had no control over who attended the courses, limited time during
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them and limited access to participants after the courses ended. My introduction of 
longer term programs, as opposed to short courses, was, perhaps, an 
acknowledgement of this perceived duality of role - that of trainer ( skills developer ) 
and that of salesman ( persuader and supporter ).
4.17 CHAPTER SUMMARY
This chapter explored sales activity and sales reluctance from the perspective of 
training. It began by moving away from a phenomenological perspective and 
quantified the nature and amount of personal development training which the firms 
were providing. The participants were shown to be part of a system in which the 
likelihood of receiving personal development training was less structured and less 
assured than for technical training. It revealed a large public commitment to personal 
development training by the firms which was not always translated into equal and 
ongoing individual access to this training. It also revealed that participants were often 
not availing themselves of such training as was available, nor did the largely seek to 
fill their perceived inadequacy by undertaking their own self development.
The resistance to sales training, and particularly to sales activity, was not explored by 
the firms and thus counter measures were not considered. Those individuals with 
training responsibilities revealed a culture which was not clearly supportive of the need 
for personal development training and this reflected the difficulty many organisations 
have in truly accepting the desire, not just the need, for change.
A group culture is the sum of the individual attitudes within the group. This chapter 
reflected, therefore, something of the willingness of professional advisers towards their 
own change and development. The next chapter explores this aspect more fully.
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CHAPTER FIVE A STUDY OF PERSONALITY INFLUENCES
5.0 INTRODUCTION
The participants in this research had suggested that individually, and as a group, they 
were generally not suited to selling. They also argued that they had chosen to 
become professional advisers because of their personality and that the act of operating 
as a professional adviser supported and strengthened their sales resistant personality.
I suggested earlier in this research that organisational and training influences do tend 
to support the development of desired behaviours and activities. It could also be 
argued that only those who are comfortable with this would choose to stay and seek 
career progression within an organisation. Within the firms, however, there were many 
individuals who appeared to be successful business developers. Also the firms 
themselves were large and successful. It was clearly unacceptable to put all 
professional advisers into the same personality grouping and assert that all of this 
group were unsuitable for all sales activity.
When, during the pilot studies, participants had been asked what specific traits were 
hindering or supporting their sales activity they became vague and sometimes 
contradictory. I felt that one of the problems was that they did not have a language 
with which to adequately detail and describe these issues of personality and for this 
reason I had explored the literature on personality. This highlighted that the desire to 
study the influence of personality on the participants' sales reluctance was not a simple 
undertaking and some understanding of personality and personality theory might show 
why this was so.
5.0.1 Views of Personality
Personality is generally considered to be the distinctive character or qualities of an 
individual. It reflects, therefore, the self identity of an individual and will be some 
indicator of their reactions and behaviours [Murray 1938, Goffman 1959, Gordon 1963, 
Maslow 1970, Argyris 1985, Loevinger 1987, Hampson 1990, Phares 1991, Collett 
1993]. The 'persona' is one aspect of the personality, derived from the latin word for 
an actor's mask, and thus allowing that different persona might be presented under
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different circumstances or in different surroundings. More frequently the term 'trait' has 
been used to describe elements of personality. Allport [1936], for example, catalogued 
over 18,000 different traits - some physical, some behavioural and some moral.
It is generally accepted that most individuals tend to present a fairly regular pattern of 
responses, or traits, to their environment and this is categorised as their personality. 
This bundling of traits is not new; the Greeks wrote of four major personalities (the 
phlegmatic, the melancholic, the sanguine and the choleric) based on two parameters 
- stability/instability and introversion/extroversion. Others [e.g. Kretschmer 1925] have 
proposed a personality division based on body types. Freud shifted the emphasis from 
the physiological to the psychogenic. Personality theories which have been presented 
since tend to share two major emphases:
I that every individual is unique because of their specific combination and degree 
of characteristics or traits, and 
I that each individual shares common characteristics or traits with others.
Two phenomenological approaches to personality are Rogers [1961], self theory and 
Kelly's [1986], psychology of personal constructs. These have in common that the 
personal experience of events is the most important aspect of human nature. Both 
propose that we are our own best experts on ourselves and also that we have unique 
ways of looking at the world. To Rogers the self is the ongoing sense of who we are 
and of why and how we choose to react to the environment. Choices are made on the 
basis of values and values are also part of the self. 'Self actualisation' , for Rogers, is 
the genetically programmed drive within human beings to become themselves and a 
condition of this is the need for self regard or 'self esteem'.
One difficulty with this is that conscious experiences are private and subjective, which 
brings into question the validity of forming theories in these terms. Also self 
actualisation cannot be observed or measured, neither can it be proved or disproved. 
The argument was presented in chapter one, that to see behaviour which is deemed 
as positive striving is not necessarily an indication of self actualisation at work. 
Likewise to see behaviour which is deemed negative is not necessarily an indication 
that self actualisation tendencies have been blocked or frustrated.
Self actualisation could also be an acquired rather than an innate need; found in some
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individuals but not all. Phenomenological theories also do not predict the sorts of 
traits, abilities and interests which individuals will develop.
5.1 THE PARTICIPANTS' PERSONAL SKILLS
I argued earlier, that my perception as a sales trainer was that many professional 
advisers seemed to possess all the traits necessary for a successful sales career with 
the exception of their own attitudes and beliefs. Further, that these attitudes and 
beliefs could be changed, indeed needed to be changed, if participants wanted to be 
comfortable with sales activity.
I began to question whether the participants' entire 'personality' needed to be changed, 
as they seemed to be arguing, or whether it was specific traits which were commonly 
causing the difficulty. The end result of many psychometric and personality tests was 
to group individuals, typically into one of only four groups. These lumped all of the 
respondents' traits together under one title (analytical, shaper, mover, chairman etc) 
and affirmed whether the respondent was suitable or not for certain activities. In all 
of these tests, technical people (including accountants and tax advisers) are 
considered unsuitable for sales activity. I felt, however, that this was just too wide a 
statement. The participants were highly successful, capable, educated and intelligent. 
Why could this not be supportive of sales activity? They often performed well on sales 
training courses. Why not in real life? Were they totally unsuited to sales activity, as 
they sometimes stated, or was it only certain aspects of their personality which worked 
against their involvement?
During pilot studies I had evaluated the LAB profile and decided to use it at this point 
in the research. The LAB profile does not profess to provide a classification of 
personality as many psychometric tests do. It suggests that at this moment, in this 
context, an individual responded in a certain way to a question seeking illumination of 
one trait. This can provide a useful basis for understanding the individuals current 
position and help in establishing rapport with them. In the research context, it could 
be the basis for eliciting more information as to what might be supporting the position 
taken and how this might be generalised to other situations or contexts. As such it is 
far more in keeping with the phenomenological approach adopted in this research. It 
does not profess to cover all traits within a personality profile rather it is centred, as 
will be shown, on the main traits or meta programs [ see Cameron-Bandler 1985,
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Bailey 1991], which are consistently presented, albeit under a variety of names, in 
many trait profiles.
I planned, therefore, to LAB profile the participants in individual interviews and to 
discuss at length with each participant, the results it suggested. The LAB profile is, 
however, a subjective analytical tool (see 5.3). The LAB recordings cannot be 
divorced from the individual administering the profile and I felt, therefore, that my own 
profile should be presented as a background to the markings I made and to the areas 
of consideration within the whole research project.
5.2 THE RESEARCHER'S OWN LAB PROFILE
My own LAB profile had been done some time previously by a trained LAB practitioner. 
It had been completed before I had studied or learned to administer the profile. It was 
done before any of the present research was undertaken. It thus represents an earlier 
attitude to work rather than a later attitude to research and this while as an employee 
and sales trainer.
The positive implications, as I perceived them, for this research were a strong 
tendency to proactivity and goal centered behaviour, the ability to move outside of 
procedures, an interest and concern for other people, an ability to work independently 
and a willingness to listen to others. It supported the choice of a phenomenological 
methodology. The negative implications for research activity in particular, appeared to 
be a tendency perhaps not to fully accept problems, a tendency to shut out 
contradictory or unwelcome opinion, a tendency to avoid too great a detail and a 
tendency to make decisions quickly. It was considered a good profile for 
entrepreneurial, goal focussed activity (eg sales) but clearly raised some issues for 
research activity.
As a result of my own profiling, I determined to make the l_AB profile sessions as open 
as possible to participant observation and discussion, to record all profiles and to seek 
expert confirmation of the markings. One difficulty was experienced with this. The 
profile was created by an American and tested on Americans. Details of the original 
test groups were not available. It has been used extensively since, however, in 
Canada and France but no data exists for British populations. Any comparisons made 
are thus with the unclearly defined US population and this may provide some
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inaccuracies. Further, the creator of the profile had agreed to provide detailed 
descriptions from the database and to describe and explain the history behind the 
questions and the profile. Plans were underway for indepth meetings to be held in the 
US headquarters of the Institute, now in Dallas, Texas. As the research progressed 
however, communication began to diminish for reasons which were unclear. The 
research was not seeking, however, to make statistical comparisons between differing 
populations. It was seeking to provide a process and a vocabulary which would help 
the participants to explore aspects of their personality and the influences these might 
have in their sales activity.
5.3 LAB PROFILE VERIFICATIONS
A total of 35 participants were available to be profiled. All profiling was undertaken in 
personal interviews in private offices within the firms and recorded on tape. As a 
check of consistency in administering the profile, the first three profile recordings were 
sent separately to three recognised experts and trainers in the application of LAB 
Profiles. These were:
1. Mr Rodger Bailey, Montevideo, Uruguay. Creator and developer of the LAB
Profile and Director of the Language and Behaviour Institute.
2. Ms Shelle Rose Charvet, Ontario, Canada. Trainer and consultant of LAB
profile throughout North America.
3. Mr Brian Van der Horst, Paris, France. Trainer and consultant of LAB profile 
throughout Europe.
All three were asked to mark the profiles and to provide a critique of my application 
of the profile as they heard it on the tape. They each make their living not only from 
teaching LAB profile, but also from using the profile in assignments related to 
personnel selection. Their method is to create a profile of the ideal candidate for a 
particular position and then compare this with the profiles of incumbents and 
applicants. In this way they report large reductions in turnover of personnel, improved 
performances, higher morale, and so on.
Despite repeated attempts, no markings were provided by Bailey, the creator of the 
profile and eventually all communication with him ceased. The silence was 
disconcerting but as Salmon has commented:
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"given the erratic way in which creative work proceeds, PhD students need to 
allow for the unexpected" [Salmon 1990, pi 10].
Both Charvet and Van der Horst thankfully returned their profiles and it was decided 
to continue with them alone. Their returned profiles are compared with those of the 
researcher in Appendix 8 where it can be seen that some variations in markings 
occurred. The words involved and the concepts behind them are described more fully 
later in this chapter.
5.3.1 LAB Profile Variations
There was complete agreement between the three markings only three or four times 
in the twelve markings for each profile. It is accepted that some are fine distinctions 
but each marking is expected to reveal one single comment from a respondent so that 
there were times when one profiler heard one comment but another heard two 
comments which validated a marking. There are some occasions, however, when the 
markings are in opposition and these would have implications in feedback and in 
selection procedures. For example. Proactive/reactive, Internal/external, and 
Options /procedures are important distinctions and could have serious 
consequences if respondents are wrongly categorised. Another consideration Is the 
occasions when one of the expert profilers felt they could not make a judgement (i.e. 
that nothing had been said to warrant a marking). This happened in every profile and 
five times in all.
The implications of each trait are discussed later, but the exercise revealed that I was 
in sympathy with one of the expert profilers at all times but two, when it was more a 
question of degree rather than a difference in perspective. I was not, however, 
paralleling the same expert profiler at all times.
The expert profilers were not asked how or under what circumstances they had 
conducted the profile or how much concentration and effort they had focussed on it. 
Clearly, however, there were some mismatches and they were asked to comment on 
this. Van Der Horst's explanation of this was:
"We have been saying for 10 years that this is not a perfect, nor even always 
preferable, pen and paper profile. There are so many of the categories that
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need behavioural demonstrations for certainty. Behaviour gives you 
indications of ranges, conflicts and predictability. We were listening to tapes 
but we have to see these people to be uniform in our estimations. Obviously 
videos would be better".
Van der Horst thus presents a strong behavioural aspect of the Language and 
Behaviour profile when the creator only acknowledges a behavioural element in two 
of the traits (stress response and attention direction). All the rest centre on reported, 
not observed, behaviour. The results emphasise, however, the subjective element to 
research of this kind. Presented with the same recording, three trained and 
experienced profilers heard slightly different things and marked accordingly. Even the 
quantitative aspect of analysis (how many times did the respondent say one thing as 
opposed to how many times they said another thing) was still open to different 
interpretation. Although the differences were not great, it was further support to the 
decision to make the markings fully open to participants for their own comments.
5.4 THE LAB PROFILE RESULTS
A brief description of the LAB profile has already been provided in chapter two and 
copies included [Appendix 2, Appendix 3]. This section is concerned with how the 
LAB profile is administered - the questions involved, their implications and the 
influence of the profiler and participant. It also presents what the profile revealed 
about the participants in the present research. The profile is based on questions each 
of which elicits a specific motivational or working trait. Three further traits (Level, 
Scope and Attention Direction) are determined from the overall responses of the 
participant.
It needs to be understood again, that the profile is considered to be time based and 
contextually influenced. This is to say that respondents' comments relate only to the 
context of the questions (in this case their working environment) and to the present 
moment. Responses can and do change with context and over time. The mood of 
the moment may influence responses. Such, of course, is the case with all human 
research. Unlike many psychometric tests however, the profile acknowledges that we 
are different people in different circumstances. It also promotes that each individual 
trait 'stands alone' from the rest. Many psychometric tests tend to lump several 
behaviour patterns together under a single label. Using general terminology a 'typical'
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accountant may be described as reactive, procedural, precise, pedantic, unemotional, 
detailed, careful, introverted and so on. The LAB profile acknowledges that such 
bundling is not acceptable and individuals can diverge from this oversimplification in 
any or all of the patterns described.
5.4.1 Motivation Criteria
The first question asked of the participant is "What do you want in a job?" The 
participant will proceed to list their relevant criteria. Frequently a participant would 
repeat a criterion in different words. These were each counted as a response. Criteria 
fell into seven broad categories. In order of numbers recorded these were:
Work with people - 28 responses
Have interesting work - 28 responses
Able to learn from work - 26 responses
Earn money - 25 responses
^ Develop personal competence - 22 responses
H Be recognised by others - 18 responses
^ Further career - 7 responses.
n
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These could be further summarised in that a combination of interesting work which 
participants could develop competence in and learn from (i.e. personal technical 
development) and working with people and being accepted and recognised by them 
is by far the strongest espoused motivator for most participants.
Participants often wanted to explain a term more fully. For example, although getting 
paid was mentioned many times, the participants made such additional comments as:
'Tm not material"
"I want enough security from the money"
"I want a just reward"
Participants seemed to be indicating that money was not the major motivator. As in 
the pilot study, "reward", "remuneration" and "recompense" were often used in 
preference to the word "money". The low emphasis specifically on career development 
was puzzling. Participants may have been indicating that the completion of successful
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assignments was, in fact, the unspoken path to career development but several felt the 
need to make such comments as:
"I'm not ambitious"
"I don't want to lose my time at home"
"I know you're expected to want to be a partner but
The need for security was mentioned by a number of participants. This seemed to 
extend not only to the kind of security which ensures that bills are paid or that there 
is no shock of redundancy, but also the security which comes from such things as 
familiar processes, familiar surroundings and familiar relationships.
Many participants, in further explanation of this also described the kind of atmosphere 
that they would like to work in. Comments included:
"To feel happy and useful".
"A safe environment".
"Contentment, friendly people".
"To be happy, social interaction and self respect". 
"A sense of belonging and respect".
The emphasis on an equable, less stressed, contented atmosphere was clear, as was 
the desire to have respect, a sense of belonging and to be accepted by colleagues 
and clients. One participant commented:
"I want to work with good people. To work for people. To have 
respect and be respected. I want others to think I'm doing the best I 
could do for them".
It was clear from the comments during earlier group meetings, that participants would 
view sales activity as conflicting with many of the criteria expressed. Even money and 
career development, which have been traditionally used as levers for sales activity, 
were shown to have less appeal for the participants than interesting technical work, 
the opportunity to learn more technical skills and the respect and recognition of others.
The aspects of selling which the 'professional' sales practitioners had earlier
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commented on (see chapter three, 3.11) such as "freedom", "making money for the 
firm", "getting paid more than others" and "doing what one likes when one likes" were 
never mentioned by these participants as being attractive or motivational. No 
participant ever mentioned any aspect of sales activity as a criterion for the job - an 
interesting situation when one considers that the raison d'etre for their participation in 
the research and discussions at previous meetings had centered almost entirely on 
sales and business development.
5.4.2 Motivation Direction
The second question in the LAB profile is a continuation of the first criteria question. 
Choosing the first three criteria, the participant is asked for each one "what will 
having [that criterion] do for you?" An alternative version of this question, which 
proved easier for participants to understand, was "why is [that criterion] important 
to you?"
The objective is to elicit from the responses whether participants tend towards goal 
centered thinking [towards] or problem centered thinking [away from]. Some 
examples of participant responses are:
•  Towards thinking
I'll get a good appraisal
I'll have a nice car, more holidays
I'll travel more
•  Away from thinking
I'll have the comfort of bills paid 
I'll reduce my mortgage 
I wont get bored.
Of course, some participants would make both towards and away from statements and 
it is then the role of the profiler to judge which approach is more dominant and mark 
accordingly. Four participants recorded equally towards or away from responses. All 
the others had more responses one way or the other.
The comparison between the participants and the general population responses are
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shown for the entire LAB profile in Appendix 9.
The participants thus seem more inclined to the away from trait in comparison with the 
general public. Away from people are considered by the LAB institute to be avoidance 
oriented. They tend to see problems and are energised by avoiding them. At the 
extreme, they may have difficulty maintaining a long term goal because they see only 
the difficulties. Their natural stance is to find the fault although some faults may, in 
fact, be obscure or very minor. When this was presented to them, some participants 
made explanatory comments, as for example:
"Well we're paid to find the probiems for the ciient - before the client". 
"I can accept that - its my training".
"Clients have to respect our judgement - we have a professional 
responsibility to 'keep them out of a hole'".
Certainly the earlier research had revealed that the participants receive a lot of training 
in the acceptable technical and ethical approaches of problem finding and solving. 
Most participants, however, seemed very comfortable with these. Those participants 
who had recorded strongly towards traits recorded some interesting comments which 
implied that their interests went outside of their work for their firms:
"I want to enjoy my life
"I have aspirations. I want to do things"
"I have limited time, I want progress - to achieve my goals".
Many of these also expressed dissatisfaction with the nature and requirements of their 
work within the firm.
"I feel ripped off here - others are getting undue benefits"
"I want to see my son, my [spouse], my friends, my garden.
"I want to do what I want to - just try it".
There seemed in these comments to be a reiteration of the attraction of freedom ( at 
least of choice ) which the professional business developers had commented on. 
Many participants however have already spoken of the dangers of sales activity. The 
implications are that the difficulties associated with sales activity and the internal
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reactions to sales activity detailed in chapter three will act as a very strong deterrent 
to away from people. Further, that the towards participants have goals which do not 
include sales success or even, perhaps, business success.
This away from situation was perhaps best exemplified by the action of one participant 
who began and ended their LAB profile session by stating that they did not believe that 
psychometric tests are "any good". It transpired that this participant had never ever 
taken a psychometric test of any sort, had never read or researched about testing and 
did not know the names of any of the commonly used tests. Nevertheless, they felt 
that
"you have to be careful. So much can go wrong with them, can't it? People
finish up in the wrong box. I wouldn't like that".
A second participant who had recorded quite a strong towards tendency, admitted 
nevertheless to being highly negative towards sales activity within the firm. Later, this 
individual developed an interest in the multi level marketing of household products and 
cleaners. The comparison between the attitudes within the firm and outside of the firm 
could not have been greater. The participant spoke enthusiastically of meetings and 
lectures, tapes they had listened to, the contacts they had made, their bright future and 
the excitement of being involved in this sales activity which was all conducted outside 
of the working day. They spoke about when they would leave the firm to pursue their 
sales activity full-time and what they would achieve from this. Their view was that it 
was now
"ail for me - nobody else. It's my future, isn't it".
The LAB Institute has implied that towards people are always towards, away from 
people are always away from within a given context. Here was a case of the change 
in context allowing a dramatic change in behaviour and attitude. The skills required 
for behaviour in each context were very similar and the participant was clearly willing 
to use those skills in one context but not the other. They perceived that it was to their 
advantage In one situation, where interestingly, there was reportedly only support and 
guidance for sales effort as well as success, and not in the other, where there were 
strong sanctions against failure.
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5.4.3 Motivation Source
The third question in the LAB profile concerns the source of confirmation for an 
individual's actions. It is elicited through the question "how do you know that you 
have done a good job?"
The responses from the participants tend to fall into two patterns, internal individuals 
have a sense within them that something is correct or proper. They do not seek, nor 
do they need, external advice or confirmation. Internals usually decide for themselves 
and are motivated when they make the decisions. They take in information but 
evaluate it to their own standards. Internal comments included:
I feel better something inside.
It meets my own criteria.
I know because I know.
I have internal feelings.
Externals on the other hand, need and welcome the views of others. External 
comments included:
You get feedback from your clients and colleagues.
I get a good appraisal.
The client thanks you.
I'm told in a big way by a lot of people.
Of course, again some participants made answers which incorporated both stances 
although sometimes an apparent answer can be misleading:
Colleagues and clients confirm what I already know.
You get a pat on the back - which is not always sincere.
You don't - you get told but it's not necessarily so.
The latter three responses indicate an apparent external approach which in reality is 
underlain with a strong internal approach.
The participants were more internal as a group than the general population and it is
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interesting to note that the LAB institute consider that successful selling is 
predominantly an external activity (i.e. giving people what they want and in the way 
they want it rather than what you feel they need).
It is interesting to compare this with the earlier comments of participants as to what 
changes they perceived in their colleague in a sales situation. Some participants had 
recorded that some colleagues in a sales situation had clearly wanted to please - this 
they described disparagingly as "sales mode" and had used expressions such as 
"creeping" and "sucking up " to describe it. One participant had commented:
It could be dangerous to see the other person's point of view too much 
of the time -now if we're ail highly credible and selling things we know 
ought to be sold, it's ok.
It was interesting that no participant, when asked what selling involves had affirmed 
that selling was helping people to get what they want. Instead they phrased it thus:
It's persuading them to buy something they don't want.
It's convincing someone to want something you've got.
Many of the participants clearly reflect that they have made an internal decision as to 
what clients really want or need. Much of the training of an 'expert' must be directed 
towards ensuring the right decision, the défendable position and many participants had 
stated that one of their major fears was to be asked a question they could not answer 
or, even worse, to have given the wrong advice to a client. Of course they have to 
listen to client demands as part of their professional service role.
The LAB institute contends, however, that internal people will have a tendency towards 
expert, authoritative occupations. The dilemma is that whereas this may be perfectly 
acceptable and even necessary in the technical role of a professional adviser, it is 
perhaps less effective in the sales role. Of course the participants did record many 
external responses and do listen to others in the work context specifically, however, 
this is more likely to be if it is the views of a senior or authority figure. Also, the LAB 
Institute would contend that in order to learn, an individual must be willing to exercise 
an external approach. The individual has to be willing to listen and at least consider 
an alternative point of view before progress can be made. It is interesting, therefore.
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to reconsider the participant's responses to personal development training discussed 
in chapter four (e.g. 4.9.1, 4.9.2, 4.9.3):
7 need certain skiiis, but those (personal development) books are a 
waste of space. Management theory is an arcane subject".
"It's not [useful] because I don't want to change ....  I know how to
interview somebody".
5.4.4 Motivation Reason
The fourth question is "why did you choose your current Job?". It seeks to elicit 
whether respondents tend towards an options or procedures approach.
Options people will answer the question as it was asked and will often give a number 
of reasons which influenced them. Some examples were:
I'm interested in technical work.
It offered a good way into interesting business.
It was a way to be respected and be trained,
it was a good opportunity for a woman.
Procedures people will answer the answer as though it had been phrased "how" did 
you choose your job - i.e. they will detail the steps by which certain events occurred. 
Some examples were:
It was really chosen for me at school.
I was offered the job as a student and I accepted.
I didn't choose it. I fell into it. it was a logical continuation.
Friends and family influenced me to apply.
The LAB Institute feels that Procedures people are motivated to stay with the known 
ways and procedures rather than developing new options. They will also be more 
likely to allow established procedures to control them rather than seek to change them. 
Options people often have difficulty following procedures although they are good at
developing them for others. The Institute also feels that while the professional
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advisory role often requires a procedural approach, the professional services sales 
role (e.g. consultancy) requires a much greater options approach.
The participants were slightly more procedures as a group than the general 
population. The LAB institute would argue that sales people tend to come from the 
options group of the general population but that the approach of procedures people 
to the sales situation is likely to be a desire for predictable and accepted situations 
and solutions. This would be incompatible with a more creative, consultancy 
approach. The earlier comments of the professional sales person (chapter three,
3.11) with regard to the appeal of process and methodology seems to reinforce this 
view.
5.4.5 Motivation Decision Factors
The fifth question is an attempt to understand how much change an individual 
welcomes into their life. The question asks the participant to describe "the 
relationship between your work this year and last year?". The word "relationship" 
is purposely vague as the participant will instinctively evaluate the similarities or 
dissimilarities between the two times. The LAB institute considers that individuals who 
prefer great change in their lives will think and talk primarily in terms of the differences 
which exist (Difference). Those who seek little or no change will think and talk only 
in terms of the similarities (Sameness). Between these two lie groups of individuals 
who want primarily less change but some variety (Sameness with exceptions) and 
those who want more change but still with stability (Difference with exceptions). 
The Institute records that its data suggests task clocks - a period of continuous work 
stability which satisfies the individual concerned. Their guidelines are:
Sameness 6 - 25  years
Sameness with exceptions 5 - 7  years
Both Sameness and Difference 2 -4  years 
with exceptions
Difference with exceptions Up to 2 years
Difference Up to 12 months.
The professional services profession is one in which historically, it has been difficult 
to move too often and too quickly. Career ambitions were reached by achieving 
partnership within the same firm. It was then unusual for a partner, who had often
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financially invested in the firm, to move save in exceptional circumstances. The 
participants recorded a greater tendency towards sameness and sameness with 
exceptions. There were no difference responses at all.
This was a question which revealed some discrepancy between expert markers with 
Van der Horst consistently hearing a greater difference emphasis than Charvet or 
myself. Participants all tended to use the expressions "more of" or "less than" when 
describing the relationship of their work.
Some were clearly predominantly Sameness with exceptions:
It's broadly the same.
I go out and do it now.
I've developed more skills.
Difference with exception comments included:
It has changed a great deal.
It's different now.
I've changed a lot.
The implications for this study are revealed in the general descriptions of the 
Sameness trait.
You like situations to evolve over time. You want things to get better, 
to improve ... [Sameness with exceptions]
You react poorly to situations that change or are in a state of flux ... 
[Sameness] [Bailey 1992, p58].
This can be compared with participants' comments during group interviews regarding 
the sales situation.
/ agree that when you get into that sales situation, almost invariably 
there's an adrenalin surge - the apprehension one where you're not 
necessarily confident of the product or service or the proposition you're 
selling.
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Many of the participants clearly find the sales situation to be one where stability and 
predictability has been diminished and this they find disconcerting.
5.4.6 Motivation Level
The final marking in the Motivation traits section of the LAB profile is the division 
between proactivity and reactivity. There is no question for this. The profiler listens 
to the general language of the participant to hear how often the participant indicates 
that they took control, initiated action or continued involvement in an activity as 
opposed to how often the participant records how they were influenced directly by the 
actions of others. Some examples are:
We worked as a team. The partner really controlled everything. 
[Reactive]
i just went out and did it. i would have left if necessary". [Proactive] 
I've been taught what to do and how to do it well. [Reactive] 
i'm lazy, I need pushing. [Reactive]
They need to do something about it. [Reactive] 
i  just pushed it through - you had to. [Proactive]
The LAB institute argues that all individuals have both proactive and reactive 
tendencies depending on the circumstances. They recommend that both traits be 
marked during profiling but that one trait will probably dominate. Such proved to be 
the case. The participants in this study were regarded as far more reactive than the 
general population but this should be tempered in that expert marking revealed a 
tendency for me to see slightly more reactivity in participants responses and also, for 
simplicity, I was only using the two scale (proactive/reactive) as opposed to the five 
scales in the LAB profile descriptions. These summarise proactive behaviour as:
"You tend to action you tend to act perhaps without considering ...
you are motivated by situations where you initiate. You are likely to 
jump in feet first".
Reactive behaviour is described as follows:
"You tend towards waiting and analysing. You are motivated by
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situations where you get to understand and think about it. You wait for 
others to initiate. You tend to consider perhaps without acting. You 
ask questions and then ask more questions. You are cautious about 
jumping in".
Participants had argued that their training put great emphasis on reactive behaviour 
but the obvious comfort they had with this suggested a predisposition to this approach 
and earlier participant comments reinforce their largely reactive stance. It seemed in 
fact, that much of the participants' sales activity was itself a reluctant reaction not 
necessarily to the needs of the business or natural inclination, but rather to the 
demands of partners and managers. Earlier, for example, a training partner had 
described sales activity as "something they have to come to terms with".
This is an apt description of reactive behaviour. The truly proactive person would 
reveal little reluctance in pursuing an activity which they wanted to be involved in. The 
freedom which earlier participants had described [see chapter three, 3.10] with full­
time sales activity was taken by the individual themselves, sometimes against 
resistance from superiors.
One could perhaps read into requests from colleagues "not to behave like a salesman" 
[chapter three, 3.10] as a request for the individual not to assume sole control of a 
situation, not to "do their own thing".
The price for proactivity, however, can be an increased failure rate and other aspects 
of the individual's personality will determine how persistently proactive they will be 
when faced with possible failure. It was interesting to hear comments from participants 
of various development programs which had been initiated by their firms. Inevitably 
these programs assumed that individuals would actively pursue some activity, often 
for its own sake or for the good of the firm. Many programs faltered due to participant 
inactivity - the excuse inevitably given was that participants were too busy doing other 
things. Implicit in some participants' comments were that while partners, as a group, 
may have been required to be more proactive, many of them were not. They were, 
in effect, asking their employees to be proactive for them with some censure for failure.
Participants frequently commented, however, that failure after effort was not generally 
condoned by their firms and this will greatly impact a naturally reactive individual. The
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partners amongst the participants commented that much stronger pressure was now 
coming on them to be more proactive. This was to ensure, as one described it "that 
we feed the mouths".
This is, again, a reactive statement. There was, however, a problem as to how 
proactive it is possible for professionals to be and what form proactivity should take. 
Even within professional constraints, however, there was much that could be done 
which most participants did not seem to be doing.
For example, one of the full-time sales partners interviewed earlier [chapter three,
3.11], had argued that there were fifteen opportunities a week for dining with clients 
and prospects (breakfast, lunch and dinner, five days a week). He tried to use ten of 
these opportunities and worked consistently to set up these appointments. He had 
made this public knowledge and other participants who were aware of this, were 
incredulous of this commitment. Overwhelmingly, they initiated no such meetings 
themselves, reserving a lunch appointment for major client events such as audit or tax 
period reviews. Some of the participants in this research could not recall the last time 
they had personally initiated a luncheon appointment. Some had never even been to 
a client lunch. They were thus not availing themselves at all of an activity which is a 
common business practice.
5.4.7 Working Style
This is the first question in the working traits section of the profile. In order to explore 
how participants prefer to work, the question is asked "Tell me about a working 
experience that was/had (one of their criteria e.g. exciting, a challenge etc).
Participants will begin to tell a story, often long and detailed. The profiler, however, 
is interested in whether the activity described involved the participant working mostly 
alone (Independent), with others but still with discrete responsibilities (proximity) or 
truly in a team/group situation (co-operative). It is argued that participants will 
choose an experience which most exemplifies their preferred working style and thus 
which gave them most satisfaction.
The participants recorded a much stronger desire for independent activity. One 
description of independent behaviour was:
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Participant: "We weren't getting new business but I got a new ciient. I taiked to
their directors and their tax compliance group and then I [description] 
and then I [description] and then I [description] ...
Researcher: So, how much of aii of this were you personaiiy responsible for?
Participant: Well I guess I did everything".
An example of a more proximity/co-operative approach was:
"We did a project which we knew would be chaiienging. We were really trying 
to sell a business for a ciient and we had to involve them every step of the
way. We divided into teams .... we had a high profile ....  we were very
successful I enjoyed the buzz".
Independent people are considered to work best when left alone. Proximity people 
work best with others around. Co-operative people work best while sharing with 
others. Again the earlier comments of participants supported the recorded tendency 
towards a preferred independent working style.
The implications of this are quite fundamental. Direct selling involves activity with 
other people - and yet the participants seem to indicate that, to a far greater extent 
than the general population they prefer to work alone. This must raise questions with 
regard to their espoused co-operative sales activity; for example, sales teams, 
proposal and presentation task forces, key account teams and inter-disciplinary teams, 
all of which the participants had spoken of and which several training managers had 
suggested were perceived as keys to the firm's future business development.
5.4.8 Working Organisation
An essential part of working in co-operation with others is that the individual likes 
and/or needs the presence and support of others. The second question in this section 
is an extension of the first and asks of the participant "what it is that you iiked about 
the good working experience". The profiler is listening to hear if the participant is 
motivated by pleasing the people who were involved (activity person) or if they were 
motivated more by getting the task or goal achieved (activity thing).
The participants were seen to be more activity thing and less activity person than the
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general population which supports their earlier comments regarding preferences for 
actually doing the work rather than selling work. Some Activity Thing comments 
included:
"It was technically different and chaiienging"
"It was a specific task which was fully completed"
"I had the knowledge to do it"
"It was a new venture and I co-ordinated it successfuiiy".
While some Activity Person comments included:
"People just seemed happy. They had a good reaction".
"It was just so well received. They were excited by it".
"It was seeing people realise a dream"
"The chap expressed thanks and really recognised me"
The emphasis on task was earlier reflected in the training received by the participants 
and supports the view that participants are receiving the training that they most 
particularly wish to receive.
The implication for sales development is that sales is an activity in which the 
salesperson should primarily seek to please the client or prospect. It is a question 
again of providing what people want rather than what the salesperson wishes to 
provide; of doing what the client wants rather than what the salesperson wants. There 
is a difficulty in the professional advisory disciplines in that the client has often 
consulted the professional precisely because of their recognised technical expertise. 
The LAB institute would argue that technical experts, by their nature, have a tendency 
towards activity thing orientation; they are enthusiasts for the specific skills and the 
expertise of their discipline.
It is not necessary that people should like some activity for it to be the right thing to 
do. Our like or dislike of income tax, for example, does not alter the appropriate 
calculations which need to be made or the requirements for its payment. The role thus 
of say a tax adviser, is not to remove the unhappiness some clients may have 
regarding the payment of tax; rather it is to ensure that tax is paid or saved in the 
correct manner, after calculating all valid deductions and within reasonable time/cost
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constraints. Activity thing oriented tax advisers would have no difficulty with this and 
their technical training would support it.
The difference between this and sales activity is that much sales activity is outside of 
the technical expertise of the professional. Pleasing the prospect was described 
negatively by the participants in a variety of ways. The tendency of participants 
towards activity thing creates a confusion because as one participant recorded:
'Tm confused ..... the quality of work is what selis more of our work".
If this is so it explains, in part, the concern which many participants have highlighted 
as to their perceived inadequate technical skills. The whole argument thus becomes 
cyclical with perhaps a certain amount of self delusion as to the real importance of 
personal skills as opposed to technical skills.
5.4.9 Working Stress Response
The question which now follows asks participants to recall an experience which was 
not a good one and asks "tell me about a work project that gave you trouble". Its 
real purpose, however, is to elicit how emotionally involved the participants become 
in recounting the experience and how quickly they can return to a normal emotional 
state. The profiler is looking for variations in such things as breathing, voice quality, 
body language, skin colour, word speed, kinds of words used and so on. This is to 
observe what changes are taking place. The profiler then notes how quickly and 
easily the participant returns to their normal state. Those who present pronounced 
shift in the body functions described and who have difficulty returning to a normal 
state, are referred to as feelings people. Those who tend not to display feelings and 
thus have minimal or no bodily changes are described as thinking. Those in between, 
who have emotional responses but are able to control them and revert to a normal 
state, are described as choice people.
The results were surprising. The participants recorded more markings in the feelings 
area as opposed to general population. This was, in itself, an emotional revelation for 
many participants because, in many instances, their language was clearly controlled. 
For example, one participant commented:
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"Well, we had a problem which we needed to review but we found
that a lot of it was caused by the ciient however they wanted more
 s o  eventuaiiy they shared the issues with us  we did good
work and  and eventuaiiy got praise".
This was spoken with the following recorded actions which had not occurred before:
G puts fingers to mouth repeatedly 
G clenches hands
o disengages eye contact
o slight stammer - sh... sh... shared
^ sighs, breathing shallower and higher.
It had been expected that accountants and tax advisers would be more thinking as 
their reputation has tended to be one of the unemotional accountant. A number of 
participants in the pilot study had also exhibited a tendency towards a thinking state. 
There were some participants who initially fitted this stereotype but most quickly 
revealed their underlying emotional response.
The implication for sales development is that sales activity has already been described 
as a potentially emotional, confrontational situation in which there is a real perceived 
opportunity for failure. The LAB profile results suggested that the participants would 
be more affected by this than the general population. It raised the question, however, 
as to how professional sales people might respond in the same profile. The institute 
suggests that sales people need to be strongly choice - that is, to be able to feel 
emotion and empathy but at the same time, to be able to control it. This is sometimes 
referred to as ego strength [Greenberg & Greenberg 1990]. It does not consider that 
thinking people are suited to sales activity, because these lack empathy and real 
concern whereas feeling people will become too emotionally influenced by resistance 
and rejection.
It is interesting to note that a number of participants on the earlier pilot work had been 
considered as quite thinking in orientation. Many of the pilot work participants had 
come to the programs and courses for reasons other than a real desire to learn and 
be involved in sales activity [see chapter one, 1.9]. The participants in the present 
research were all volunteers. If any censure existed, it might be argued that in the
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eyes of the participants, it might be for being involved rather than not being involved. 
It could be argued that as such, they might more likely be interested in helping 
someone else and more willing to expose their feelings in a research context. Perhaps, 
also, they might have felt that there was a correct answer to the questions and they 
were unsure if they were providing it.
Dealing with one strongly thinking individual was quite disconcerting and this unease 
developed even more in a later question (see 5.4.12). Researchers have argued for 
the need for rapport in any qualitative investigation but this is often not easily achieved 
and sometimes not even wanted by the participant.
5.4.10 Working Rule Structure
This section is elicited through two questions:
•  "What is a good way to increase your chances of success [at your job]
and
•  "What is a good way for someone eise to increase their chances for 
success [at their jobs]?
The terms "success", "increase", "someone else", "chances" and "job" are purposely 
not defined, so it is left to the participant to assume what these mean and answer 
accordingly. The two questions are actually to elicit how clearly the participant 
perceives and applies rules to themselves and how much the participant is willing to 
apply rules to others. There are four possible markings:
My/My I know or will create the policies and rules for myself and I am
willing and able to let others know what they also should do.
•  My/Period I apply the rules to myself but I don't care about other people 
who should find out themselves.
No/My I need others to continue to tell me the policies and rules and
after I get them, I wiii pass them on to others.
My/Your I know or have rules but I feel it is not right to impose these on 
other people.
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Of these, the Institute feels that only My/My people are suited to sales. No/My people 
can be proficient at sales but need constant strong management. The interesting 
difference was the swing in the participant responses to My/Period and No/My 
responses which indicates a lessening of interest in others and an unwillingness to 
proactively make decisions. The No/My response indicates an unwillingness to demand 
compliance, as others rules are simply passed on.
This question has major implications for the participants' ability and willingness to 
manage and be managed. It could be argued that with the low numbers of participants 
involved at this stage, the responses are too small to be definitive. Nevertheless, the 
question is not indicating whether respondents like other people or wish to work with 
other people It is concerned more with the appropriateness of managing and being 
managed. The results for the research participants reveals a strong tendency to avoid 
independent management and a much greater need to have system rules imposed by 
others. The difficulties of leadership described earlier [chapter three, 3.8] are perhaps 
a reflection of professional advisers' unwillingness to be involved in the management 
of others. Earlier in this section, some participants had commented [see 5.4.1] that 
they did not want promotion if it involved a lot of personal work. They thus avoided 
people management for task management - a task directed and given by others. In 
some cases, the avoidance of management power is directed by a belief that it is 
wrong to impose one's own approach on to others (My/Your) but sometimes it comes 
from a disinterest in what others are doing (My/Period).
Participants recounted many instances where groups within the firm had knowledge 
of a client issue which they had completely omitted to pass on to others. Also, of 
instances where important information was transmitted through a single noticeboard, 
despite the frequent absences of professionals. Participants spoke often of poor and 
inadequate communication from above and from others, but there was often little 
indication that they behaved any differently themselves. During the research, only a 
few participants ever bothered to contact me personally if, for example, they were not 
able to make an appointment. In the best cases, they told the secretary or organiser, 
often on the day itself. In the worst cases, they simply failed to turn up. A frequently 
presented admonishment was that internal commitments should be regarded in the 
same way as client commitments - but seldom was this fulfilled.
In both the pilot work and the main research, there were participants who had come
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to their firms from other firms or from clients. These expressed surprise that virtually 
no-one had approached them to gain information on how their former employer 
operated. In one instance, a participant had moved from a key account client of one 
firm to a position within the same firm, working near to the service team for the key 
account. No-one had come to talk to them about this despite the fact most firms 
argue that they need to know their clients better - one firm describing this as a 
"ServicePlus" approach. At the same time, of course, they had done little to present 
their inside knowledge themselves.
Some participants argued that there were enough rules for them without actively 
seeking to find others but the question goes beyond mere rules. It is an indication 
of how focussed individuals are to the need for personal and group control. The 
question actually asks respondents to define what controls are in fact needed, to see 
if these have been clearly defined and transmitted. Many of the participants' 
responses in this area were seen to be quite vague, such as:
"We need to increase things"
"I’m not sure, tell me the answer"
"I need to keep my mouth shut and have a social circle"
"I need to be more conscious of where success is generaiiy".
It could be argued that the participants were being circumspect rather than vague; 
that even if they had clear guidelines for themselves and others, they might have felt 
that to express these was somehow not the right thing to do. If this were true, it 
reflects, in itself, an interesting state of affairs in which to work. The participants were 
not being asked to say how wonderful they might be, only how they might get better 
at what they did. If, as was revealed earlier [see 5.4.3] some feel that they cannot get 
any better at what they do personally, there was still opportunity to define what others 
could or should do.
It seemed that many participants had really not thought about this issue at all, despite 
the fact that most of them were in management positions within their firms. This was 
reflected in their uncertain and vague language. This vagueness may be compared 
with the clarity of language used by participants elsewhere and it is the clarity or 
vagueness of language which is used to mark another trait - Working Scope.
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5.4.11 Working Scope
The Institute considers that those people who think in detail tend to use much more 
detail in their language and descriptions. These they call specific people. Those who 
tend to see things as an overall picture with less detail are referred to as general 
people.
The pattern recorded implied a shift towards more specific approaches while not being 
extreme. The institute suggests that a tendency to the specific in the sales 
development area will be reflected in a need for more sequential and planned activity 
as well as a need to be involved in detailed analysis and descriptions.
The role of the professional adviser often creates substantial paperwork and the nature 
of certain advisory tasks such as accountancy and tax investigation can involve 
substantial detailed calculations. The ultimate aim is that figures balance and are 
accurate. The full-time sales developers described earlier [see chapter three, 3.10] 
had each commented on the behaviour of their colleagues in such activities as 
proposal and tender production. They felt that the process had sometimes become 
an end in itself with vast amounts of time and energy spent on the production of a 
document which they felt was not going to be successful because the proposal writers 
had misread the personality and political factors involved and, in some instances, had 
omitted to even discuss issues with the prospects. On two occasions in the pilot 
study, participants on development programs had not commenced their sales activity 
after three months preparation because they felt they were not yet properly prepared. 
These were extreme examples but they reflect the accepted tendency of the 
participants to become immersed in the detail of the process. It is easy to see how 
this might be in, for example, a repetitive activity such as audit.
Participants commented on the difficulty of being a good manager, of attending 
training, or reading and of general self improvement when one is "bogged down" in 
detail. They were often unable to rise above this to see the larger picture. Even 
partners complained of this difficulty although, theoretically, they had far more time and 
encouragement to do so. All of the partners and most of the managers in this 
research apologised in some way for their management practices (rather than ability).
The person who is equally specific and general will also have difficulty being a
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manager because such people have a tendency to want to do things themselves. This 
is because, in defining what needs to be done, they also envisage the steps by 
which it should be done and thus do it themselves. The argument given by 
participants who were managing others was that many times they cannot be sure that 
a task will be completed correctly and they fear the repercussions if this proves to be 
so. They thus do it themselves. In a time of recession and redundancy, they also 
expressed the view that to give work away and to be seen to be working at a lower 
pace, was not a wise political move. Both of these traits (the need to prepare and the 
need to do things themselves) have been presented by many participants earlier.
5.4.12 Working Attention Direction
A second trait in the Working traits area which has no specific question is "attention 
direction". It is divided into self people who "protect themselves in communication 
situations by hiding their emotional states". These do not project the non verbal cues 
that reveal how communication is progressing. They are apparently uninterested in 
the reactions or responses of those they communicate with. At the opposite to this 
are other people who automatically respond to the behaviour of people around them. 
These responses include facial movements, body movement and verbal responses. 
They are connected to the behaviour of those they communicate with. Between the 
two are those who appear to switch between self and other attention. This group 
fluctuates between attempts at rapport (other) and withdrawal (self) so that along with 
self people, they will have difficulties in the sales area.
The major shift in participant responses from the figures for the general population 
seemed to be towards the intermediate "self/other" group.
Part of this might be explained by the technical training participants had received. 
Also, some participants were clearly holding an internal dialogue before answering 
certain questions. They broke rapport and communication, often averting their eyes 
to create, in some instances, long silences before they responded. This was perhaps 
an attempt to give the right answer (as they perceived it). Some had commented 
earlier that they perceived the research meetings as interviews and the implication 
might be that they felt in some way accountable. As professional advisers, they are 
trained to be careful and even guarded in their response and many participants have 
spoken earlier of their desire not to be seen to be ignorant or foolish.
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"I'd use the word careful to some extent - I think peopie are more 
nervous about what they're saying and more conscious of what they're 
saying and tend to be, perhaps as we are around here to some extent 
- more careful about what we're saying - choosing their words".
The effect of these silences and internal dialogues, however, was still a breaking of 
rapport which was increased by the behaviour of a number of these participants who 
were clearly thinking of other things during the meetings. Several participants had 
advised that phone calls might be put through and several were interrupted with 
messages. The behaviour of one strongly self participant was quite disconcerting. 
They conducted the greater part of the meeting blandly staring at me but with clearly 
defocussed eyes. Their response to some questions were short and uninformative.
Researcher: "How do you know when you've done a good job?"
Participant: "You don't " [endj
(Later)
Researcher: "Teii me about a work project that gave you trouble"
Participant: "There hasn't been one " [end]
It could be argued that this participant was nervous, although it did not seem that this 
was so. It could also be argued that they were in the midst of some major distraction, 
although each participant was asked at the beginning of every meeting if they were 
available and comfortable to proceed for the entire period. The interview was 
nevertheless considerably shorter than with other participants.
Self people will clearly have a difficulty in the sales role with the exception, perhaps, 
of a few individuals who have achieved some form of 'guru' status. It is hard, however, 
not to transmit disinterest in other people and for them not to be affected by it. This 
attitude of disinterest in some part seemed to affect over one third of all the 
participants. The participants themselves often argued that they were, in fact, 
intensely interested in ensuring that their client was given the correct service and 
advice. The driving force for these participants, however, would seem to be a greater 
commitment to their own interest (e.g. fact finding, problem solving, report writing) 
which happened to be caused by a client's need.
Some saw this comment as a personal criticism and argued against it. Others
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accepted it and argued that much of their effort was directed towards achieving guru 
status. Some participants cited individuals within their firms who were
"totally incapable of any kind of rapport'
"the ultimate technocrat'
"on another plain".
In some instances, they were clearly impressed by these individuals who seemed to 
have acquired partner or similar status "without any of the peopie issues". Some 
participants argued that historically, it was the most technically able who had been 
promoted and this influence was still strongly felt within the firms.
Two thirds of the participants were clearly other in orientation and they responded 
immediately to events within the interviews. Many of these admitted, however, that 
they had a public and a private way of operating. Their public face was more 
reserved, more technical and "just more professional". When dealing with new clients, 
clients they did not know very well or in more difficult situations, they felt that they 
projected the public face more than the private face. They were implying, therefore, 
that they were capable of choosing their behaviour.
5.4.13 Working Convincer
The final questions seek to elicit how the participant is convinced of something and 
how much convincing evidence the participant needs. The first question is: "How do 
you know that someone else, perhaps a colleague. Is good at their job?"
There are four possible responses - to see someone in action, to hear from others, 
to read what has been done or produced or to do something with someone. The 
institute argues that See people are good at many tasks and oddly enough, are better 
than others at telephone work because they can maintain focus even in a noisy 
room. Hear people are reputedly better at administrative tasks. Read people are 
best suited to pure text tasks and Do people are best suited to sport and work which 
involves physical activity. I was unable to establish how the institute had established 
these views and wondered if there was a danger of 'post hoc ergo propter hoc' 
involved. Of course, participants often recorded more than one mode. The Institute 
considers that the first response is the preferred mode for an individual but groups
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can be defined by the percentage of responses which are made. The latter approach 
was chosen despite the fact that it may overly represent participants’ second choice.
The high recording for Read came as no surprise. It had been expected that a higher 
figure than the general population would be recorded because so much of what the 
participants do appeared to involve reading and writing of letters, reports etc. It was 
interesting too, that when the lower Do score was queried, a number of participants 
explained that the nature of their work was such that they seldom worked together 
with someone as, for example, a builder or trainer might. The cerebral nature of the 
work often prohibited joint activity, so managers were reliant on what they read (work 
quality) and what they saw (behaviour) to make a judgement of others.
The implications within a sales activity are that the higher Read score might imply that 
these participants would prefer to conduct their own buying by reading specifications 
and product details. They are the buyers of technical guides and brochures, and a 
number admitted that they would read extensively before a major purchase. The 
word "major" was undefined but in some cases seemed to be for purchases of 
perhaps in excess of £200. The more important the purchase, the greater the reading 
and evaluation would be.
With this as their own approach, they were perhaps disposed to the idea that clients 
and prospects would also wish to read extensively, thus emphasising the importance 
of proposals and reports. They often read and evaluate against specific and technical 
criteria and they expected clients to do the same. The emotional (irrational) nature 
of sales decision making was annoying to them. Those participants who recorded 
strongly Hear traits were, on closer discussion, shown to be more influenced by the 
opinions of those they respected and who were in authority. The implication for sales 
activity is that they are perhaps likely to expect clients to also respect authority 
statements. Several participants commented on the reaction which was caused when 
clients had simply disbelieved or rejected what they were being told. The reaction 
was one of confusion and irritation, even to the point of anger which, of course, they 
felt could not be expressed.
A large number of participants had recorded that they wished to see colleagues 
before making a decision. It was not always clear if by this they meant seeing the 
person in action or seeing what work the person was producing (which is, in effect.
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a Read response). Also, it was not always clear whether they wished to see the 
results of activity or the process of activity (even if the outcome was less successful). 
These points were not pursued, however, through the increasing pressure of time at 
this point in the profile.
The second question seeks to elicit how much evidence a person needs to make a 
decision through the question; "How many times do you have to see, hear, read or 
do that to be convinced they are good?"
This question was, in fact, not executed well at all. At the end of a profile, participants 
could see it was drawing to a close and I felt that I became careless in marking. 
Usually meetings were running well into the allocated time for feedback so I am less 
confident of the markings made at this point. Some profiles did not even get to this 
point as a second participant was waiting for their interview period. For these reasons, 
this part of the research has been omitted.
Time is precious in an interview [Patton 1990, p330] and the interviewer "is not a cold 
slab of granite" [Ibid, p354]. Interviewing can be exhausting [Ibid, p353]. However, 
the researcher needs to be sensitive to the fact that when the interview (or some part 
of it) goes badly (or not as well as it could), "it is the responsibility of the interviewer, 
not the fault of the interviewee" [Ibid, p358).
It seemed, however, that participants who make very quick decisions on minimal 
information as well as those who make very slow decision, needing much time and 
information, would both be disadvantaged in the sales situation. The former are 
perhaps likely to give up after one rejection, are likely to generalise one event to all 
events, perhaps even approach situations already assuming its conclusion.
"Sometimes you just don't bother trying to seii something because you 
know that the ciient actualiy has something in-house to do the work but 
whether they can do it as weii as we couid is another matter - you just 
don't attempt to even seii it".
The latter may be reluctant to bring sales activity to a conclusion or even unwilling to 
initiate it in the first place because of lack of full information.
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"We've got very strict internai ruies about accepting ciients and if a 
ciient was in any way questionabie or wouldn't get references or where 
the economics of the job didn't iook right, we wouidn't be ailowed to 
accept them".
Both of these approaches have been reported by the participants in earlier group 
meetings. Many participants have emphasised the need for thorough preparation in 
order not to spoil a client/prospect relationship. The need for preparation can become 
an end in itself however, sidetracking the individual away from real sales activity. It 
seems to be often driven from this need for more information.
"I find in the seiling situation that I dont feel prepared and therefore
you're not confident that you can produce that performance and
I probably don't".
One extreme of this presented earlier had occurred in one of the pilot study sales 
development programs when one participant had spent the entire three months of the 
program preparing to make the first prospect contact - a contact that was never in fact 
made. The LAB profile convincer section for this individual had no markings 
whatsoever - only the cryptic words "can't make up mind" written across it.
5.5 POST PROFILE RESPONSES
The period after an interview or observation is critical to the rigor and validity of 
qualitative inquiry [Patton 1990, p352]. In order to reveal any areas of ambiguity or 
uncertainty, after each LAB profile interview, the participants were presented with the 
markings I had made. In the pilot studies, they were shown the full LAB profile 
explanatory guide [Appendix 3] and given the opportunity to comment. It was found 
that this process was so time consuming as participants ruminated over their own 
perceived location in the profile that I reverted to the LAB profile worksheet alone 
[Appendix 2] for the main research and described the major divisions from the words 
in the training manual. These had been written on individual pieces of paper for 
reference.
The participants' choices were thus more limited and accuracy must therefore have 
suffered but I was looking for trends and the participants support or not for these.
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Overwhelmingly, the participants agreed that the profile accurately reflected their 
working and motivation traits. One exchange was:
Participant: "Weii it wouid, wouidn't it - it's what I've just told you".
Researcher: "So how true is it of what you reaiiy are?"
Participant: "Weii I'm not like that every time".
Researcher: "So when are you like that?"
Participant: (Laughs) "About 95% of the time".
There was an interesting reaction by many of the participants to the offer of being
given a copy of the profile. They refused it. I wondered whether this was because they
were not interested - which did not seem to be the case judging by their willingness 
to discuss it - or that it in some way revealed aspects of them which impinged on their 
sense of self esteem. As is so very often the case with any form of appraisal, the 
participants tended to talk far more in justification of their perceived inadequacies 
rather than about their strengths. Despite all efforts, it was felt that participants did 
hiake value judgements about the ratings - that, for example, to be "proactive" was 
taken, in fact, as better than being "reactive"; that to be "towards" was, in fact, better 
than being "away from" and so on.
I was only attempting to explore their own assertions that part of the cause of their 
sales reluctance was linked to aspects of their personalities. In this instance, to their 
working and motivation traits. I was thus attempting in one way to support them but 
I felt that a number were, if only a little, dissatisfied with this confirmation. It may be 
that the process of enquiry had cleared some of the vagueness which they had 
previously used as a means of avoiding dealing with the problem. The LAB profiling 
had not suggested that they were unsuitable totally for sales, rather that to be 
successful required a change in approach. This perhaps brought the responsibility for 
change back with them and was thus uncomfortable to them. Most participants felt the 
need to apply some qualifier to the profile results. They would affirm that perhaps they 
operated somewhat differently with their friends or family. This had been accepted and 
the contextual and time based orientation of the profile has already been presented 
but it reinforced again that they felt that they were capable of choosing their 
behaviours.
Some participants were thus now suggesting that their working and motivational traits
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did generally influence their behaviour although they were also quite capable of 
assuming different behaviours, in sales situations, but that they often choose not to do 
so. At the end of the discussions, each participant was asked if they still felt that the 
profile was an accurate representation of them and if they thus wished it to be included 
it in the research. All allowed their profiles to go forward.
I found it interesting that individual participants never asked how other participants had 
profiled. This may have been a further indication of their independent/self/task traits 
as shown in the profile but it also elicited a number of strongly internal comments. 
When I asked some participants how they felt they might compare with others in the 
profiling, one commented that they knew exactly what they were all like and that they 
felt that they were all "pretty much the same". These participants felt security in 
adhering to the group's norms because, despite criticisms of their sales activity, the 
required core behaviours were clear and being supported.
Several of the organisers, who had all been profiled themselves did ask what results 
the profile had revealed for their groups. It was a moment for caution. When 
interviewees are open and willing to talk, they will tell you things they did not intend 
to reveal [Patton 1990, p355]. Despite protestations of confidentiality, social scientists 
often cannot guarantee absolute immunity from censure. This instance was not so 
dramatic as this but the research did also depend greatly on the goodwill and support 
of the organisers. The situation was defused with a simple comment "I don't think that 
any of the profites wouid surprise you".
This actually revealed nothing but each organiser seemed content to read into it what 
they wanted and one organiser was moved to describe their view as to how the group 
had profiled. They were very accurate which itself suggested a clear message as to 
the norms of behaviour and attitude which the firm actually expected.
5.6 THE GENERAL TREND TO RESPONSES
The general pattern revealed by the profiling then was a tendency towards the 
following:
•  an 'away from' (problem avoiding) approach
•  an 'internal' (self knowing) approach
•  a 'procedures' (known ways and routine) approach
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a 'sameness' (less change wanted) approach 
an "independent" (working alone) approach 
an 'activity thing' (achieving the task) approach 
a "feeling" (stays with emotions) approach 
a "my/period" (disinterest in others) approach 
a "no/my" (imposed rules) approach 
a "specific" (detail and planning) approach 
a "self" (does not maintain rapport) approach 
a "read" (need for documentation) approach.
This may come as no surprise to many in the area of selection and testing. It may be 
argued [Nadel 1991] that by and large, men and women gravitate towards professions 
where they can use their natural strengths.
In order to provide organisational input as to whether the qualities implied in this profile 
were mismatched against the demand for sales activity in a professional firm, I 
contacted a senior partner in each of three of the locations. These partners, who were 
not otherwise involved in the study, were asked to study the descriptions of the LAB 
profile traits. They were then asked to describe what they felt they would look for in 
their ideal professional employee in the area of business development. They were not 
informed as to how any group had actually scored and never were. Their comments 
were almost identical. They wanted individuals who were:
Proactive
Towards
External
Options
Difference with exceptions 
Other
Co-operative 
Activity Person 
Choice.
With several of the traits, they found it difficult to make a decision. These included 
Scope, Rule, Structure and Convincer. The immediate conclusion was that they had 
described the exact opposite to the overall trend of the research group. The task
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which they were now advocating (active business development) did not sit well with 
the general traits of the research group; a group of professional staff from different 
levels, different disciplines and different firms, hopefully representative of the very 
people that these senior partners had employed.
This mismatch was, in part, explained when each was asked to describe what their 
ideal professional employee would be like in the area of servicing and supporting 
clients (i.e. in their professional role). This caused some confusion and after prolonged 
internal debate and self discussion, the ideal profile became greatly qualified.
Proactive, but not pushy and client work must be done well. 
Towards, but be aware of the problems and fix them.
External, but understand and master the technical requirements. 
Options, but stick to the correct procedures.
Other, but don't forget the needs of the firm.
Cd-operative, but people must be managed.
Activity Person, but the job needs to be done and paid for. 
Choice, because that's a "normal" person anyway.
It was perhaps unrealistic that having defined their ideal professional employee, they 
would completely contradict themselves immediately afterwards. The switch in 
emphasis is quite clear, however, and their new profile equates much more with the 
professional employees they have actually employed.
This must, in part, be explained by the fact, readily accepted by all three, that 
employees were recruited largely for technical aspects of the work and that a great 
deal within the system supported the increased development of this aspect. 
Nevertheless, it was argued, the professional staff now needed to change their 
behaviours. When asked how easily they felt that they themselves could change their 
personality traits they became pensive and the interviews tended to draw to a close.
For added input, contact was made with one of the LAB profile experts. Van der Horst, 
and he was asked, in the light of his extensive recruitment and profiling experience, 
what he felt the ideal profile for any specific professional adviser would be. He chose 
a tax consultant and suggested the following: [NB. he was unaware of which firms 
were involved in the study so his comments are not an indication of this].
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"We hate to make ideal profiles. The profile for a tax consultant at Touche 
Ross wouid be different from Arthur Andersen, McKinsey or Coopers and 
Lybrand. But for conversational purposes maybe -
reactive 
away from 
external 
options
sameness with exceptions
general
other
proximity
activity thing
choice".
While accepting firm, or even regional differences. Van der Horst's ideal profile is, 
much nearer to the actual profiles of many participants and much nearer to the revised 
profile of the senior partners. What it fails to recognise, at least as far as the research 
participants are concerned (who are not all tax consultants), is the tendency to internal, 
self and independant behaviour and their emotional reaction to a perceived, unpleasant 
situation. If its findings and validity are accepted then the implications of LAB profile 
results for the participant's involvement in sales development are profound. The LAB 
profile, even with its imperfections and not entirely satisfactory application, has 
revealed the mismatch between the participant's motivation and working traits and 
those which might be best suited for sales activity. The LAB profile has thus provided 
some support for the participants' argument that their working and motivational traits 
are unsuited to sustained sales activity but not that they are incapable of changing this 
situation.
5.7 SOME SPECIFIC LAB PROFILES
One of the individuals who had chosen to change his role within one of the firms from 
technical to primarily sales development [see chapter three, 3.10] and who had been 
made redundant because of low utilisation, was also persuaded to undertake a LAB 
profile.
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The results reflected a strong tendency towards:
Proactive
Towards
External
Options
Difference with Exceptions 
Other
Independent/proximity 
Activity Thing/Person (equally) 
Choice.
The profile is, in the main, reflective of what the three senior partners had firstly said 
they wanted in their professional advisers within the business development role. A 
profile which was then highly qualified in the light of the service and support 
requirements of the professional's role. This individual clearly did not fit the trend for 
the LAB profiles of the research participants and it is interesting that when recession 
struck, the individual was "let go". The individual had started their career as a 
professional adviser and was highly regarded in this role when they had been 
persuaded to utilise their perceived skills in a sales role. They commented that they 
felt that amongst their peers they were perceived as being the one with enough self 
motivation that they would keep going with sales activity.
Shaw [1990] considered that self motivation was
"resilience, tenacity and the will to beat the competition and keep on winning.
Self motivation is an integral and vital requisite of the salesperson's personality
which management must carefully appraise at the time of recruitment".
There had been an implication, by senior partners, that some firms were now 
appraising 'sales potential' at the time of recruitment and certainly for partnership 
recruitment. This could not be explored more fully within the time and resources 
available. Central to this, however, would be the question as to how many of the 
participants had entered their professional firm with the same LAB profile traits which 
had been highlighted or to what extent this had been created and modified by 
circumstances and experiences. It is difficult for any individual to accurately reflect 
upon their former self unless some dramatic change has occurred. Certainly the
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younger participants did not seem to be more switched on to sales activity than the 
older participants. If anything they were even more concerned about developing their 
technical expertise and the firm's procedures.
Some other participants in this research, of course, also did not fit the overall trend. 
Earlier was discussed the difficulty which participants on sales training courses, who 
had displayed obvious sales ability, had still experienced in changing their attitude to 
sales activity.
One of the (management consultancy) partners involved in this research recorded a 
profile which had showed proactive, towards, external, options, other, proximity/co­
operative, activity person and choice tendencies. On the surface, this was a profile 
well suited to sales activity. When asked what was the best way of increasing his 
chances of success, he had proposed "winning more work". His description of a good 
experience involved a piece of sustained sales activity. One of his criteria was that 
clients gain directly from the interaction and get what they want. He had been on a 
number of personal skills courses over the years. He had purchased and read a book 
in the nine months previously. He had previously disagreed that he did not like the 
effect that being in a sales situation had on him [Meeting Summary, Figure H 3.12.1]. 
He had also disagreed that generally he did not like the behaviour of other people in 
a sales situation. He disagreed that he was lacking in interpersonal skills and 
presentational skills. Nevertheless, in the same meeting summary responses, he had 
agreed that selling involves lying and that clients often do not want or need what is 
being sold. He had also strongly agreed that technical skills were valued by him as 
the most important aspect of his work. He also felt that sales ability was indeed 
regarded suspiciously by the firm, that it was not highly rewarded, not recognised 
enough and not even supported enough despite messages from "the top".
This is all the more surprising when one considers that for most of the participants, this 
person, in fact, represented "the top" and this individual had himself agreed that 
promotion to partner was the most important form of recognition. He had also 
expressed his difficulty and apprehension in a sales situation.
This participant, in particular, had the ability and authority to organise himself for sales 
activity. He had been on training courses which had provided him with good advice 
and skills to promote sales activity (e.g. Business Winning Skills; Selling Skills;
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Negotiation Skills; Presentation Skills and a 3 months business development program). 
He had a supportive personality based on his LAB profiling, yet he still had difficulty 
and this seemed to stem from his own thinking and his internal beliefs.
He affirmed that he had felt the need to suppress strong feelings and thoughts about 
sales activity and had described one particular incident in these terms:
"The client perceived us as a bunch of faiiures and I couid just see what was 
going to happen. I had this picture of us going back into the lion's den".
The influence that a mental image seemed to be having on the attitude and behaviour 
of this talented and capable individual was intriguing. The decision to explore mental 
images had already been made and so it was to this perspective that future research 
was now planned.
5.8 CHAPTER SUMMARY
This chapter has shown that the study of personality is a complex issue but one which 
is of deep interest to most human beings. For professional service people it is 
invaluable to have some understanding of the influences of their own and their client's 
personality upon their professional interactions. The chapter has presented a new 
method of appraising motivation and working traits - the LAB Profile. It has used this 
to explore the participants' approach to sales activity through the perspective of their 
working and motivational traits and shown that the preferred patterns of these traits, 
for many professional advisers, may create great difficulties for them In sales activity.
It has also revealed that many participants make conscious decisions for their 
behaviours and many would be much better sales developers if they allowed 
themselves, but they choose not to be. The participants mainly prefer to remain within 
their 'comfort zone' of behaviour. Personality profiling is essentially a reflection of an 
individual's view of themselves and their interaction with their world. It is a reflection, 
therefore, of the individuals comfort zone. Some of this view seems to be supported 
by pictures, sounds and feelings within the individual. These we call 'mental images' 
and so I felt that It was now appropriate to consider the participants' view of sales 
activity from this perspective. This is presented in the next chapter.
CHAPTER SIX
sales
reluctance
training
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images
organisation 
issues .
personality
issues
A STUDY OF 
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CHAPTER SIX A STUDY OF MENTAL IMAGE#
6.0 INTRODUCTION
The impetus to explore the mental images of participants, and to see what happened 
when these were changed, had arisen during the pilot study and was reinforced 
continually throughout the field research. Hundreds of participants on previous 
programs and courses had expressed their sales reluctance in a similar way:
/ feel easier doing the work.
I can hear how bad I am.
The thought that I might have to do it. 
I  think of shopkeepers and markets.
I see myself not being very good.
I  have this fear of rejection.
I  anticipate rejection 
I  don't like salesmen 
I feel confused 
I  think of double glazing 
A horror of being a salesman
The participants were expressing, through these literal descriptions, that their 
reluctance included some form of internal image. The terms "mental image" is used 
here to describe the pictures, sounds and feelings which participants were recording. 
Mental imagery can include other representational systems as discussed later in the 
chapter (6.4).
While these were not always precisely articulated, some participants had earlier 
reported strong images when asked what the word "selling" meant to them [chapter 
two, 2.12]. Some of the responses are now presented.
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6.0.1 Participant Responses
« Respondent: Mike - insolvency/Receivership
Oh yes, he has a bright, lavish (?) suit and a briefcase. He looks pushy. I'm 
watching him push the door beli. It's a brown wooden door and I'm behind him 
sort of ten feet away. He's - weli - male, young, a light grey suit. I can hear 
the doorbell. He's saying "good morning, can I interest you" - oh, now I'm 
inside the door behind the lady. Hah, he's talking to my mother. Now he's 
going to get it.
G Respondent: Graham - insoivency Adviser
I don't get this. Oh yes, here he is. Can I help you - go away. I'm just 
looking. God, he has a red tie, white shirt and the ciothes that sales people 
wear. Oh, we're outside. I'm close up, he's talking to me. It's going out of 
focus. I think I don't enjoy this. I'm going to turn away.
R Respondent: Steve - Accountant
He has a briefcase, mid 30's, gift of the gab. Hah, I'm in the FS (Financial 
services) sector too, I can pick fault in him. He sounds smooth and smarmy. 
He's English, sorry Mike. No, it's going, sorry.
R Respondent: Janet - Business Services Consuitant
I can see a double glazing salesman. Man, what a smoothy. Huh... he's got 
a dark suit, briefcase. He's tall and thin. Can I come in, he's saying. I can 
hear him saying "dont miss the opportunity". I don't like being pushed. Get 
rid of him.
K Respondent: David - Auditor
He has a sharp suit. He's tall, slick. He has a couple of gold rings and 
coloured cards - they are brochures. Usual stuff. He has a brown sheepskin 
coat, light brown. He's got shiny shoes - black. What is he? - mid 30's?. I 
can hear him. He's got a Liverpool accent.
This experiment was attempted with approximately 30 respondents. All the other 
responses follow the same stereotyped pattern. The broad themes were as follows.
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6.0.2 Mental Image Exercise Themes
1. A male, even though two of the respondents cited were female and some 8 of 
the 30 were female.
2. Generally young, i.e. under 35.
3. Wearing a suit.
4. Selling at the door or in a shop.
5. Good talker and doing the talking.
The participant's verbatim responses reveal a number of other interesting themes:
6. Selling is perceived as a low level and possibly disreputable activity (double 
glazing, time share ).
7. Sales people look untrustworthy (long hair, dreadful, lavish suit, gold rings)
8. Sales people sound untrustworthy (smooth, smarmy, Liverpool/English accent - 
the latter from a Scot!)
9. Salespeople are aggressive (harrassed, being pushed, close up, tall)
10. Salespeople are not truthful (won't cost a thing, pick fault in him, slick).
The respondents clearly felt that the salesperson was pushy and unwelcome. They 
felt antagonism, apprehension and often anger towards him. Again, is this a surprising 
mental image when one considers that these were all professional advisers who make 
their living by selling their advice to clients and who were all on a sales program for 
which they had supposedly volunteered?
It was clear that many participants had been emotionally influenced by their images 
[I'm cross, I don't enjoy this, get rid of him, I don't like him]. They had also used 
emotive words to describe the persona of their character image [dreadful, pushy, 
smarmy, slick]. I wondered whether the question had evoked echoes of deeply held 
beliefs about sales and salespeople rather than logical and sustainable representations 
of real sales situations. No participant, for example, created an image of a 
professional adviser in a sales situation. No participant created an image of 
themselves as the salesperson. No participant created an image of a pleasant and 
successful professional sales experience - and yet, virtually all participants on these 
courses and programs were successful professional advisers who acknowledged that 
they had been at least involved in sales bids as part of their professional life.
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While it was not certain whether these images were based on subjective experience 
or were constructed or stereotypical images, I felt that this was an area which should 
be explored more fully. I had not yet decided which was the best method by which 
this might be undertaken and so I decided to turn to the literature on mental imagery 
for some guidance.
6.1 THE LITERATURE ON MENTAL IMAGERY
It became clear that the study of imagery has had a chequered career [Richardson 
1980]. During the 1960's, the study of mental imagery was considered
"not only as an empirical phenomenon of considerable predictive importance 
but also at the theoretical level as a major representational system underlying 
human cognitive behaviour". [Richardson 1980, pi]
In the 1970's however, the literature "has manifested a perceptible disillusionment" 
[ibidj. This was the result of experimental research which failed to demonstrate clear 
and unambiguous effects in accordance with theoretical prediction, the difficulty of 
alternative interpretation and the difficulty of integrating findings within a single 
methodological framework.
Newell [1973] described his reaction to the general literature of mental imagery as 
leaving him "half distressed and half confused". Paivio [1971] revived interest in 
mental imagery by working within a classical behaviourist framework. This approach 
would accept, however, that there is no objective evidence for the existence of images.
I was supportive of Polyshyn [1973] when he argued however, that
"the existence of the experience of imagery cannot be questioned. Imagery is 
a pervasive form of experience which is clearly of utmost importance to
humans  Such experiences are not in question here The main question
is whether the concept of image can be used as a primitive explanatory 
construct in psychological theories of cognition".
I was also intrigued to explore the view of Marks [1977] who considered that
"self reports of imagery obtained from conscious inspection of ongoing
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processing provides systematic data, lawfully and reliably linked to performance 
data of an entirely objective nature. While correlation is not causation, it is a 
useful technique in the deveiopment of new theories".
Much of the work in imagery at this time was linked to predictive performance in 
learning and memory tests. It has proved difficult however, to obtain an external 
criterion for this subjective phenomenon [Durndell and Wetherick, 1975]. Attempts, for 
example, to relate vividness of image to predicted performance in learning and 
memory tests have consistently produced negative results [Calvano 1974, Jansen 
1976, Richardson 1969]. There was also evidence to suggest that under certain 
circumstances, results were contaminated by a disposition of participants to respond 
in a socially desirable manner [Richardson 1980]. I was also concerned that many of 
the studies in mental imagery were also based on the vividness and manipulability of 
geometric patterns, shapes and words rather than the focus of my own intended 
research - remembered events in the subjects' lives.
6.2 MENTAL IMAGERY IN THERAPY
Since the 1970s, there has been renewed interest in mental imagery particularly from 
those involved in the therapeutic professions. Stewart [1992] has provided a listing of 
present day therapeutic approaches within the parameter of humanistic psychology 
which primarily developed from the 1960s and 1970s. Many of these may include 
extensive mental image work. They include:
Gestalt
Primal Integration 
Psychodrama
Neuro Linguistic Programming
Personal Constructing
Rational Emotive Therapy
Dream Work
Dynamic Meditation
Transactional Analysis
Autogenic Training, and
Guided Imagery [Stewart 1992, p llA ]
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In the academic world, the growth in popularity of qualitative, constructivist paradigms 
and research methods such as repertory grid are closely linked with developments in 
humanistic psychology. The old arguments were once more debated. Some 
researchers [e.g. Dennett 1979] again recommended abandoning mental images 
because they felt that they do not exist. Others [e.g. Fodor 1975] argued that images 
still have validity because they are psychologically real. Hypnotherapists had earlier 
argued that vivid and accurate childhood memories could be recovered under hypnosis 
[Reiff and Scheerer 1959, Reyher 1963]. The rise of cognitive therapies such as 
Gestalt and Neuro Linguistic Programming throughout the 1970s, brought greater 
emphasis on the therapeutic use of mental images, not only for abnormal behaviour 
modification, but also as a means by which relatively well functioning individuals might 
enhance their human potential. For these it did not matter if the images were seldom 
perfectly accurate [Richardson 1969] or if memory images involved processes of 
reconstruction rather than revival [ibid].
Having come to this point in my own research, where clear signs of the influences of 
mental images had been constantly presented, I determined to continue with attempts 
to explore them. The difficulty experienced by many, however, is in satisfactorily 
describing what is being experienced.
6.3 DESCRIBING MENTAL IMAGES
Writers like Glouberman [1989, p64] consider that:
"when fully experienced, an image is not in your head but in your whole being".
The difficulty which all researchers in the field of imagery have experienced however, 
is that images might be experienced as Glouberman has argued but they tend to be 
described through words. The difficulty thus with describing mental images within, for 
example, the present research, rather than using them for therapy, is that they are not 
much like physical images - paintings and photographs for example. The concept of 
a mental image must
"always be hedged in a variety of ways: mental images are in a different space, 
do not have dimensions, are subjective, are intentional or even are just quasi 
images" [Dennett, Chapter 2, p52 in Block 1981].
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Perhaps the most bothersome problem in talking about imagery phenomena is that it 
is hard to say just what is being talked about. Images cannot be readily located in 
physical space and cannot in the ordinary sense of the words be touched, heard, 
smelled or seen.
"Yet our usual ways of describing imagery are in seemingiy physical and 
perceptual terms - and this raises difficulties about the ontologicai status of 
images". [Schwartz, p110 in Block, 1981].
Block [1981] proposed that images have
"symbolic functions in that they bear semantic type relations to things; they can 
play a role in describing, depicting or representing objects, relationships or 
states of affairs".
If this was so, then participants in the present study might be induced to recapture 
their perceptions of actual events and situations if not in accurate detail, then at least 
in some descriptive way. Richardson [in Sheikh 1983 p30] has argued that
"to the extent that one can construct vivid imagery and absorb oneself into its 
contents, consequences are likely to result that are remarkably similar to those 
that result from the actual stimulus situation".
If this was so, then participants in the present study might be able to recapture the 
feelings and emotions associated with former sales events. The participants in the 
pilot study had certainly seemed to be emotionally reacting to the images they had 
already apparently created.
7 don't like being pushed. Get rid of him".
"You know, I feel slightly angry. I don't like him".
These could form the basis for a deeper exploration of participant's perceptions.
6.4 NEURO LINGUISTIC PROGRAMMING (NLP)
One therapeutic approach which has claimed much attention since its inception in the
/229
1970’s is Neuro Linguistic Programming [NLP]. Its founders, Bandler and Grinder 
[1972,1975,1979] developed therapeutic techniques which depended heavily on the 
manipulation of mental images. Much work has been done by them on accurately 
describing mental images. They suggested five primary representational systems or 
aspects which have been described as visual, auditory, kinaesthetic, olfactory and 
gustatory - [V A K O G] - but the modes most frequently referred to are the first three 
- visual, auditory, and kinaesthetic.
Bandler and Grinder have developed an extensive system based on the premise that 
individuals have a preferred primary representational system. Further, that these can 
be elicited through observations of eye movements and verbal predicates in spoken 
language. This is a contentious area and independent research, particularly from an 
experimental psychology perspective, has failed to substantiate these claims [ eg 
Farmer, Rooney and Cunningham 1985, Poffel and Cross 1985, Mongino and 
Lippman 1987, Jupp 1989, Fromme and Daniell 1984,].
The present research was not attempting to add to this debate. Certainly participants 
had used verbal predicates in comments [I can see myself, I feel, it sounds like etc]. 
No attempt was made to classify these. Also, participants had exhibited patterns of 
eye movements during interviews. These had included looking towards certain 
positions (upwards to left, sideways to right etc), obvious defocussing and narrowing 
or entirely closing eyes. All of this occurred while participants were apparently 
accessing images in general conversation. No attempt was made however, to actively 
record these or relate them in any way to participants’ responses. This was not only 
because of the substantial literature negating the validity of doing so, but also 
because of the sheer difficulty for one sole researcher to cover so many tasks in the 
same interview.
6.5 SUBMODALITIES
To help participants to better describe the images they reported I decided to restrict 
descriptions to the three major representational systems (visual, auditory and 
kinaesthetic) and to use a descriptive system known as submodalities. NLP 
practitioners, in particular, have divided primary representational systems into a series 
of sub modalities which are shown in Figure N, 6.5.1 after O’Connor and Seymour 
[1990, p57-58].
7230
The idea of describing images through submodalities is not new. Aristotle, for 
example, talked about submodalities in all but name when he referred to the 'qualities' 
of the senses [O'Connor and Seymour 1990, p57]. Some modalities are discontinuous 
- they are either one experience or the opposite. An example would be associated 
or dissociated. Some submodalities vary continuously e.g. clarity, brightness or 
volume.
6.5.1 Figure N Primary Representational System Submodalities
VISUAL AUDITORY KINAESTHETIC
Associated (seen through own eyes) or 
dissociated (looking on at self)
Stereo or mono Location
Colour or black and white Words or sounds Intensity
Framed or unbounded Volume (loud or quiet) Pressure (hard or soft)
Depth (two or three dimensional) Tone (soft or harsh) Extent (how big)
Location (e.g. to left or right, up or Timbre (fullness of sound) Texture (rough or
down) smooth)
Distance of self from picture Location of sound Weight (light or heavy)
Brightness Distance from sound source Temperature
Contrast Duration Duration (how long it 
lasts)
Clarity (blurred or focused) Continuous or discontinuous 
Speed (faster or slower than
Shape
Movement (like a film or slide show)
Speed (faster or slower than usual) 
Number (split screen or multiple images) 
Size
usual)
Clarity (clear or muffled)
O'Connor and Seymour consider that
"the most interesting aspect of submodaiities is what happens when you 
change them. Some may be changed with impunity and make no difference. 
Others may be crucial to a particular memory and changing them changes the 
whole way we feel about the experience "
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 typically the impact and meaning of a memory or thought is more a
function of a few criticai submodaiities than it is of the content" [O'Connor and 
Seymour, p59].
This is a fascinating concept implying, as it does, that the coding, or quality, of an 
image is somehow linked to the meaning or intensity of the reality behind the image. 
While a Jungian dream analyst may raise no objections to this view, O'Connor and 
Seymour are implying that it is possible to change the coding of an image and in so 
doing, change the value and meaning this has for the individual. The implication is 
that this may be possible with just a single submodality. They also consider that
"For most peopie, an experience wiii be most intense and memorable if it is 
big, bright, colourfui, close and associated. If this is so for you then make sure 
you store your good memories like this. By contrast, make your unpleasant 
memories smaii, dark, biack and white, far away and dissociate from them". 
[p60j.
The emphasis on the coding of images is most particular to NLP texts. Without 
accepting NLP teaching I was, nevertheless, attracted to the NLP approach. The 
participants in this research had recorded images associated with sales activity and 
it seemed that those images were linked, in some way, to their emotional response to 
sales situations. I had considered that participants' images were possibly 
combinations of perceived reality and stereotypical sales situations. While the 
research might elicit these images it was difficult to see what might then be done.
One of the aims of the research was to help sales trainers in understanding (and , 
perhaps, helping?) participant's sales reluctance. The research was centred on the 
perceptions of participants to the sales situation and there was an indication of deeply 
held imagery surrounding this reluctance. If the coding of images was indeed linked 
to the intensity of reality then it might provide, as NLP adherents argued, a powerful 
way of altering sales reluctance.
I was thus interested to see if participants' vivid memories would indeed be described 
as big, close, associated etc, and whether this would change if the memories were of 
very good or very bad experiences. The images that sales activity might engender 
was also of interest - would pleasant memories be, perhaps, bright and colourful while
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unpleasant memories would be dark and black and white ?. Conversely, would sales 
images be bright and associated or dark and dissociated ?. NLP adherents argue that 
the issue centres on which submodality makes a significant difference for an individual. 
A study of NLP image work, through image work videos and scripts showed that NLP 
trainers, such as Bandler [1985] and Steve and Connirae Andreas [1987], generally 
follow the pattern described above and often seek to change a group of submodaiities 
when attempting therapeutic change.
6.6 REVIEW OF MENTAL IMAGES
There is an implication from the literature then that:
5 People do have mental images whether these are real representations
or not.
o The images have representational systems [visual, auditory,
kinaesthetic etc].
D The images within each representational system will have sub
modalities.
G The impact and meaning of a memory may be more a function of sub
modalities than of content.
G Intensity of submodality and intensity of experience may be positively
linked.
D Sub modalities are capable of being changed which may change the
whole feeling an individual has about an experience.
6.7 RESEARCH METHOD APPROACH
The method selected for this part of the research was personal interview. It was felt 
that no other method could truly capture what was required.
The manner in which images are accessed is often regarded as important. NLP 
adherents argue that rapport is more important than environmental conditions but all 
would agree that it requires concentration and lack of disturbance. I decided, 
therefore, that participants would be induced to relax as much as possible and I 
decided that I would adopt a calm and quiet position, leaving most of the talking to the 
participant. The room used would have subdued lighting as, for example, through the
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use of blinds. In order to establish the right "mood", the participants would sit quietly 
while the requirements of the research were explained to them.
This approach was tried firstly with two of the organisers using the approach planned 
and described later (see 6.11 and 6.12) and it was found that they were often unclear 
as to how to describe the images they were experiencing. They both felt that it took 
them some time to 'get into it' and one of them commented that at the end of a forty 
minute session they now understood and were better able to describe their images. 
One felt that towards the end they were actually experiencing better images because 
of the practice. This was likely to be the first time that main research participants had 
undertaken any work at all with imagery and I decided, therefore, firstly to introduce 
some short imagery exercises to help to focus participants on the task at hand and to 
give them some practice in accessing and describing their images. These exercises 
are described fully in chapters six (6.9 and 6.10).
In light of the aims of this part of the research, the main body of the session was to 
be taken up with participants describing the images and submodaiities associated with 
firstly a significantly good experience, secondly a significantly bad experience and 
thirdly, a significant sales experience which was as recent as possible. It was to be 
left to them to decide what they considered to be 'significant'. It was felt that the kind 
of sales experience the participants chose would reflect their overall 'image' of sales 
activity and it would be interesting to see how this compared with the good or bad 
experience.
It was hoped that participants might elicit a number of sales experiences to see if a 
pattern of submodaiities emerged. Participants would be asked to describe their 
images using the O'Connor and Seymour submodaiities list [see 6.5.1]. This might be 
expressed diagrammatically as shown in figure O (6.7.1).
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6.7.1 Figure O Describing Mental Images Through Submodaiities
IMAGE REPRESENTATIONAL
SYSTEM
SUBMODALITIES
(Examples)
EMERGED
PATTERNS
GOOD VISUAL Assoc7Disassociated Associated
OR Colour7Black & White Colour
BAD AUDITORY Loud7Quiet Loud
OR Soft/Harsh Harsh
SALES KINAESTHETIC Hard7Soft Hard
IMAGES Light/Heavy Heavy
It should be pointed out that the interviews were not as tedious or prolonged as the 
results sometimes seem to indicate. They were conducted in a friendly atmosphere 
and at a brisk pace. Participants were not to labour in anguish if images were difficult 
to access; they were to simply acknowledge this and move on. This was not intended 
to be a study of submodaiities, rather the use of submodaiities was an aid to exploring 
some aspects of participant's imagery.
6.8 INTERVIEW CONDITIONS
A series of six interview days was organised but on the actual days only fifteen of the 
original participants presented themselves for this part of the research. A reason given 
several times for this was that participants were busy with client work. The need for 
billable work was now paramount. Even partners were apparently feeling insecure in 
the prevailing economic climate and this had highlighted one of the major problems in 
sales activity for professional advisers.
Stated simply, the professional adviser cannot easily sell and work at the same time 
and, in this direct dilemma, work always takes priority. It is not easy to prospect from 
client offices and it seemed that senior managers and partners were now more 
frequently at client premises. All of this was commented on by participants but a 
series of redundancies had made this more acute. I decided to continue with those 
who were available and this was still, fortunately, the senior managers and partners.
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The sessions were conducted in a quiet meeting room for approximately 90 minutes 
each. The nature of these sessions and intermittent faults with the recording 
equipment meant that the decision was made to abandon recording. This presented 
some hindrance as I was faced with rapidly writing participants' responses against a 
reproduced format sheet as well as trying to maintain a calm and focussed 
atmosphere. Some of this difficulty was overcome when participants closed their eyes, 
as many chose to do. I also sat to the side of participants rather than infront so that 
it was possible for them not to look directly at me at all.
I had decided to begin each session with two short imagery exercises [see appendices 
9 and 10]. I chose the Diehl and England [1958] image dominance test and the 
Gordon [1949] imagery control test (slightly modified). Both have been used 
extensively throughout imagery literature but my purpose in using them was simply as 
an exercise to assist participants to access and describe their images. They are 
presented in some detail because they also revealed some aspects of the participant's 
approach to the required instructions they were given as well as their abilities in 
describing mental images.
6.9 IMAGE DOMINANCE TEST
The Diehl and England [1958] image dominance test was created from a selection of 
the earlier Griffiths [1927] and Robbins [1948] tests. It consists of twenty words to 
which the participant is asked to
"assume as much as possible the attitude of a passive spectator as to what 
goes on in your mind".
The words of the test are shown in appendix 10. After each word is read out, the 
participant is asked to recount what form the image, if any, takes - a picture (visual), 
a sound (auditory), or a feeling (kinaesthetic). It was interesting, however, what was 
elicited from the first exercise.
6.9.1 Results of the exercise
McKellar [1963] considered that 10% of the adult population believe they lack the 
ability to experience memory images. This was not supported here. All participants
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reported images although four participants recorded no image with one or more of the 
words. They were generally able to say which mode came first and frequently second 
and third images as well.
The words are not intended to create positive or negative emotions [Euse and Haney 
1975, Schwartz 1981]. They are, however, of common objects which should facilitate 
better and more vivid recall [Paivio 1971, Rubin 1980]. The strongest representational 
system reported was auditory which contradicts the generally accepted view that the 
visual mode dominates in most populations [O'Connor and Seymour 1990].
The greater emphasis on auditory recall may be compared with participants' LAB
profile results [chapter five, 5.4.13] when many participants expressed the greater
importance of hearing evidence for the efficacy of a work colleague and the lesser 
importance of seeing activity, as opposed to the general population.
Occasionally the intellectual aspect of participants would take precedence and the 
participants appeared to block any image.
7 hate guns, they frighten me, so I dont think about them".
"I've never played tennis so I don't know what to think of".
"Music? That's too wide. I'm not musical anyway".
This capacity to block what the individual did not want to do became more apparent 
in later exercises. The purpose of the exercise, however, was not to establish the 
validity of the exercise and participants expressed the view that it had been interesting 
and they were willing to continue. It was decided, therefore, to move to the second 
exercise, the Gordon Test [1949].
6.10 THE GORDON IMAGERY CONTROL TEST
The Gordon Test of visual imagery control [1949] seeks to elicit the ease with which 
participants can control or manipulate visual images. Participants were later to be 
asked to recall perhaps prolonged scenes and it was felt that the test would be a 
useful way of confirming if the individual participants had the capacity to do this. 
Participants are asked to visualise twelve rapidly changing scenes, relating to a motor 
car, within which a number of unusual events occur. Further, they must record if they
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are able to see the image well, not at all or perhaps poorly [unsure]. The questions are 
shown in Appendix 11.
6.10.1 Results of the exercise
All participants could see images but some had difficulty with the more unusual 
manipulations ( eg, changing colour, the car upside down, crashing into a house, and 
falling over a bridge). One participant commented
7 can see it change to do things it ought to do but not what it oughtened to 
do".
Some clearly did not like the images they were being asked to create. They pulled 
faces, closed their eyes and in some cases, refused to allow the required image to 
form:
"The car didn't go over the bridge - it bounced off the metal struts" 
It's my own car - and I know it isn't upside down".
Dave [1990] notes the importance of participant self determination in any piece of 
research, that
"Individuais have the right, and are assumed to have the abiiity, to evaluate 
information, weigh alternatives and make decisions for themseives".
[Dave 1990, p45].
Much of the ethical balancing act involves conducting research without undermining 
individuals' self determination. Preventing awareness undermines self determination 
by preventing participants from knowing that a choice is available. Similarly, restricting 
informed consent undermines individuals' ability to evaluate information and weigh 
alternatives. As Patton [1990 p353] notes "Interviews are aiways interventions. They 
affect peopie". It did reveal, however, that some participants were capable of 
exercising their will over what they imaged or did not image and this seemed 
particularly so with participants who were strongly internal in their LAB profile.
There were variations in the time taken to change images and the "unusual" events
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seemed to generally take the most time. These were not accurately timed however. 
In the more unusual events such as the car falling off a bridge, some of the 
participants noted that the images became scenes from films they had seen. In one 
instance, the scenes became like a virtual reality video game. They were thus 
possibly introducing remembered images into what was essentially a created image 
situation.
In the limited time available, it was not possible, or intended, to elicit much more 
information. Most participants did not spontaneously offer more information, but 
many intimated that they were enjoying this unfamiliar exercise and were happy to 
move on.
Some participants had also shown that they were capable of blocking images they 
did not want to experience and it is important to stress that there was no inducement 
to report images - indeed, the two exercises were presented clearly as an opportunity 
to relax, focus and experiment. It was clear in the literature regarding mental images 
that writers are concerned that participants may be reporting a situation which did not 
and does not exist in reality. It is considered that this is likely no greater a problem 
than with any other research experience. Quantitative questionnaire based research 
can be equally Influenced by participant misinformation or self delusion. The 
participants were asked, and assured the researcher, that they had approached the 
exercises as honestly as they could. They were all willing to continue the session in 
the same spirit.
The primary purpose of the session was to explore imagery associated with sales 
experiences and compare these with imagery associated with good and bad 
experiences to see if there is some kind of pattern to the way images were being 
stored. The research thus moved to this next step which would be conducted initially 
through a structured interview approach and then through open ended discussion.
6.11 GOOD AND BAD LIFE EXPERIENCE EXERCISE
After the two imagery tests, the participants were given the following instructions 
which were read verbatim to each person;
"/ am going to ask you now to bring to mind two situations, as recent as 
possible, and you can choose which you want to do first. One of those
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situations wiii be an occasion which you consider to be a significantiy good 
experience. The other, an occasion which you consider to have been a 
significantly bad experience. They shouid be occasions which you were 
personaliy involved in and which you feei have had a strong impact on you".
They were informed that they would be asked to describe the images created using 
specific words from three representational systems. Participants chose which image 
they wished to describe first and for each image were asked to describe the 
submodaiities in the order shown previously. Thus in the Visual system:
•  Are you in the picture or looking on at yourself?
•  Is the picture coloured or black and white?
•  Is the picture bright or dim?
Some greater explanation was often necessary as, for example, if the scene imagined 
was a scene in artificial light, was it darker, lighter or normal for those 
circumstances?
6.11.1 Differences between good and bad Images
There were a total of 33 submodaiities which participants were asked to describe for 
each image (13 Visual, 11 Auditory and 9 Kinaesthetic). These are sometimes linked 
to each other. For example, if a participant recorded that the image was associated 
(i.e. that they were seeing the Image through their own eyes), then the image would 
likely also be unframed, three dimensional and they would record a nil distance from 
the picture. Likewise, one cannot describe the speed of movement if no movement 
has been recorded in the first instance.
In the auditory representational system, if participants are remembering actual 
incidents, then one might expect them to recall only the sounds which then existed.
If the actual sounds were, for example, simply loud, stereophonic music then one 
might expect these to be reported in the appropriate submodaiities.
I was interested firstly to see if there were differences between the submodaiities of 
good and bad experiences. The data, in fact, revealed that dissimilarities between 
good and bad images ranged from 3 to 25 submodaiities. This is to say that some
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participants had virtually no difference between good and bad images, whereas one 
had 25 out of 33 submodality differences. Again it should be considered, as stated 
above, that some submodaiities are linked.
NLP literature does not suggest that there will be distinct differences between good 
and bad images but it did seem that NLP practitioners followed a distinct process of 
minimising, darkening and diminishing images in order to reduce their impact. They 
also frequently disassociated from associated images for the same purpose.
In some cases an entire primary representational system could not be accessed. This 
was always the auditory system - a surprise considering the stronger indication of the 
auditory mode in the earlier tests. I had little idea if this difference was significant, 
there being no other studies with which to compare. It seemed somewhat out of line 
with the NLP literature, however, that experiences which were considered by 
participants as significantly good should be remembered as dissociated (9 instances) 
and as faded or blurred or poor contrast (12 instances).
In the kinaesthetic system participants tended to record fairly intense feelings with both 
good and bad experiences. Bad feelings seemed to centre on the stomach, with good 
feelings all over the body. Many of the participants' descriptions however, were 
modified. They reported such things as "slightly darker", "a little bit blurred", "perhaps 
slightly bigger" and so on. Often participants were not very clear what they were 
experiencing, or reported several and sometimes conflicting experiences. Overall, they 
did not report consistent differences between good and bad images. One of the 
reasons for this became clear when a number of participants reported afterwards that 
the experiences they were accessing were not truly major events:
"It was a good situation - but not the best".
"It was an uncomfortable situation rather than a ghastly one".
"It was a disappointing time rather than a bad time".
"I guess I toned it down reaiiy".
Some participants, after agreeing to the 'rules' of the research engagement (ie, to 
choose 'significant' events), had apparently then chosen to ignore what they had 
agreed to. Some possible explanations for this were provided later [see 6.13].
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A second problem was that some participants chose incidents which had happened 
many years previously. One participant in his forties was recalling telling his parents 
he had been accepted at university at least twenty five years previously. Another 
recalled a wedding day thirteen years previously. It is hardly surprising that these 
may have had difficulty accessing remembered images in all three representational 
system. Again, these participants had chosen to ignore their agreement to choose 
recent events.
NLP adherents would argue that temporal distance is not necessarily significant in the 
same way that specific submodaiities are. Although participants were seeking to 
access an 'actual' memory, which may fade with time, they would nevertheless hold 
a perception of that memory which could be described more significantly through it's 
submodaiities. The issue for me, at this point, however, was to ask why participants 
had not chosen 'recent' and 'significant' events, as they said they were going to.
Whether they had simply not had any significant events was open to conjecture. The 
word 'significant' in this context was used neutrally - it could mean to the participants 
whatever they wanted it to mean and so it was surprising that difficulties were 
experienced. In a small number of cases, no images could be accessed at all or 
were blocked by the participant.
A further problem was that many participants had difficulty maintaining an image for 
a prolonged period of time. Other things would come into their mind or the image 
might change in a number of ways. Where images were not strong to begin with, this 
was even more of a hindrance.
A number of the participants had difficulty with the submodaiities themselves. The 
difference between brightness, clarity and contrast was not always easily made. 
Likewise the tone, timbre and volume of sound. Also, some participants were clearly 
confused by the words such as hard, soft, rough, smooth, light and heavy to describe 
feelings. I was sometimes left with the feeling that having provided the participants 
with an "either/or" situation, they sometimes opted for one so they could move on, 
thus fulfilling their part of the 'research contract’. Having chosen a participant centred 
approach for the research at this point, in an effort to elicit clarity, I had inadvertantly 
reverted to a researcher centred approach by providing a check list of acceptable 
answers. This emphasises, again, the difficulty in attempting to describe images
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through words and the weaknesses inherent in any piece of research which attempts 
to do so.
Some participants, however, talked at length about their images and were clearly 
influenced by them. For example, one participant, when asked to recall the sound of 
the event, reacted strongly and reported that a specific sound had upset her and all 
sound had now been cut off. Another participant recalled their bad event with their 
eyes closed throughout, commenting afterwards that they were still brooding over the 
event. Another who had their eyes closed throughout both good and bad events, 
found their mind wandering away from the bad incident to their subsequent relationship 
with one individual present in the event and admitted at the end, that their description 
of submodaiities related to the second image of the individual rather than the first 
image of the bad event.
I was left with the view that the participant's accessing of images was by no means as 
clear or simple as some texts had implied. NLP training videos, in particular, largely 
reflected activity with NLP adherents on NLP weekend courses. These knew the 
procedures, the terminology and, perhaps more importantly, were committed already 
to concepts and approaches which others might find questionable. It was, perhaps, 
naive of me to have attempted to replicate this with the research participants. Also, 
some participants had clearly chosen to determine for themselves what incidents they 
were prepared to report.
6.12 THE MENTAL IMAGES OF A SALES EXPERIENCE
The purpose of this part of the research was, however, not to prove or disprove NLP 
concepts but rather to explore aspects of mental images associated with sales 
experiences. I still wondered how the submodaiities of the participant's sales 
experience might compare to the submodaiities of the significantly good or bad 
experience.
This might open the possibility that by changing the submodaiities of say a bad sales 
experience to those more likely associated with a good experience, the response of 
the individual to that situation would change. If participants were reacting in their sales 
reluctance to sales images laid down in one way, then they might react entirely 
differently if those images were altered. This was the basis of much NLP therapy.
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This could be expressed as follows in figure P (6.12.1).
6.12.1 Figure P Sub Modality Modification Exercises
Submodaiities Good images Bad Images Sales images Changed Sales Images
Colour Yes No No Yes
Black/White No Yes Yes No
Bright Yes No No Yes
Dull No Yes Yes No
Sound Yes No No No
No Sound No Yes Yes Yes
Clear Yes No No Yes
Blurred No Yes Yes No
Etc, etc
I do not imply from the above figure that good images were expected to be coloured, 
bright etc and bad images were expected to be black and white, dull etc. The figure 
is purely illustrative of a possible difference in submodality patterns and what effect 
changing submodaiities might have. Participants were asked, therefore, to select a 
"recent and significant" sales experience in which they had been involved in their 
capacity as a professional adviser. They were again asked to describe it through the 
previous submodaiities. They were not to provide me with any details of the sales 
experience so that I would not influence them in any particular direction.
The results were inconclusive. There seemed to be no apparent pattern between the 
submodaiities of sales experiences and the good or bad experiences so that I could 
not have surmised that these were images of a good or bad sales experience. In 
three cases where entire primary systems were missing, it was difficult to make a valid 
judgement. NLP adherents would probably argue that I was trying to explore a 
relationship that did not exist so, after each session, the markings were shown to 
each participant for their views and amplification. In many cases participants reported 
that they had accessed old sales experiences which were not particularly significant:
"The sales experience was not a particulariy strong feeiing one.
"I haven't got that many sales situations. It was twelve months ago." 
"It was a long time ago".
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One of the participants, a partner, spoke at length of an inner voice which had existed 
throughout his images rather like the commentary to a film but speaking to him and 
directing him in what to do:
"My inner voice tends to be logicai and sets out the facts for me. It's 
like the voice of the elders. It wants my good intent - but not to show 
my weaknesses".
The sales situation had been one with
"very limited objectives ... which we met".
Again, the sales situation did not appear to have been a truly significant one and there 
was also perhaps an implication that this participant had purposely chosen a more 
insignificant experience to avoid showing weakness. This was further indication that 
the current interview process was perhaps providing unexpected data. Earlier in this 
research, the view had been proposed that the participants, as professional advisers, 
were reluctant to expose weakness or failure [see Argyris 1991]. In the work with LAB 
profile, the tendency to "away from", "self", and other protective traits had been 
highlighted.
I had, nevertheless, placed participants in a situation which, while now familiar to me, 
was strange and possibly threatening (or perhaps just disinteresting) to them. They 
had responded possibly by simply closing down the intensity of their responses.
6.13 MENTAL IMAGE DESCRIPTIONS - CONCLUSIONS
None of the participants criticised or questioned the research and several affirmed that 
they had found it very interesting. My feelings at this point, however, reflected those 
of Newell [1973] in that I was "half distressed and half confused".
In a piece of research there is often a desire to achieve a result, to prove or disprove 
the hypothesis, to reveal the critical piece of data. There is also the danger that 
researchers will transmit to participants that what they are providing is not substantive 
enough. In short, that they are being obstructive to the required findings of the 
research.
The earlier pilot work had evoked some very strong reactions just to a simple word like
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"selling". I had naively expected at least a similar reaction with the present exercise 
and a salutory lesson had been learned. Participants had shown however, that there 
were differences in images which could be described, however imperfectly, through the 
use of submodalities. They had also shown that sales images did not fit perfectly into 
the 'good' or 'bad' images which were also elicited and one rational explanation given 
for this was that they did not have enough personal and recent sales experiences to 
recall. The early pilot work had, after all, tended to evoke stereotypical images rather 
than images from real experiences. These perhaps more accurately reflected the 
beliefs and attitudes I was seeking to elicit.
The present exercise had reflected the images which participants had chosen to 
access in response to direct questions and to constructs about their past experiences. 
The images in the pilot work had also been outside of the participants' normal working 
environment. The present demand was for work related sales images and some 
participants clearly did not have a wide repertoire to choose from. They had also 
shown that describing the emotion of a prolonged image is very difficult and that the 
descriptive words used in the submodalities are sometimes difficult to differentiate and 
describe.
The participants had also seemed to have generally chosen rather mundane 
experiences to recall. Earlier work on this research had implied that the participants, 
as a group, seek structured, organised and fairly predictable lives. It may be then that, 
as several have commented, they avoid experiences which are not structured and 
predictable. Thus they do not have either very good or very bad sales experiences 
to recall. The fact that so many sales experiences were old experiences lends some 
credibility to this view. I felt increasingly through the interviews, however, that the 
intention to explore participant's images through the use of submodalities was not 
proving as successful as I had hoped it would be.
6.14 AN OPPORTUNITY FOR SIMULATED ACTIVITY
During the formation of the research, there had been a desire to observe participants 
reactions in a real sales situation when this might be possible. No opportunity had 
presented itself until this point in the research.
Ten participants who were not available for the mental image interviews at the time
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they ran were subsequently available for another interview day. These centred on two 
firms in one of the locations. It seemed that little would be added by continuing the 
same image exercises in the form they had been planned and thus it was an 
opportunity to explore participant's mental images as they experienced them in a 
simulated sales activity.
Situations in which the researcher attempts to influence reality or encourages 
participants to become directly involved in the research are often considered as action 
research [Whyte 1984]. It differs from an experiment in that action research implies 
a more spontaneous, situational response rather than a premeditated and 
systematically planned approach. Although my desire to observe participants was 
presented earlier, it was subject to the vagaries of opportunity and participant 
compliance. As such, the activity might be conducted in several ways. Thus, although 
it might not be considered as true action research, it is not an experiment as a 
positivist researcher might define it. It is perhaps more in the desired output, 
however, that the difference between action research and experiment are clearer.
Rather than statistical generalisations, as with experiment, the action researcher seeks 
generalisation through social science theory. The actions of the researcher are central 
and the researcher seeks to establish the processes involved rather than causality. 
Thus "how" is more central than "why". A phenomenological approach does not rule 
out the use of observed behaviours in both a natural and contrived situation. What 
was envisaged was not infact a contrived situation at all, as will be explained. What 
I wished to achieve from this activity was to observe how participants behaved; how 
they approached the activity, how they conducted themselves during the call, how they 
spoke and how they recorded how they felt during it. It was thus a subjective 
experience.
Patton considered that creative approaches are those that are situationally responsive, 
appropriate, credible and useful [Patton 1990, p346j. I was aware, however, that any 
intervention can be subject to misuse and abuse if applied without regard for the ways 
in which the quality of the data collected can be affected. There is always an element 
of risk taking involved.
I proposed to undertake, therefore, a simulated sales activity based on a telephone 
situation. Each participant was asked if they were willing, on this occasion, to take
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part in a direct activity. None refused. They were then advised that I would shortly 
ask them to choose from a group of cards which had been prepared previously. Each 
card contained the name and telephone number of an organisation which was not a 
client of their firm. After selecting a card, they were to ring the number and 
ascertain who in that organisation it would be necessary to contact in order to present 
their firm's services. The intention was to observe their manner and behaviour during 
the call and to use this as a basis from which to discuss the images and feelings this 
evoked.
This process is referred to in sales as "cold calling". The participants however, were 
only being asked to find out who they need to contact, not actually talk to them, as 
would be the case in most cold calling. It was considered likely that they would talk 
to receptionists, secretaries and perhaps personnel staff, although they could take the 
call as far as they wanted. Objectively this exercise should present little problem to 
intelligent, educated people who conduct much of their business via the telephone. 
The results were dramatic negations of this.
As each participant was being given their instructions there were sudden changes in 
their demeanour. In most cases, these were extreme and clearly fearful and as a 
result none of the participants ever actually made a call because of these reactions. 
Instead, the participants were asked to recall everything that had gone through their 
mind while the instructions were being given and also the sequence of these:
It was not clear at this stage whether the reactions were the response to the prospect 
of the cold call itself or perhaps to other factors such as the response to being asked 
to perform sales activity while being observed. Participants in the group interviews had 
highlighted both factors as supporting their sales reluctance and I felt that, even if I 
could be accused of effecting data by my presence, I was doing no more than would 
occur if the participants were being observed by a senior manager or a partner. On 
training courses participants were often required to perform simulated telephone calls, 
sometimes to individuals in other locations. These they had performed readily and 
often with professional skill infront of an entire group. The participants had also 
agreed only minutes before that they were willing to undertake some direct sales 
activity with me present. I propose firstly to present the reports of the six most 
extreme participant reactions.
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6.15 PARTICIPANT RESPONSES
Participant 1: 7 felt fear all over. A cold strong tightening In my chest and my
stomach turned. A voice said Tm not doing It'. It was my voice 
but It was strong, deep and harsh, the voice said 'Maybe It's a 
test' but I still felt the same. I saw a picture of a card. It was 
white and ghastly. I couldn't bear the Idea of you sitting and 
watching me make a fool of myself. I could see It happening 
and the voice said 'Oh no, no, no!".
This participant clearly reflected a number of issues. The idea of being observed, 
particularly in the act of making a mistake (making a fool of myself) was quite clear. 
The idea that it was a test which perhaps implied the chance of recorded or scrutinised 
failure was softened by the realisation that this might not be a real situation (but I still 
felt the same). The participant was showing that simulated exercises in a training 
session and observed sales activity in a real situation were perceived as quite 
different. Of interest was the sequence of images which this participant evoked. 
Where V = Visual, A = Auditory and K = Kinaesthetic, the response of this participant 
was K —* A —» K —^ V —» K —» V —*A.
The other five responses were as follows:
Participant 2: "I felt myself tensing up. I heard myself saying 'on no, do I
really have to do this?' My stomach muscles went tight and the 
voice said 'Could I refuse to do It? How will I do It?' I don't 
think I saw anything".
The response of this applicant was thus K -> A -> K -> A.
Participant 3: "I just felt 'Help!' and time stopped. I thought 'What am I going
to say?' I didn't have any Images (visuals) but I said to myself 
'I'll steel myself up to think about this".
The response of this participant was thus K -*  A A.
Participant 4: "I felt shock and a rush In my stomach. I had pins and needles
In my arm and felt hotter. A voice said 'Shit, I haven't had time 
to prepare'. I didn't see anything. A voice said 'How's he done
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it?' I then started practising words and started to feel a bit 
better".
The response of this participant was thus K -> A A -> K.
Participant 5: "I felt a cold flush. I felt a black hole, a void. I just heard your
voice and then my voice said 'He cannot be serious'. My voice 
was very tight. I just saw a black hole".
The response of this participant was thus K -> A -> A -*• V.
Participant 6: "I felt apprehension and a voice said 'I'm not ready for It. I'm
not prepared for this. I wasn't warned. I can't do It because we 
haven't cleared It'. I saw myself sitting beside the phone. I 
looked apprehensive which made me feel more apprehensive". 
The response of this participant was thus K ^  A ^  V -*  K.
The responses reflected the need for preparedness (I haven't had time, I'm not 
prepared. What am I going to say. How will I do it). Also indicated was the need for 
official approval (We haven't cleared it, I wasn't warned) and the possibility that the 
action may not be sanctioned (Could I refuse to do it. How's he done it). Of great 
concern was the distress which this exercise had caused. It had not been the intention 
to play with participant's feelings or to humiliate them. It was for this reason that the 
activity chosen was a simple exploratory telephone call and for this reason also that 
they were not pressured to continue with it. Salisbury [1992] had argued (chapter one, 
1.10) that sales people sometimes needed to be forced to practice regularly. It was 
an indication, perhaps, that he had also experienced extreme reluctance and his 
remedy was similar to that of the swimming teacher who pushes his reluctant pupils 
into the cold water in the belief that once in the water they will come to enjoy the 
experience and develop as better swimmers.
Each of the six participants had reported that they had first accessed their feeling 
[kinaesthetic] images. To continue the analogy, they stood at the side of the pool 
imagining and feeling how terrible the water would be.
Four other participants recorded a far less dramatic reaction. In all cases, their 
process began with a visual image. Two examples are given because the original 
reports of two were misplaced. Their responses were the same:
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Participant 7: 7 saw the phone and you with a card. I heard the other
persons voice. It was neutral. I felt a little challenged but I 
didn't feel under pressure to sell".
The response of this participant was thus V -> A K.
Participant 8: "I saw myself on the phone looking urbane. I heard the phone
conversation and heard myself also saying that I would like 
more time to think about It. Also about our ethical standards.
I felt a slight tensing and felt that I didn't want to muck It up". 
The response of this participant was thus V -> A K.
These participants still reflected the concern with preparation (I would like more time 
to think about it) and the firm's ethical standards; also with the desire not to make a 
mess of it (I didn't want to muck it up) but were clearly less challenged by this (I felt 
a little challenged but I didn't feel under pressure).
Both of these latter two participants had recorded that they were in sales situations 
several times a week and a number of times with prospects as opposed to clients. 
When asked previously what they thought about themselves involved in selling, they 
had reported no strong feelings.
"It's an Integral part of the job. I enjoy meeting new people. I don't 
want to spend my whole life doing It but It doesn't frighten me".
I'm comfortable and even get a buzz when I do It well. I'm only 
challenged by a lack of knowledge, so It's okay".
The responses of the four participants contrasted with the other participants who 
generally reported that they were in sales situations somewhat less frequently. This 
was perhaps the case more so with prospects (i.e. non client) situations.
"I prefer marketing to selling"
"I'd avoid It If I could"
"What I don't like Is banging on doors"
"I'm not as effective as I could be" (referring in this instance to activity 
rather than ability).
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It could be surmised that the four participants who differed from their colleagues were 
more confident because they experienced more sales situations. It could equally be 
argued that their existing comfort and confidence in sales situations caused them to 
be involved in more sales situations. Clearly their approach and reaction to a sales 
situation differed from their colleagues.
6.15.1 A Different Process
The evidence of this research suggests, however, that the process of their reaction 
to a sales situation was different. They all accessed visual images and auditory 
images before experiencing feelings. These were not remembered images. The 
images were created from the circumstances. They created a picture of themselves 
actually doing the required task, often followed by the words they would actually use. 
To continue the swimming analogy, they first saw and heard themselves in the water. 
They then experienced the feelings of what they were already doing. The other 
participants, in comparison, first accessed feelings about what they were being asked 
to do without seeing or hearing themselves actually doing it.
This debate is a fundamental one in human anxiety responses. Basically the debate 
as expressed previously is between whether our emotions control our thoughts or our 
thoughts control our emotions. In the present research, both patterns seemed to 
emerge but with dramatically different consequences. The greatest anxiety seemed 
to come from the bulk of participants who first accessed negative emotions and their 
subsequent images reinforced this. It is understandable to see how this could be even 
more so if the individual is about to undertake an unfamiliar activity.
The activity was not however totally unfamiliar to these participants. Indeed some had 
reported being in sales situations as frequently as the other four "positive" participants. 
Their subsequent visual and auditory images were also unsupportive in that these 
images were not of the potential sales activity itself. Thus they created images of, for 
example, being watched on the telephone rather than themselves actually telephoning; 
of the white card rather than say their sales script; of their own voice telling them not 
to do something rather than hearing themselves on the phone actually doing it. Having 
created feelings of alarm, all of their subsequent visual and auditory images supported 
the initial feelings.
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For the four participants, however, the pattern was reversed. Having created a visual 
image of themselves making the call, their subsequent auditory and kinaesthetic 
images supported them in actually doing the call. These four participants did not thus 
regard the potential sales experience as unfriendly or threatening to the point of 
paralysis. They felt they would cope because in their visual image they already were, 
even though there was a little excitement about a new encounter.
The LAB profiles of these four participants were consulted to see if there was some 
possible relationship between the two findings. Unfortunately, two of the participants 
had been absent for the LAB profile exercise and despite a number of attempts, it was 
not possible to set up a time for LAB profiling to be undertaken.
The two LAB profiles which were available revealed little to suggest a common 
motivator. Both were marked reactive, away from, proximity and activity person. 
Surprisingly, both had shown tendencies towards a feelings (lack of emotional control) 
state in the stress response marking. Clearly this was a mismatch and the researcher 
was placated in this by Rudestom and Newton's [1992] view that "good research is 
always taxing in some way" [p39].
The two participants did seem to have attended more personal training than most other 
participants and both had been on selling skills, negotiation skills, presentation skills 
and client management7relationships skills courses. After the earlier group meetings, 
they had both disagreed that sales ability was regarded suspiciously by their firm or 
that sales performance was not supported by their firm. Both had disagreed that they 
did not like the effect that being in a sales situation had on them and one had even 
commented that they liked the effect being in a sales situation had on them. They 
both disagreed that advancement in the firm was best achieved by doing good work 
as part of the team. One was already a partner and the other, a senior manager.
6.15.2 Further Outside Evidence
As a further check to these findings, the individual who had acted in primarily a sales 
capacity within one of the firms [see chapter three, 3.10] was again contacted and 
asked to undertake some of the mental image exercises already described, specifically 
the submodalities of a sales experience and the telephone situation. Their reaction to 
the telephone, cold calling situation was as follows:
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I thought that I should write it down and saw the paper I'd use with the bullet 
points on it. I felt that there was a challenge but I've been there and I can do 
it - so focus on what you need to do. As I prepared more, I felt easier".
This individual thus follows the visual to emotion pattern described. In later 
conversation, they affirmed that ten years previously, they would have reacted like 
other participants -
"I can't do it. I'll make a fool of myself. I'll be sick. I'll do anything but do it".
They had learned, through experience however, not to rush and to move into preparing 
themselves for the task. This they described as "process" and they were clearly quite 
willing to actually make the call. It was interesting to return to comments written earlier 
during the interviews of the four more 'positive' participants. The following comments 
were made about each participant:
1. Eyes closed. Very controlled.
2. Nothing engaged emotions. Images took a while. Not strong.
3. Says has inner voice which is logical and sets out facts.
4. He has no strong feelings.
These participants were clearly more controlled than the other six. I wondered if these 
participants recorded different image processes because of their suppressed emotions 
or if the different image process in some way supported the control of emotions. The 
participants were asked about this and each reported that their emotions were not 
absent in all situations:
"I worry a lot about things that don't happen".
"I do get keyed up about some things".
"I sometimes feel nervous and excitement".
This had been supported by the LAB profiles of two of these participants. It could be 
argued that the participants had simply sought to hide their emotions in the present 
research situation. If this was so, they had completely convinced me when I was 
specifically watching for emotional state changes.
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The previous LAB profile sessions had asked these participants to think of a situation 
when something had gone wrong. In the present instance, they were clearly not 
anticipating that something would go wrong. This stood in marked contrast to the 
other participants. The process of mentally moving Into the activity rather than 
experiencing feelings about the activity seemed to influence this.
6.16 DISCUSSIONS WITH THE PARTICIPANTS
The participants had been quickly assured that they were not, in fact, going to be 
required to make a cold call as described earlier. The relief, in most cases, was 
obvious. It was at this point, that discussions often occurred as to the causality of 
what had occurred. Firstly participants were assured that there had been no desire 
to alarm them. It was unfortunate that the first four participant responses were among 
the most extreme because it changed the nature of the enquiry away from a 
discussion of an actual telephone call experience to a discussion of why a call had not 
been pursued.
Patton [1990] argues strongly for caution with "why" questions because these presume 
cause7effect relationships, an ordered world, perfect knowledge and rationality [p313]. 
"Why?" questions move beyond what has happened, what one has experienced, how 
one feels, what one opines, and what one knows, to the making of analytical and 
deductive inferences. "Why?" questions can also imply that a person's behaviour or 
response is somehow inappropriate and that the person needs to justify their actions 
or feelings. In the present research, there is no clear answer to such "why?" 
questions. Participants did sometimes feel that they wished to provide their own 
causality, some of which has already been discussed.
Some participants had been upset by the experience but this did not seem to express 
itself in anger towards me. Of greater interest to the participants was often the desire 
to know what had been achieved by the immediate activity. This was a difficult 
situation because there was little to report back at that precise moment. A number of 
participants were clearly keen to continue the interview. At this point, however, my 
view was that the participants, after prolonged discussion about the issue of sales 
reluctance, had suddenly found themselves exposing it. They had moved from a 
dissociated position to an associated position and the change in behaviour was clear 
and dramatic. Many participants thus sought to move back to a dissociated position
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by an objective discussion. I felt that little would be achieved by this as some 
participants again resurrected organisational, training and personality issues. Some 
participants, however, were willing to explore their imagery more fully.
One of the themes of imagery literature, particularly NLP literature, was the possibility 
and effect of changing mental images. In any piece of research involving human and 
human interaction, the researcher will inevitably find that stronger rapport is 
established with one participant than with another. Patton [page 355] talks of the 
potential for healing within a research interview and thus the need for the interviewer 
to have an ethical framework for dealing with participant issues. There are also, of 
course, direct impacts on interviewers whose observations and feelings might also 
become part of the data within research.
The present research was rooted in the researcher's desire not only to explore a 
phenomenon more fully but also, as a result of that, to hopefully be better equipped 
to support professional advisers and their firms in their desire to come to terms with 
sales reluctance. Patton considers that the purpose of any research interview is first 
and foremost to gather data, not change people [Patton 1990 p354].
A phenomenological approach does not exclude researcher intervention, however, and 
some attempts at changing mental images had been undertaken in the pilot work. 
This had centred on changing the colours of images (specifically the participants own 
front door) and had evoked some interesting reactions as empiric and constructed 
reality became confused In the participants minds. The present research was fuelled 
by my role as a sales trainer and my desire to help individuals overcome their sales 
reluctance. I had accepted that some of this reluctance was likely Influenced by the 
participant's mental imagery and had hoped that at this point of the research it would 
be possible to further explore the manipulation of mental images.
Two of the participants who had recorded very negative images and reactions during 
the telephone interviews were particularly keen to continue discussions and were 
seeking to understand if their reactions could be helped in some way. Both were 
currently experiencing some difficulties with self presentation and both felt that they 
were not 'selling themselves' well within their respective groups. Both expressed a 
view that they felt restricted by their inability to see any means by which their 
behaviour might be changed. After some deliberation I felt that some limited
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Intervention with these two was not only permissable but may also add this interesting 
dimension to the research findings. These are now presented with the participant's 
names changed.
6.17 MENTAL IMAGE ROLEPLAYS
6.17.1 Participant A (Leslie)
Leslie was a qualified accountant, very recently promoted to partner. In this position, 
he was still salaried, as opposed to profit sharing, and now supervising former 
colleagues who were still managers and senior managers. Leslie felt insecure and 
uncertain in this position but the greatest impact was that he was now held 
responsible for the activities of an entire working team. The nature of working, as has 
been shown earlier is often independent and task centered. Leslie's greatest fear was 
that some client error would occur at this early stage which would not only bring into 
question his ability to manage his team but also reduce the justification for his 
promotion to partner in the eyes of other partners; particularly the senior partner in his 
divisional office.
I had, in fact, noticed a change in Leslie during the research program and the clear 
signs of tension and caution which he now exhibited. He admitted that he constantly 
felt "on edge" and his home life was somewhat more unsettled as a result.
Leslie was asked what he considered the "worst case scenario" could be and this 
centered on the realisation that a major error had occurred with an important client. 
He was asked to visualise, in the same way that the immediate past exercises had 
required, a scene where an extremely serious mistake has been discovered. It could 
involve serious consequences and possibly litigation. It was to be the result of direct 
human error from within his team and contributed to by lack of direct management. 
Leslie was asked to visualise the scene when he realises the error. He was then 
asked to describe what he saw, heard and felt.
The reactions he exhibited and reported were very strong - even stronger, in fact, than 
during his telephone experience - "sickness", "dread", "fear" and a "sense of 
numbness" were all reported and he visibly paled while he reported this. The scene 
in his mind was of himself alone in his office. The scene was dark and unfocussed
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save for the piece of paper in front of him which revealed the error. He was 
associated but in the instance of discovery, had no sense that anything existed beyond 
the unfocussed extremity of his immediate surroundings. There was no sound, and 
colours were subdued. His overall comment was that it was like being in "Schindler's 
List" (a film he had just seen which centered on events during the holocaust).
Within the submodality change exercises presented in NLP literature one of the most 
common in the treatment of extreme emotional reaction to an event is disassociation. 
Leslie was asked to disassociate from the scene but to continue with the images he 
was experiencing with the difference that he was now to see himself from a distance. 
He was then asked to visually scan the room, which was his own room, and to bring 
into focus (submodality change) all the objects surrounding his now disembodied self. 
He was asked to brighten the room (submodality change) and improve the focus 
(submodality change). This he was able to do. He was then asked how he felt 
looking at himself. He commented
7 feel a bit better but I feel really sorry for him (emphasised). He's got 
nowhere to go".
He was then asked to think of what the unfortunate individual could do about the 
situation - whether there really was "nowhere to go" or whether there might be a 
solution, no matter how poor this might be.
This process took several minutes but eventually he suggested that there were indeed 
solutions he had thought of. He was then asked to tell the disembodied self what 
those solutions were and also how they might be implemented. He was thus moved 
to tell his disembodied self to go to the senior partner's office, explain the details of 
the error, take full responsibility upon himself and define his remedial action. This he 
did, with some initial apprehension. He was asked to describe how his disembodied 
self had appeared and his comment was
"he looked okay, a bit nervous but no, he was okay".
He was asked how the senior partner had reacted and his comments were
"he was very upset to begin with but he (the disembodied self) looked
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quite convincing. I think he's less worried. I think he thinks he (the 
disembodied self) can handle it okay".
Leslie was then asked to go back in his mind to the moment when the error was 
discovered. He was then asked to run through the entire sequence of disassociated 
events again. This he did, taking perhaps a minute and a half to do this. He was 
clearly more relaxed at the end of this process, so he was asked to do it again.
After a faster third run through, he was asked to associate (submodality reverse) back 
in the office when the error was first discovered and to describe in detail what he saw, 
heard and felt. The image was clear, focussed, bright and in colour (four 
submodalities had changed). He could hear the rustle of papers and the noise of a 
telephone, and people from outside (submodality change). He still felt the singe of 
dread and a sense of numbness but these became quickly more subdued as he 
formulated what to do. In effect, he moved into proactive behaviour. He became 
involved.
Researcher: "Does what you've just described ever happen to people?"
Leslie (laughs): "Yes ... unfortunately for them"
Researcher: "And what if it ever does happen to you?"
Leslie (long pause): "I think /'// know what to do  "
Whether he does does behave differently in a similar situation is, for the purposes of 
this research, a matter of conjecture but he was clearly exhibiting less signs of 
apprehension and reporting more feelings of control.
O'Connor and Seymour [1990] had suggested that changing only one submodality 
could make the difference. In this instance, I had included a number so it is not 
possible to say if specific submodalities were central to the change.
I felt that this exercise was indeed a genuine piece of sales activity. The senior 
partners and a number of participants had commented that the provision of high 
quality, ongoing service and support was an important factor in the development of 
further business. Leslie also supported this view strongly. Here was an opportunity for 
that entire future process to break down. It also introduced aspects which many 
participants had said they most feared - exposure, failure, litigation and loss of a
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client. It also involved aspects of self confidence, self presentation, perseverance and 
ego strength, all of which have been presented in this thesis as important aspects of 
sales activity.
Leslie's final comments were, that of all the research sessions, he had found this the 
most interesting and worthwhile. It was, he commented, worth being part of the 
research, if only for this experience.
6.17.2 Participant B (Louise)
Louise was a tax manager. Highly articulate and well educated, she had wished to 
pursue an academic or research career. Her family were academics and writers, who 
were somewhat disdainful (she felt) of her present commercial role. How or why she 
had become a tax adviser was not explored. Her greatest difficulty was with self 
presentation and particularly with any form of public presentation which she said she 
attempted to avoid if at all possible. She acknowledged that, had she wanted 
promotion, this had probably held her back. She was now part of a management team 
who were required to report on a monthly basis, to a relatively new partner who she 
referred to as "a bright new thing".
These meetings, which she dreaded, were characterised by lack lustre presentations 
from the managers and she included her own among these although she would like 
to be seen to perform better. The raison d'etre for the meetings was the promotion 
and co-ordination of business activity but she felt they were "not going anywhere" 
although she acknowledged how important they must be to all their futures.
Louise was asked to recall the last managers' meeting. She was able to recall a visual 
image and sounds. All of these were "pretty much like it actualiy was".
Her feelings about the meeting were boredom, fear surrounding her own presentation 
and a slight sensation of irritation at the time which was being lost and which could be 
spent elsewhere (i.e. in chargeable activity which the partner also demanded). She 
looked uncomfortable and reported her increasing tension as her turn to present 
arrived.
Louise was also asked to disassociate from the image and report what she saw of the 
behaviour of herself and colleagues. Projections of non involvement were described.
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She was then asked to evaluate what was happening to the young partner. She 
reported 7 can see his frustration. He wants it to work, you can tell".
She was then asked if she was happy with this situation and she proposed that there 
was probably some value in improving the meeting and improving her relationship with 
the partner. She was then asked to talk to herself in the image and suggest any ways 
this might be achieved. She suggested several of these. They included paying 
attention, nodding, smiling, having some contributions prepared in advance and even 
some foils for a more formal presentation. This she did and she was then asked to 
see herself doing all of these things. When asked if this was happening, she 
commented "If you say so".
She was then asked to associate into the picture and do all the things again. When 
asked what the reaction of others was to this different behaviour, she replied "Pretty 
much the same". When asked what the partner's reaction was, she replied 7 can't 
tell". When asked how she now felt about herself doing the things she had suggested, 
she said "Well, it's artificial, isn't it?"
Louise appeared not to be truly involved, although she said she was keen to explore 
things more fully and it had been explained to her what the overall approach was to 
be. In conversation, she explained that she found the partner rather "gauche" and 
seemed to want to end at that. Whether she had misread my intent and felt that the 
exercise was more designed to help the partner rather than herself, or whether she felt 
that I was simply not handling the exercise well, she did not say. At her departure, 
she did comment that she would "probably make more effort at the next meeting" but 
there was no subsequent confirmation that such was the case.
Louise had herself presented her perceived inadequacies in self presentation but she 
was apparently not really willing to do anything about it. Changing the sub modalities 
of her images seemed to be resisted and I was left wondering whether Louise was 
using the excuse of poor self presentation skills to mask an underlying lack of 
commitment to her work. She commented a number of times for example, that "she 
really hadn't been brought up to be a tax adviser". Perhaps too, there were other 
influences at work which were not apparent or which she did not really wish to discuss. 
These are explored more fully in chapter Seven [see 7.3].
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Bryman [1993, p115] has commented that the qualitative researcher may experience 
some difficulty in establishing the appropriate climate on some occasions. Rist [1984, 
pi 61] argues that the answer to the question "what is going on here?" is at once 
disarmingly simple and incredibly complex.
Qualitative researchers influenced bythe intellectual position of symbolic interactionism 
[Biumer 1969] have argued three premises in human behaviour. The first premise is 
that human beings act toward things on the basis of the meaning the things have for 
them. The second is that the meaning of such things is derived from, or arises out of, 
the social interaction that one has with one's fellows. The third premise is that these 
meanings are handled in, and modified through, an interpretative process used by the 
person in dealing with the things s/he encounters.
The present limited research suggests that mental images are only part of the 
"increasingly complex" interactive and interpretative processes which are involved in 
human behaviour. In the case of Leslie, these forces seemed to support the vehicle 
of mental image manipulation. In the case of Louise, they may have worked against 
this. With only two participants involved at this point, there was little validity in 
generalisation. The possibilities for further research in this area are, however, 
acknowledged.
6.18 CHAPTER SUMMARY
This chapter explored aspects of sales activity from the perspective of associated 
mental images. These were described through the use of submodalities. In early pilot 
exercises, many participants recorded vivid images which appeared to be strongly 
influencing them. In the main research, difficulty was experienced when participants 
attempted to compare images associated with good, bad and sales experiences 
although strong images were often experienced. An observational experiment, based 
on a telephone call, evoked strong emotions and images and these implied variations 
in the process of image formation. Some individual work with two participants 
produced apparently conflicting results.
However, these meetings to explore participants' mental images, brought to an end the 
planned data collection phase of the research. I felt, at this point, that I had reached 
the limit of goodwill which it was possible to expect of the participants and most
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particularly of their firms. The drop out rate was suggesting an increasing inability (or 
unwillingness) of participants to be involved. Several participants had left their firms 
or transferred to other areas. Two organisers had also left their firms and others 
confirmed that the demand for billed work was so great that many activities such as 
the research were now difficult to organise. In some instances, all training had been 
stopped and a series of reorganisations were causing some difficulty and uncertainty.
As with any piece of research such as this, considerable time and effort had been 
expended in travelling, communications, meetings and interviews, and it was not 
possible to continue at this level. While it was interesting to have continued data 
collection indefinitely, some line had to be drawn.
A letter [Appendix 12] was sent to all participants detailing what had been done 
throughout the whole research period and requesting input on any matter or issues of 
concern. It is at this point that the concern arises as to whether the research has 
actually achieved what it set out to do and also what implications may arise for the 
firms, and the professional and training staff within them, as a result of it. This is 
discussed in the next and final chapter.
CHAPTER SEVEN
mental
sales 
reluctance
trainii
issues
2
ig
3
personality
issues
AND THEMES
7263
CHAPTER SEVEN RESEARCH CONCLUSIONS AND THEMES
7.0 INTRODUCTION
This chapter brings together and further discusses some of the main themes which 
emerged from the research. It explores some of the implications of these themes for 
the firms, and the professionals and trainers who work in them, although detailed 
discussion of the effects these might have and the future options which the firms have 
are presented in chapter eight.
It begins with a review of the original research questions which were first presented 
in chapter two (2.2).
7.1 THE RESEARCH QUESTIONS REVIEWED
The main question for this research was:
I "What is the subjective experience of professional advisers within the
parameters of the professional services sales situation?"
Two subsidiary questions devolved from this. These were:
I "What is the influence of the organisational and cultural milieu of the
professionai services environment upon the sales activity of professional 
advisers?" and
I "What is the influence of personal qualities and preferences upon the
sales activity of professional advisers?".
The second question involved all influences external to the individual professional 
adviser and the third question centred on the internal, personal forces which influence 
the professional adviser.
The study has revealed extensive data of the subjective experience of professional
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advisers with regard to sales activity within their firms. Enough triangulation has been 
undertaken with other individuals in the firms, many in very senior or influential 
positions, to affirm that the subjective experiences which were revealed are common 
to many other professional advisers within the same firms. The subjective experiences 
which were revealed were, of course, many and varied. From them a number of major 
themes have emerged within which organisational and personal influences are seen 
to be operating. These are now presented and discussed.
7.2 THE MAJOR THEMES
Five major themes were considered to be apparent. These were:
1. Sales reluctance as an expression of the influence of unwritten rules.
2. Sales reluctance as an expression of unwillingness to develop leadership 
competencies.
3. Sales reluctance as an expression of satisfaction with the status quo.
4. Sales reluctance as an expression of the need for power.
5. Sales reluctance as an expression of self identity.
The themes emerged directly from the data. The process of eidetic reduction in a 
phenomenological study (see chapter 2.7.3) accepts that judgements can be made 
based on cultural or social norms. It should be emphasised again, however, that the 
views which are to be presented should not be considered as 'correct' or 'incorrect' but 
are reflections of the publicly acknowledged and shared reality of the participants 
involved. The data represents the essence of the collective views of all the 
participants throughout the research.
7.2.1 The First Theme: Sales Reluctance as an Expression of the Influence of 
Unwritten Rules
Within the motivational literature review in chapter one, the work of early theorists 
[Freud 1925, Jung 1960, Adler 1964] was highlighted. These had often focused on 
the antisocial aspects of human behaviour. Some sales books authors had written in 
a manner which suggested that many sales people were refusing to co-operate with 
authority in a way which might also be considered antisocial. During the research 
some senior people had also spoken of their subordinate's behaviour in the sales area 
in a similar way [eg They just wont even try... You really have to keep on them all the
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time]. Although they had not used the words "anti-social" to describe subordinate 
behaviour in a sales opportunity situation, it was clear that they felt that many 
professionals were being deliberately uncooperative in the face of the needs of the firm 
and the specific group.
It appears, however, that within the context of their professional (rather than sales) 
activity, it is accepted that participants are, for the most part, going about their 
business in a professional and committed fashion. In doing so, they have developed 
highly successful firms who enjoy the support and praise of many major clients.
The individuals within the professional firms, which includes the participants in this 
study, have achieved their success by applying to themselves and their activity, the 
norms and standards which are intrinsic to their profession as a whole and also to their 
specific firm. Seldom are the norms and standards for personal behaviour (as 
opposed to technical performance) written down. Morgan [1994] contrasts the 'written 
rules' which could include an organisation's employment procedures or emergency 
plans with the 'unwritten rules' which largely govern the standards and manners of 
conduct and interaction to be found in any organisation. He notes [p24] that:
"Every organisation has unwritten rules of the game. Indeed every 
organisation Is a creature of Its unwritten rules - but unwritten rules are not 
good or bad; they are just appropriate or inappropriate, given what the 
organisation is trying to achieve. The real problem occurs when unwritten rules 
reinforce each other in ways that no one recognised".
Thus it seems that sales reluctance in the research participants can be seen as an 
expression of the unwritten rules operating sometimes in ways that no one has, at 
least openly, recognised.
It can be affirmed that the participants are not antisocial in their sales reluctance. 
Often they are behaving in a way which is a logical response to the unwritten 
messages which are presented to them. Leboeuf [1986] notes that the single greatest 
obstacle to the success of today's organisations is
"the giant mismatch between the behaviour we need and the behaviour we 
reward" [p23].
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In the presentation of the research findings I have also used the word "mismatch" 
when describing the difference between espoused intent and actuality within the firms. 
The Oxford dictionary defines mismatch as "unsuitable" or "incorrect" which is perhaps 
too strong for what I wished to convey. More accurate similes (taken from Roget) 
would include such words as variance, divergence, modified, discrepant and 
discordant, and these better describe the idea that even the best of human intents can 
be adversely affected in the process of their application.
Some examples of mismatches, taken from participants' own comments, will support 
this view. In this it should be understood that the term 'written rule' is used to cover 
the formal position of the firm as it is presented on such occasions as conferences, in 
internal memos and newsletters and in formal addresses from senior personnel.
1. The written rule says that co-operation and cross selling of other division's 
products is to be encouraged and supported.
The unwritten rule says that the client can only be expected to pay for the work 
he is directly getting and sales talk pertaining to other people's products cannot 
be supported in this. Further, time taken to learn about other products is not 
productive time and should therefore be avoided.
2. The written rule says that the selling to clients of further products is essential 
for the firms development and time must be given to this throughout client 
interactions.
The unwritten rule says that an individual will actually be assessed, promoted 
or admonished on their level of billable work and any activity which is not 
billable should be limited. In this, short term billable responses are preferred 
over long term initiatives which have no immediate return.
3. The written rule says that individuals who develop and bring in new business 
are admirable and will be rewarded.
The unwritten rule says that individuals who are too committed to sales activity 
are not to be entirely trusted and may also be somewhat unprofessional. They 
may, thus, impair their chance of reward.
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There are many other examples which could be given. On one occasion during the 
pilot studies, a group on a training program were asked to define as many written and 
unwritten rules as they could which they felt that others would also support. This 
exercise was not presented in this study because it included many aspects of 
professional activity which were not directly sales activities. The participants, however, 
produced many such 'mismatches' and further intimated that they did not tend to 
pursue the written rules in the face of clearly competing unwritten rules.
Throughout this study, many such unwritten rules have been stated or implied within 
the sales area and it is not surprising, therefore, that some of the participants' apparent 
sales reluctance is an expression of an adherence to an unwritten rule. It is not 
surprising, too, if the participants occasionally feel a sense of aggrievement when other 
individuals fail to practice what they preach. Many participants, for example, spoke of 
being admonished or let down by others when they themselves had attempted to 
implement some sales activity. One participant spoke of the naivety of individuals who 
persist in sales activity when the unwritten rules are clearly working against them.
The characteristic of some good sales developers was presented as their blind 
commitment to the written rules regarding sales activity, but that their ignoring of the 
unwritten rules was the seed for their potential undoing. Certainly several of the 
dedicated sales developers who were interviewed during this study seemed to have 
experienced this - perhaps the most dramatic example being the dedicated business 
developer who it appeared was made redundant because his direct billings fell below 
an acceptable percentage for all practitioners.
The participants in this study were often seen to be cautious, careful and problem 
avoiding. Their training is often devoted to defining the 'real' problems for a client in 
a reasoned, analytical way. They are largely committed to their firms and wish to be 
accepted and progress in them. In short, they are sensitive to the unwritten rules. 
They have revealed that for the most part, they do not want great change in their lives 
and they know that the rewards of partnership can be very high. Their talk is of 'the 
firm'. They speak often in terms of 'our' or 'we' and they thus need to be pushed to 
be openly individualistic. They have a very clear idea of what is fundamentally 
required of them and refer with some amusement to various, consecutive innovations 
promoted throughout their firms which no one really supported.
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7.2.1.1 A Competency Framework
Towards the end of this study, one participant provided a copy of their firm's newly 
created competency frameworks. Earlier in this study, I commented that the firms did 
not appear to have a competency based approach to personal development. Here, 
now, was an example of one firm's approach to this and it was the first example 
discovered in which rules of behaviour were now written down.
The business development competencies were included within the professional 
competency frameworks. Only at the most junior level was direct involvement in client 
sales activity not included. Above this level, sales activity included:
•  the development of sales initiatives
•  the identification and exploitation of market opportunities
•  the creation and presentation of proposals
•  the development of all sales leads
and, at the senior manager level, the selling of "significant client projects that make a 
major contribution to group results". The competency framework will be referred to 
again in other themes as they are presented but there is an implication within the 
framework document that professionals who do not present (or at least attempt) the 
competencies described are, in some way, antisocial (i.e. not supporting the group to 
which they belong).
The results of this study suggest that many professional advisers will need much 
greater support and leadership if they are to live up to these demands. The second 
theme centres, therefore, on leadership competenceswithin the firms.
7.2.2 The Second Theme: Sales Reluctance As An Expression of an
Unwillingness to Develop Leadership Competences
The competency framework presented above acknowledges the need for good 
leadership which is "crucial to our future success". The leadership issue is focused 
through a 'leadership project'. Within a professional firm the partners are perceived and 
perceive themselves as the leaders of the organization. Within the competency 
framework six leadership skills are identified. These are: client responsiveness, 
business skills, management, personal effectiveness, social skills and thinking skills.
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Some examples from each provide the flavour of the document.
Client Responsiveness
D establishes rapport and builds long term relationships
K shares client relationship with other people
D maintains the relationship through periods of tension, pressure or
disagreement.
Business Skiiis
G negotiates and manages fees
5 wins new business
D networks across the firm and externally
Management
R encourages openness and co-operative working
G builds links and opens communication channels
B models effective behaviours which staff respect and learn from.
Personal Effectiveness
D takes more responsibility at times of high risk
D is resourceful at times of pressure and stress
D is seen as having a sense of humour.
Social Skiiis
K is a good listener
K communicates in the right way what others need to know
D socialises in a way that brings business benefit.
Thinking Skiiis
H demonstrates ability to "think on feet"
G spots opportunities
D initiates change both internally and with clients.
A few participants were able to comment on the competency framework and generally . 
, their opinions were sceptical. Their view was that many of the partners were not living'
o KjU jjsM y  JJl
-up4o th^competencies and they were sceptical that some partners and professional
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and professional staff would ever try to live up to the competencies.
Perhaps these competencies may be considered more as a mission statement - a 
guide to what the firm hopes its leaders will somehow become. This must include 
managers also. Most organisations have faced the difficulty that not all of their staff 
are able or willing to develop their espoused competencies. In this, the professional 
firms are no exception. The leadership issue is perhaps more crucial to the 
professional firm, however, in that there is such a clear division between leaders (the 
partners) and the employees (the professional staff). This has been shown many 
times during this study.
A contributing aspect in this is the sheer number of partners who operate within each 
firm. All the large professional firms have hundreds of partners. Leadership meetings 
may thus require a large auditorium and consensus can be long and tedious. Further, 
the most senior partners are often elected by their partnership - which is not 
supportive, perhaps, of enforcing unpopular initiatives. The competency framework 
had emanated from the training and personnel functions rather than senior partners 
and it did not appear that the firm had yet sanctioned a mandatory leadership training 
program to support each of the competencies.
The work with LAB profiles earlier in this study had shown that there was a 
discrepancy between the profile which partners highlighted as desirable for 
professional advisers in their business development role and the profiles of the staff 
they had actually employed as professional advisers. It is difficult not to see the 
leadership competencies in the same light - that is, a set of idealised qualities which 
is limited by the qualities of the individuals who present themselves as potential 
employees and the other forces which act upon the individual in the professional 
advisory role. This is acknowledged in the Thinking Skills area of the framework 
where leadership also includes:
•  the ability to analyse large amounts of complex data
•  not missing detail
•  applying a high level of technical expertise, and
•  anticipating complications and risk areas.
In the Personal Effectiveness area are also the following leadership qualities:
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•  impresses clients with speed of response
•  is personally committed to the work
•  is seen as someone who can be relied on.
The participants in this study have clearly shown that they feel that it is these latter 
qualities which will be more highly supported and rewarded. These are also, perhaps, 
personal rather than leadership qualities. The ultimate reward for many of the 
professionals in this study was revealed as achieving partnership status. The way to 
achieve partnership was expressed in many forms throughout the study but the 
underlying forces were those of conformity and group acceptance.
Sales driven individuals displayed many leadership qualities as defined in the 
competency frameworks, but they often lacked the ability to conform and to achieve 
group acceptance. They were seen to isolate themselves as a result of it. The firms 
will only promote to partnership those individuals that other partners will accept. Some 
participants had talked of partnership review boards and at least two participants 
attended such a board during the study. Their view of this process was a desire to 
project an attitude of compliance with their firm's standards and values.
The participants in this study have consistently argued that the sales initiative should 
be driven from the top down; that is, that the partnership should provide both 
leadership and an example in sales activity. It was generally felt that younger partners 
were more likely to provide sales role models but that for the older partners, this was 
less likely. The older partners are seen to exert some control and authority over the 
younger partners who, in many cases, may hold their partnership role as a result of 
the acceptance and even mentoring of older partners. It appears that the firms' 
leaderships are also in a process of change but this is considered to be a slow 
process.
Some suggestions as to why participants are asking for more partner leadership 
specifically in sales activity might be:
1. That the participants have a genuine desire to develop sales skills and thus
wish to learn from the expertise of senior people. The data does not support 
this view.
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2. That a desire that partners assume primary responsibility for sales activity 
would ensure that participants were 'let off the hook' from doing it themselves. 
The data suggests support for this view.
3. That the participants were highlighting the discrepancy between what their 
leaders were demanding in the sales area and what the leaders were actually 
doing themselves. The data suggests support again for this view.
4. That the participants are acknowledging that within a partnership structure, only 
partners have the full authority to commit the resources necessary for sales 
activity, especially when the securing of large, long term clients (such as with 
a major audit) is a very expensive undertaking. Participants (and partners) 
have supported this view within this study.
5. That participants on fixed salaries were expressing some dissatisfaction with 
partner demands for increased sales when only the partners enjoyed the added 
revenue this brought. It was commonly expressed that partners enjoyed very 
high incomes when there had been a marked slowing down of pay increases 
for salaried staff.
Many of the participants aspired to partnership. They were thus presenting an 
argument which meant that when they became partners, they should be prepared to 
assume the responsibility for sales leadership. A number of participants indicated that 
they supported this view. The difficulty which was expressed by the partners in this 
study, however, was in assuming the role of business developer with little enthusiam, 
experience or training to support it. The competency framework has acknowledged 
this difficulty by allowing for increasing levels of commitment to client development 
throughout the professional grades. The competency framework is not able, of course, 
to specify where or when business development is to take place although it is clearly 
focused towards activity with existing clients. This raises a problem which is presented 
in the third theme.
7.2.3 The Third Theme: Sales Reluctance as an Expression of Satisfaction with 
the Status Quo
At the beginning of this study sales reluctance was defined as the unwillingness to be 
involved in any sales activity. However, my position as a sales trainer within a 
professional firm was a reflection of the view of that firm that one aspect of the 
professional advisory role is the development of further business. It is accepted that 
this role began in the Consultancy Division and not the Audit or Tax Divisions which
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constitute the majority of professionals in all 'big six' firms.
Herein lies a difficulty because many participants in this study were Audit or Tax 
professionals and these have shown that they do not feel incomplete if they are not 
involved in sales activity. They have commented, repeatedly, that they enjoy the 
technical and service aspects of their work. Common criteria in the LAB profile were 
intellectual challenge, variety of work, the chance to learn new (technical) skills, being 
able to do a task well and mastering difficult technical issues. No participant cited 
such sales related criteria as the opportunity to sell, the chance to influence and 
persuade people, the chance to develop new products and the chance to present new 
ideas and concepts. It should also be noted that nearly all the earlier pilot work was 
conducted with management consultants and their sales reluctance was the first 
impetus for undertaking the fuller research.
The participants do not, therefore, reflect that they want sales activity as part of their 
job. They do report how much they like and value the technical requirements of their 
work and some even suggested that they would not seek partnership because it would 
mean giving up much of their interesting work.
The participants largely, then, like the work they do and do not often wish to interrupt 
this work with activity which is less satisfying. This not only includes sales activity but 
for some this has also been shown to include administrative work, meetings and 
management responsibilities. One indication of this, perhaps, is that only one 
participant out of the forty-four who received a letter [Appendix 12] requesting final 
input, actually responded because they "felt strongly about some of the issues raised". 
Interestingly, as a management consultant, part of their focus of interest was sales 
force effectiveness so there was perhaps a wider interest in the area of sales 
reluctance. Other participants had talked of being allowed to close their office door 
and "get on with it"; by which they meant the uninterrupted application of their 
technical and analytical skills, but for management consultants, this meant activity for 
and with clients.
Many participants clearly like the environment they work in, the facilities and support 
this provides and the kudos of working for a leading firm. The names of their firms are 
well known and their work allows them to meet and interact with other major 
organisations.
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The participants like the opportunity to influence the financial decisions of their clients 
and the responsibility, status and relationship that this brings. For many participants, 
sales activity seems to get in the way of all of this and while at a logical level they 
support the idea that purposeful sales activity is important for future growth, they are 
nevertheless, also of the opinion that their firms will continue to prosper and that there 
is always a place within their firms for technically capable practitioners.
They do not, therefore, have a 'survival mentality' with the exception, perhaps, of the 
management consultancy divisions. In this latter area, client assignments are often 
short; the horizon for the next assignment (if one exists), may be only a few weeks and 
it is often the case that the management consultants are in competition with other 
management consultancies for an assignment. In the other divisions, notably audit 
and tax, clients are held for many years if not decades and there is a steady flow of 
work much of which is required by law. Within the audit and tax function, participants 
reported that resources to handle client accounts are often pruned to a minimum to 
reduce both client and salary cost. Participants query how they could handle extra 
work demands on top of extra sales activity.
Accountants and tax advisers also tend to have similar career development. They are 
often appointed by the firms upon graduation and then develop their career within the 
one firm. Many have limited or no experience of working for commercial firms. Added 
to this is the opportunity for overseas assignments with the same firm and into which, 
audit people especially can move with relative ease. Collectively, these factors are a 
strong incentive for adherence to the cultural milieu within the respective firms. The 
selection processes, not only for entry to the firm but also through the ranks of the 
firm, support the acceptance of individuals who are themselves accepting of the firms 
culture.
Contingency Theory [see Spencer and Pruss 1993, pi 87] implies that organisations 
are structured not only for task but also for political reasons as well. In some 
organisations, efficiency is not the prime reason for existence - the main driving 
function is the power relationships. Thus attempts to change will be met with 
resistance. Over many years, the professional firms have established hierarchies and 
patterns of behaviour which are both predictable and satisfying to the professionals 
who work in them.
1275
The 'status quo' is therefore very satisfying to many audit and tax professionals with 
its apparently endless supply of interesting work. A number of redundancies may have 
disquieted some professionals and resulted in greater workloads but most have not 
been seriously affected. Why then would they wish to change this for increased sales 
activity in which their role is uncertain and in which they suffer rejection and a loss of 
power? It appears that, understandably, they do not wish to change because they 
perceive that group gains are outweighed by personal loss and in this, the loss of 
personal power is an important issue. This is presented as the next theme.
7.2.4 The Fourth Theme: Sales Reluctance as an Expression of the 
Need for Power
The culture of a professional firm has been shown to be a finely balanced structure of 
competing authorities and demands. The firms, as professional advisers, tend to focus 
outwards to the demands of clients. Participants commented repeatedly how client 
demands take precedence over almost everything else. The participants would note 
that important internal commitments would be presented with the admonition that it 
was to be regarded as "a client meeting" (i.e. as one participant commented, "not to 
be missed under any circumstances including death"). The demands of a partner has 
also been shown to be a strong motivator. Generally, however, the participants 
acknowledged that there is often a carelessness in conforming with internal social 
demands. Some of the participants who missed their interviews did so because of 
reported 'client issues' and it was clear that they felt that this reason required no 
further explanation or justification. The participants response to a demand seems 
strongly influenced by the level of real or perceived power held by the parties involved. 
The term 'power' is used here to describe the means by which one individual might 
hold control or influence over another.
The power relationship between professional advisers often can be ameliorated by the 
common interest in the client and, at times, can transcend rank or level within the firm. 
The ability to perform to technical standards and to client satisfaction is clearly an 
important ingredient in the power relationship. The fact that there are so many leaders 
(i.e. partners) and the influence of a strong professional institute such as the Institute 
of Chartered Accountants all support the autonomy of the competent practitioner.
The power relationship with clients is one in which the professional engages the client 
in a specific activity in which the professional is the expert. If the professional adviser
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were not an expert, then the high fees could not be justified so easily. The 
professional sometimes engages the client with the sanction of legal power as with an 
approved audit of company accounts. The professional may also exert social power 
as, for example, when client meetings, especially with smaller accounts, are conducted 
in the professionals' offices. The professional undertakes client work which both the 
client and the professional require to be to a high standard and professionally correct.
This is the general image which professionals have of themselves, which both the 
firms and the clients expect and which give the individual professional a sense of 
worth, of value and of being in control. As one participant noted
“With clients you should always be the one in charge. That's what everybody 
expects".
Sales activity, for many professionals, could seriously affect this power balance. The 
competency framework presented earlier suggests that professionals will be seen by 
clients as:
•  striking the right balance between involved, helpful support and tough
professional detachment
•  helping them to resolve their most difficult and complex issues
•  trustworthy and professional, and
•  valued as a source of broad business counsel.
The theme which runs through all of these is that the professional is impartial and 
client problem centered. Many of the participants in this study have perceived sales 
activity as lacking true professional impartiality and that it is profit, rather than problem, 
centered. They have described it in terms of pushing products which clients do not 
need. It thus offends their sense of professional integrity and propriety.
In this, an important ingredient for the participants is that the sales situation changes 
the client/adviser relationship in other ways. They perceive that clients react as they 
would themselves to interactions which are motivated more by the desire to sell 
something than solve a real issue. Prus [1989] describes it thus
"In sales you see people at their worst, when you're trying to sell them
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something. They're the most cynical. They want to establish dominance in the 
situation. There's the feeling that if you let the salesman get the upper hand 
in the situation that you're going to buy something that you don't want".
The participants in this study have shown that they have great difficulty not only with 
the change in relationship with their clients which a sales situation seems to bring but 
also with the perceived dramatic reduction in their status inherent in the sales 
interaction. This is not only in their own estimation but also in the way they now feel 
that clients might view them. I have referred to this as a loss of power.
O'Connor and Prior [1994] observe that a sale should be the result of co-operation 
and interaction between the two parties involved.
"Thinking about selling as something done to customers instead of something 
done with customers distorts what is taking place".
This perhaps glosses over the aspects of rejection and indifference which many sales 
overtures will create in sales prospects. The fundamental issue for the participants in 
this study, however, is that they are not professional salespeople. First and foremost 
they are highly qualified professional advisers already engaged with clients and for 
whom professional respect is very important. Many feel that they lose this in a sales 
situation by confusing their role with a client.
For example, the introduction of an increased sales focus in the client relationship 
introduces, for some participants, the possibility that clients will be motivated to seek 
offerings from other providers. It is the view which one participant argued that
"if you want to behave like a salesperson then I had better treat you as I treat 
all sales activity and invite some competition into the equation".
The participants reported that many clients are already taking this approach even with 
traditionally stable areas such as the audit function. The participants' deep concern 
with this is that there is very little to differentiate them, not only from the other big six 
firms but often from any small firm who can offer the same services for much less cost. 
The participants frequently complained that they had nothing to offer which was unique 
or outstanding. Their demand for better products was often expressed and, perhaps.
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reflects again the idea that they perceive that their role is to be the source of 
professional expertise for their clients despite pressure to be a source of broad, 
business counsel.
The issue of power perhaps suggests why the older and senior partners are perceived 
as even more reluctant to be involved in sales activity than more junior professionals. 
Senior personnel have often invested their life in developing their position and 
expertise, and to lose some of this would have serious implications for their self 
identity and for their standing with colleagues and subordinates. This is the basis of 
the final theme which is now presented.
7.2.5 The Fifth Theme: Sales Reluctance as an Expression of Self Identity
The participants have chosen to become professional advisers; primarily, in this study, 
to become auditors and tax advisers. The LAB profile results suggested that the 
participants have a leaning towards certain working and motivational traits - 
specifically a reactive, internal, away from, sameness, independent, activity thing, 
feeling and self approach [see 5.6]. This was not considered to be a profile which 
was very supportive for traditional sales activity. The general profile was a more ideal 
profile for the job of professional expert - the job which the participants chose for 
themselves and which their firms were promoting.
The participants reported that they were very comfortable with this profile and the 
implications that somehow their personality profile was now inadequate was 
considered by some as unacceptable. This is particularly so when it is considered that 
the perceived criticism of their personality centres primarily on their inadequacies in 
the areas of interpersonal skills rather than technical skills. The criticism is regarded, 
therefore, as subjective with the perceived inadequacies difficult to precisely define and 
therefore to remedy.
One participant was concerned that he had been told at an appraisal that he lacked 
'presence'. His appraiser was unable, however, to define what constituted presence, 
give supportable examples of when he had exhibited a lack of presence and to 
suggest how presence might be acquired. Educated and intelligent individuals such 
as the participants are quite capable of highlighting what they consider the absurdity 
of such criticism although they are still left with a sense of inadequacy and feelings of
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unacceptability.
Some participants have implied that their self esteem is not strong enough to withstand 
the rigours of sales activity. Although this research has focussed on sales activity the 
comments of the participants often seem to accommodate their view of themselves in 
many other situations [ e.g. I'm not comfortable with cocktaii parties, I'm not good at 
public speaking ]. Tracey [1987] considers that many individuals have a low opinion 
of their general capabilities and worth; further, that this is a "self talk" reinforcing 
mechanism whereby individuals who continue to tell themselves that they are 
inadequate in something will always perform inadequately in that area. This view 
emphasisies the importance of positive support, acknowledgement of effort and 
reinforcement of early successes. The participants have shown, however, that often 
there is little positive encouragement, particularly for unsuccessful effort.
Many participants have shown that they avoid sales situations and in doing this, they 
thus avoid, perhaps, the opportunity to be judged inadequate as a person as well as 
a professional adviser. Some participants have shown themselves to be quite 
manipulative in delaying or deferring sales activity and even in suggesting an 
involvement in sales activity which never actually occurred. One participant, for 
example, recorded a seminar reception in which she had reported extensive contact 
with invited guests when none had actually taken place. Her only salvation in this was 
that no one questioned or checked her verbal reports and there was client work in 
which to become immediately immersed.
The participants have often revealed that they work in an environment in which they 
feel failure is not tolerated. Sales activity by its very nature will likely be unsuccessful 
more times than successful. This clashes with their need to be always correct and, 
therefore, not liable for blame. Added to this is the problem, again expressed, that 
many professional advisers such as accountants and tax consultants perceive that 
they are very infrequently in sales situations. They do not have the repeated 
opportunities to become more comfortable with sales activity and thus to see it as a 
required and ongoing aspect of their jobs. A fundamental aspect of this is the 
development of the ability to withstand rejection. When they recommend a course of 
action to a client, they expect the client to agree, subject of course to any reasonable 
cost this might involve. They would not recommend a course of action which was not 
needed and which they could not justify.
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The participants in this study have expressed their concern that clients will, however, 
reject their sales approaches. This is particularly acute if the participants themselves 
truly believe that the offering is not needed and cannot be justified. They feel that they 
themselves would reject such an approach and they thus expect it from a client. They 
are often then in the position of facing perceived rejection from a client and less likely 
rejection from their superiors for not being sales active. Some participants have 
admitted that they move away from the perceived greater possibility of rejection. They 
do not respond readily to the idea, sometimes promoted by the firms, of adopting an 
approach with clients in which they throw out creative business ideas which the client 
may accept or reject. This is not in keeping with their structured, logical, problem 
solving approach and they do not, often in any case, consider themselves to be the 
sort of creative people that is being suggested. They often consider that a real need 
will become apparent at the right time and that it is then that it should be handled.
Most sales trainers [e.g. Tack 1978, Denny 1988, Mercer 1988] would call this the 
'order taker' mentality. It is, in fact, the absence of salesmanship. The client is 
required to define a need and then come to buy a solution from the seller. It highlights 
again the difference in preferred styles of operating; the professional adviser who sets 
up an office and then waits for clients, and the professional salesperson who actively 
advertises, cold calls and pursues prospects despite repeated rejection. However, the 
participants have shown that they do not really like the second image and this way of 
working. Many sales writers and sales managers would label the professional 
advisers' approach as too reactive and indeed, too lazy.
During this study, several senior people also implied that the professional advisers in 
their firm were being lazy in not undertaking sales activity. The participants in this 
study did not consider themselves to be lazy. They have spoken repeatedly of their 
commitment and efforts with large workloads and limited resources although these 
claims were not checked. Objectively the firms would not continue to use them if they 
were lazy. It is easy to see, however, how the behaviour of some professionals in the 
sales area could be labelled as lazy.
Participants have argued that their firms' accusation that they are not undertaking 
sales activity because of individual limitations (e.g. tearfulness, laziness) is an excuse 
which shifts responsibility for increased sales activity from changes in the organisation 
to changes in the individual. Some participants have also commented that the
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increased emphasis on sales is a ’panic reaction’ to events which were happening 
over a prolonged period (e.g. pressure on fees, diminishing client loyalty, greater 
competition) and which the partnership has largely ignored. It is also seen by some 
as a reaction to an economic recession which affected all businesses causing severe 
hardships but which many partners seek to pass on to their staff rather than suffer 
themselves. Partners in this study argued against this but there is clearly a perceived 
lack of open dialogue and accountability in the area of the financial remuneration of 
partners.
The participants’ self identity is thus often seen to be that they work for ’the firm’ but 
are not themselves ’the firm’ - i.e. they are employees of the firm. They also 
understand, however, that in a professional firm, the only product is the expertise and 
dedication of the professional staff who, in a commercial environment, might have 
more formal empowerment.
The participants have also recorded the opinion that the redundancies imposed in a 
number of areas throughout the firms were often handled badly. They revealed a 
perspective of the partnership which was considered to be both autocratic and 
sometimes illogical and unfair. It has meant in the eyes of some participants, a 
reduction in loyalty to the firm. Several participants informally commented that they 
now regarded themselves as an accountant, who could and might work anywhere, 
rather than a ’firm X’ accountant committed to their lifelong career with that firm. It 
was clear, however, that these professional advisers really wanted a sense of 
belonging and the security, predictability and support this implied. LAB profiling had 
also revealed that many professionals reacted just as emotionally to pressure and 
criticism as the general population.
7.3 SUMMARY OF THE RESEARCH THEMES
It seems clear from this study that the organisational and cultural milieu of the 
professional services environment does have a strong influence on both sales activity 
and the willingness to be involved in sales activity. Underlying this, however, are the 
forces which are, perhaps, less socially and professionally acceptable to present but 
from which many drivers of sales reluctance are to be found. This might be 
presented diagrammatically as follows:
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7.3.1 Figure Q The Pyramid of Influences
Socially and /  \  Organisation: lack of time, other duties
professionally acceptable
reasons for sales /  \  Training: lack of skills, lack
reluctance /  \  of experience
Personality Traits: reactive, internal, task
focused
Responding to unwritten rules 
Underlying forces / ------------------------------------------------------------
which are not /  No proper leadership received or given
socially and A ------------------------------------------------------------------------
professionally y  Satisfaction with status quo
acceptable / ’ -----------------
reasons /  Need to feel important and in authority
 \
Fear of rejection, failure and loss of self worth
This research began with the desire to explore the initial reasons given for sales 
reluctance [organisational training and personality]. These are to the top of the 
pyramid because they are socially and professionally acceptable and often justifiable. 
The research has revealed, however, some of the underlying forces which are not so 
acceptable to reveal publicly, although participants have revealed them in private. 
Much of this was first revealed during group meetings and is shown in Figure 3.6.7.I. 
Only illness which was cited then is not included here, although a number of 
participants indicated then that illness may often be a result of sales reluctance. The 
individual components of Figure E (3.6.7.1) are discussed more fully in Chapter 8. 
There is a further problem, however, with the diversity of sales activity throughout any 
large firm. During this study, some participants reported, for example, that their own 
areas had too much work; others reported that they had too little. Some areas were 
seeking to recruit more staff; other areas were still facing the threat of redundancies.
This reflects the varied relationships which professional groups within a firm have with 
their clients. In some instances, one division in a firm may have large amounts of 
profitable business with a client while another division may have a limited relationship 
with the same client. In some instances, participants talked of clients who had thrown 
them out while still retaining other divisions from the firm. This is an indication that the 
term 'client' covers a range of relationships with another organisation. It is not
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unknown even for several big six firms to all regard another organisation as their client. 
Added to this is the fact that professional firms such as those involved in this study 
have many different products which are sold in different ways. The participants have 
noted that the approaches of other divisions may be quite inappropriate in their own 
division.
The participants have indicated their preference for specific advice rather than generic 
sales training. One of the issues in this, expressed by participants who had 
experienced generic sales training, was, however, that they had not appreciated the 
levels of skill which sales involves. Several participants talked of a continuum of their 
response to sales training. These may be summarised as follows [after Boak 1991, 
p179]:
•  Level 1 (Unconscious Incompetence)
The trainee does not yet recognise that they are incompetent in certain sales 
related activities such as developing a conversation, establishing rapport, 
proper questioning and listening techniques. Several participants have 
revealed this position and many others acknowledged that this was their 
position before training.
•  Level 2 (Conscious Incompetence)
The trainee, through various exercises, perhaps on a training course, comes 
to realise that there is far more involved in a specific sales activity and that 
they are missing some of this. A lot of participants reflect that this is their 
present position.
•  Level 3 (Conscious Competence)
Through training exercises and review, the trainee develops better sales skills. 
These feel strange, however, and some are out of step with other activities. 
Some of the more senior participants reflected this view.
•  Level 4 (Unconscious Competence)
The trainee has assimilated and accepted the new behaviours so that they are 
now comfortably part of self identity. A few participants, notably the more 
recognised sales developers, reported this level in some (but not all) areas of 
sales activity.
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The competency framework described earlier had suggested behaviours in which, it 
is presumably hoped, the professional will become unconsciously competent. How the 
professional is to develop these skills and move through the phases suggested above 
will require some thought and involvement from the training function. I use the phrase 
'training function' to mean all the ways in which an individual might develop their skills 
and it is acknowledged that many professionals will reflect all four stages of 
development in different areas of professional behaviour. However, it is difficult for 
someone who is themselves unconsciously incompetent in something to acknowledge 
that there is a need for training. One of the difficulties expressed by the participants 
was that senior people appear not to understand the level of incompetence which 
exists in interpersonal behaviours. Some participants were of the opinion that this 
reflected the lack of personal development training which senior people had 
themselves received; others that it masked a desire not to pay for such training and 
yet others, that such training would focus attention on the leaders (partners) own 
inadequacies in these areas. My own experience has been that partners are seldom 
trained with their staff and many partners are also not very comfortable with being 
trained together. Within a professional firm, partners may be accountable to each 
other but this does not often extend to reporting and justifying activity to each other.
Spencer and Pruss [1993] have noted that the training function in any organisation is 
only as good as the support it receives from senior management and that the most 
common complaint in many organisations is that senior management do not seem 
committed to training by "withdrawing delegates from courses at short notice, refusing 
requests, cutting back training budgets in a recession and taking no active interest in 
the training received" [pi 48].
The training function has to work within this culture and often the trainers are 
managers rather than partners. Within the study, there were few dedicated training 
partners with training backgrounds who are actively involved in training. The emphasis 
for trainers, then, is more a facilitation of the development of agreed good practice. 
It is a process of gentle questioning of what is currently ineffective and what might be 
done about it. The approach may be less gentle when lower ranks are involved but 
it is still the preferred approach of many trainers. Some participants noted that their 
training groups were even anxious not to be called a training department, preferring 
to be known as the 'organisational development' or 'professional development' group.
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The trainers themselves are frustrated when course attendees withdraw because of 
client issues and it is necessary, therefore, for training to be given equal importance 
with client requirements if this is not to continue. Some firms have tried charging non- 
attenders with the full internal costs of the course and in one case, with double the 
internal cost of the course. This is to act as a deterrent, but trainers have complained 
that charging full costs for missing attendance does not seem to solve the problem.
It is not always the attendee who has initiated the withdrawal. Sometimes this is 
ordered by the partner despite requests not to do so. This seems the result of the 
perception that training is a cost whereas client activity is a revenue producing activity.
7.4 THE CHANGING FOCUS OF SALES ACTIVITY
As the study developed, some of the firms reduced the level of formal selling skills 
training. In one case, nothing was initiated to replace it; the individual partners were 
left to develop sales ability in their own way. In another case, a program which was 
focused more to managing a client relationship was developed. Several firms seemed 
to want to consolidate their position with their major clients and eliminate much of the 
practice development with smaller clients which was perceived as being too costly and 
time consuming to develop.
Some senior participants were also aware that their firms lost considerable revenue 
through client non-payment of fees. This was usually the result of client 
dissatisfaction. This was not a subject which it was easy to get details about but some 
participants presented a view that there were always clients which the firms would 
prefer not to have. It is my own observation that the first approach of any accountant 
to business difficulty is to cut costs and reduce expenditure. Much sales activity 
appears to be wasteful and costly, especially if it leads to work which is initially less 
profitable and less secure than established clients. It also detracts individuals away 
from chargeable work. It is preferable then that, if and when major organisations are 
seeking to put their professional services to tender, the individual firm is contacted to 
submit a proposal.
Some emphasis then remains with proposal writing and business presentation skills. 
Also negotiation skills are still of value but the increasing emphasis seems to be 
towards a coaching rather than a training approach, with the impetus coming more
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from business units rather than the central training function. The added benefit of a 
coaching approach is that it can be undertaken through client account team workshops 
for which the client is billed at the participants normal rate. Dedicated trainers are thus 
replaced with facilitators and an increasing emphasis is to source this from 
independent consultants or pay for internal consultancy on an as required basis. The 
direction for sales coaching in this approach is focused by the account team's 
perception of client needs. Clients are not usually participants in these meetings and 
the facilitators seldom interact with the client to observe the teams in action with 
clients. Professional advisers seek to know more about their client and in great detail 
but appear uncomfortable with the idea that clients may seek to hold equal knowledge 
of their professional advisers.
7.4.1 Business Development Competencies
Many of the participants acknowledged their increasing need for broader business 
knowledge. They believe that through this, they will come to recognise the business 
opportunities which exist. Some management consultants have undertaken MBA 
courses but no participant in the other divisions in this study had considered this. 
Within the competency frameworks of one firm presented earlier, the management 
consultancy division has detailed its business development competencies.
At the senior manager level, the first four of these are:
•  Sells significant client projects that make a major contribution to group results.
•  Wins major extensions to existing projects through effective client 
management.
•  Launches and manages firm wide or major group marketing initiatives that lead 
to a significant number of enquiries.
•  Develops major new services or products that contribute to the group and firm 
as a whole.
The emphasis on existing client development is clear. There is a clear preference also 
expressed for marketing activity (e.g. mailings, seminars and new products) as 
opposed to selling activities (e.g. cold calling, sales presentations to prospects and 
major prospect targetting). The firms consider that the latter sales approach is not an 
effective way to develop business, thus training in this approach is not appropriate. 
The client reviews presented earlier suggested that clients recorded that the best way
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to sell to them was by personal contact. This is not so difficult with existing clients but 
may present a problem with prospects. By concentrating on clients for future business 
development, the firms reduce the need for proactivity in prospect contacts. These 
prospect contacts, they feel, will develop naturally from existing client contacts moving 
to non clients, from the firms own 'old boy/girl' network and from invitations to tender. 
The need for many of the professional sales skills (e.g. prospecting, cold calling, 
telephone selling, closing techniques) is therefore largely eliminated. The emphasis 
is more in such things as relationship skills, influencing skills and process consulting 
approaches which, in fact, are little different from many high level sales skills but 
without the overtones which 'selling skills' implies.
7.4.2 The Future for Generic Selling Skills Training
The data suggest that generic selling skills training, per se, has limited future in the 
major firms. The need for dedicated sales trainers also becomes less and as this 
study concluded, none of the firms involved had a dedicated sales trainer employed. 
This creates some problems in that the participants have already commented that 
much of the internal training in client development is conducted by people who have 
themselves limited experience or expertise with clients while those who are perceived 
as good client developers are not available or not willing to provide the training. 
External trainers are sometimes used although these tend to avoid references to 
selling by presenting programs such as 'consultancy skills', 'client management skills' 
or 'negotiation skills'.
One aspect, which seems to have been influenced by the increased need for client 
development, is the recruitment of staff and, in particular, of senior managers and 
partners. Participants noted that the ability to develop clients, in the ways described 
in the competency frameworks, are now much more important when the firms are 
recruiting or promoting. It is probably true to say that the firms have always avoided 
employing or promoting individuals whom they considered would not get on with clients 
but increasingly, it seems, they are seeking more outgoing and proactive individuals 
when this is possible. This study suggests that this process is still within the bounds 
of what is considered as acceptable professional behaviour but, again, it reduces the 
perceived need for selling skills training.
This highlights a further issue in that an acceptance of selling skills courses is an
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acknowledgement that certain sales techniques can be employed to facilitate short 
term goals. Some participants have called this manipulative and deceitful. These 
participants have argued that professionals should 'be themselves' in their client 
interactions. This suggests, therefore, that if a professional is considered to be 
performing inadequately in the areas of client management, it will not be remedied by 
learning a few techniques - rather, it is a reflection of the whole person. Professionals 
may find this less palatable than the thought that they lack some sales skills which can 
be remedied through short courses.
One of the criticisms of the firms' central training functions was their attempts to 
increase the length of personal development courses and programs, although it was 
often accepted that this is understandable from the point of view of trainers who are 
seeking organisational and personal change against some entrenched resistance. 
Trainers reported that partners and senior managers often asked that courses be 
reduced in length to avoid too much lost utilisation.
In a number of other industries, several sales training approaches have developed 
from indepth observation and analysis of the activity of professional salespeople 
[Salisbury 1992, Rackham 1987]. Sales training within the firms does not appear to 
have this kind of information from extensive divisional sales research for its 
justification. The data suggests that such research is unlikely to be welcomed by 
professional staff and, therefore, sanctioned at this point in time.
Several senior personnel in this study suggested that the firms might, at some point, 
voluntarily disintegrate into smaller organisations based on the existing divisional 
boundaries. This might then imply different approaches to sales activity and, indeed 
an element of competition between groups who were formerly colleagues. This 
situation already, in fact exists in some firms; for example, the audit division of one 
firm established a consultancy group whose members (which included one of the main 
research participants) were drawn largely from the management consultancy division 
of the same firm. Their expertise, ironically, was in the area of sales force expertise 
and effectiveness. None of the consultants involved had sales training backgrounds.
Within another firm, each major division had its own training function who sought to 
attract participants on their courses from across the firm. They are thus competitors 
in the internal training market.
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Some training managers floated the idea that the training function may become a profit 
centre, providing external courses with an emphasis on such things as consultancy 
skills, project management skills, financial management skills, and even audit and tax 
skills for smaller organisations. This was not yet being seriously promoted although 
the managers were aware that organisations, notably in the computer industry, have 
done exactly this. If this was pursued, training departments might come to sell sales 
training and also seek it for themselves. Training managers were of the opinion, 
however, that the preferred emphasis again would be a consultancy approach 
(analysing, planning, evaluating sales effectiveness) rather than the provision of sales 
skills training courses.
7.4.3 Internal Sales Activity
One final issue concerns internal sales activity. There are professionals within the 
firms whose sales activity is limited to within the firm. Groups such as legal services 
and to a lesser extent, insolvency and corporate recovery, gain their work through 
internal contacts. An increased focus on a limited number of major clients will increase 
the need for internal communication and internal sales initiatives. One participant (a 
partner) highlighted that his firm has acknowledged this by introducing a system of 
double credits for client work. Previously, if a group within the firm highlighted a piece 
of work which the client required but which they could not do themselves, it was hoped 
that they would communicate this to the appropriate people.
The partner reported, however, that in reality, they had received little credit for this. 
Now the value of the work was to be credited not only to the group who undertake the 
work (e.g. legal services, corporate recovery or a management consultancy group) but 
also, in full, to the group who first highlighted the work (e.g. the audit function). How 
much this change will affect the internal sales activity of groups, particularly towards 
the audit function, remains to be seen. The concern, which the partner expressed, 
was that the move was towards one source of contact with a client, with other groups 
'feeding off' this central contact. The likely major contact would be the audit function 
and these, the partner perceived, were the most sales reluctant group in the whole 
firm.
Most firms operated key account teams, drawn from all groups from within the firm, 
who seek to coordinate service to the client. One participant noted that their firm had
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employed outside consultants to facilitate account team meetings so that these will be 
more focused, more structured and develop plans of action which are carried out. An 
element of sales coaching and instruction is incorporated into these meetings.
7.4.4 Some Conclusions About Safes Training
The overall trend for sales training at the end of this study was, then, a reduction in 
formal, generic sales training, an increase in a client management/relationship 
approach, a desire for coaching and mentoring rather than training and an emphasis 
on development within specific work groups. There seemed less desire to be involved 
in simulated sales role play (although role play is an important part of some client 
management programs) and little evidence that professionals wanted to have applied 
to their client relationships, the same observation and analysis which professional 
sales forces experience. They wanted guidance in interpersonal activity, and 
relationship building without changing their primary role and status as a professional 
adviser. They wanted guidance in proposal writing, presentations, negotiations and 
client management which is based on best practice. They were reluctant, however, 
to allow indepth research which might support this. They did not want to train 
dedicated sales professionals although they are supportive of client team development. 
In short, they preferred that sales training would be accommodated into the view that 
the professional advisers have of their client relationship and of their own position as 
professional advisers.
7.5 REFLECTiONS ON MOTiVATiON THEORY
The aims of the research [see 2.2] were firstly to expose and illuminate the problem 
of sales reluctance. The data suggests that not all professionals experience sales 
reluctance to the same extent. However, the data has shown the discrepancies in 
many areas between what is said and what is done, what is asked for and what is 
understood by that demand, and what individuals say is needed and what they are 
willing to do. These discrepancies are magnified by the structure and nature of 
partnership and the variations between professional divisions. Discrepancies may exist 
regionally and internationally but this was not the focus of this study. In chapter one 
several theoretical approaches to motivation were presented and these are now 
revisited briefly and linked with the present research data.
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In terms of behaviourist theories [see 1.4.1], the firms seem most moved to change 
when there is an unfavourable client situation or when partners' positions and 
remunerations are seriously threatened. For the most part, these problems do not 
occur and so change is not perceived as really necessary. Professional staff seem to 
have developed very successful mechanisms for coping with added demands, 
particularly sales activity. They can often see the discrepancy in this and they are 
clear which behaviours are most rewarded.
In terms of drives and instincts [see 1.4.2], the major drivers seem to be a drive for self 
worth through interesting and demanding work, and a need to be accepted and have 
a sense of belonging to their groups. Many of the participants appear already to 
experience personal prestige, achievement and recognition. Sales activity may indeed 
be perceived as reducing these and the need for recognition and acceptance may be 
threatened because of it.
In terms of goals [see 1.4.3], the major goals seem to be partnership, promotion in 
general, high relative incomes, long term security and variety. All of these are possible 
for most of the participants without being involved too much in sales activity. 
Belonging to a multi-national firm means that a flow of high level work is almost 
assured because some major international organisations will only deal with major 
international professional advisory firms.
In terms of needs [see 1.4.4], the participants seem largely satisfied with the nature 
of their work and the satisfaction they get from it. Sales activity for many reduces their 
level of self esteem and self actualization. The role models available to the 
participants present qualities which are often incompatible with the participants' 
perceptions of sales activity; for example, they are problem avoiding, serious, 
authoritative and often uncomfortable socially. There is also a distrust of enthusiasm 
and of outstanding personal performers.
In terms of social influences [see 1.4.5], the participants are strongly influenced by 
group norms. Their training is directed towards understanding the professional rules 
of engagement, conduct and performance and often they seem unwilling to take an 
independent or arbitrary position. It is also perceived by many participants that those 
individuals who do take independent action are courting disaster, particularly if they are 
unsuccessful. This is because the professionals work in an environment where failure
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is not well supported.
7.6 THE FIRMS' RESPONSES TO SALES RELUCTANCE
The firms may not be surprised with some of the data but some may be surprised at 
the strength of sales reluctance. They may also be concerned with the implications 
in this study that some sales reluctance is supported and even created by the firms 
themselves.
Some firms have, I believe, already acknowledged that sales reluctance is strongly felt 
by the clarification of business development largely restricted to clients and the 
elimination of most forms of obvious sales training. It may be that the firms' 
unwillingness to be involved in any kind of formal or large scale investigation of sales 
activity and specifically sales reluctance, is an acknowledgement that sales activity is 
not really as important as rhetoric implies. It does seem to be that in affirming that 
direct sales activity does not work, the firms are not so much stating a largely 
unverified but perhaps sustainable position, as saying what the professionals in the 
firms, including the partners themselves, want to hear.
I had hoped that the data might establish a case for recognising sales reluctance as 
a common phenomenon and for including it in sales programs. This is irrelevant, of 
course, if sales programs, per se, do not exist. Within sales reluctance, however, are 
issues of social anxiety, lack of group and organisational support, conflict between 
written and unwritten rules, lack of direct skills, and issues of personality and thought 
processes. All of these might apply to difficulties with presentations, with negotiations 
and with aspects of client management programs. This study suggests, however, that 
the idea that training programs might include in them a detailed review of why things 
go wrong may be perceived as too critical by professional advisers. There is the 
further difficulty of not being able to change some of the issues raised in such an 
approach unless it were part of a top down change management program.
The firms are moving towards incorporating business development competencies into 
appraisal systems. If competency frameworks are to be generally applied to personal 
and leadership skills, then there may be individuals who will not perform to the 
required level of competency. The firms in this study have taken the approach of 
providing some personal development training programs and some of the difficulties
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with these have been presented in this study. To take an alternative approach which 
asks what it is which is preventing personal competency would be quite radical. The 
data suggests that firms may feel that this might expose too many issues, might 
centre too much on individual development (and thus be too expensive and time 
consuming) and might also be taking training beyond the boundaries which it might 
be reasonably expected to address. The situation may change if competition 
increases and if the pressure of fee reduction continues. There was a general feeling 
from the participants in this study that the future will be more competitive, less 
predictable and probably less profitable for professional firms.
7.7 CHAPTER SUMMARY
This chapter has presented the research findings and the overall themes and trends 
which emerged. Five themes have been presented and these have been described 
in a 'pyramid of influences’. In this the five themes are considered to be the socially 
and politically unnacceptable forces which underlie the socially and politically 
acceptable causes which participants had earlier given to explain their sales 
reluctance and which had acted as the catalyst and focus for this study, The 
response of one firm was seen to be the development of a competency based 
approach to business and personal development and this was reviewed particularly 
in the light of earlier motivation theory.
It is valid when reviewing any research findings to question the validity of the 
presented data, the effectiveness of data collection and the integrity of the researcher 
in carrying out the intended research aims and methodologies. It was to these 
questions that my thoughts now moved and these aspects are presented in the next 
chapter.
sales
reluctance
issues
mental
images
training
issues
CHAPTER EIGHT
A REVIEW OF THE METHODOLOGY 
AND RESEARCH IMPLICATIONS
/294
CHAPTER EIGHT A REVIEW OF THE METHODOLOGY AND
RESEARCH IMPLICATIONS
8.0 INTRODUCTION
In this final chapter I present a review of the research against its original aims. Some 
issues of methodology are discussed together with a research assessment checklist. 
Some ideas for other areas of study are briefly debated and my personal outcomes 
are presented. Finally, the chapter focuses on the outcomes for the professional firms 
involved linking these with the original causes of sales reluctance presented by 
participants on sales training courses.
8.1 RESEARCH CONSTRAINTS
From the beginning of the study, it became clear that a number of concessions would 
have to be made. Some of these were known in advance. These included constraints 
involved in collecting data with a group of busy professionals whose time was 
accountable and chargeable, working within the constraints of a multi-divisional 
partnership structure without centralised, senior support and, of course, maintaining 
my role as a self employed consultant.
Other constraints occurred during the study. For example, delays in scheduling 
meetings with participants who then failed to attend, discussions with other individuals 
which proved fruitless for the purposes of the study and were thus omitted, and also 
a vast specialist literature covering the areas of this study. It is clear to see now that 
a study of sales reluctance would cover many disciplines and would face the challenge 
of forsaking some depth to the research in favour of breadth. The choice of a personal 
construct, phenomenological perspective has somewhat redressed this challenge. The 
research was not seeking to prove or disprove any theory or approach. Very little 
literature encountered outside of sales training texts, had been focused on sales 
activity and no literature, with the exception of Dudley and Goodson's call reluctance, 
which had focused on any aspects of sales reluctance. No literature had focused on 
sales activity in professional advisers. The literature in this study is thus seen largely 
as general background to the many aspects which were explored.
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8.2 THE FOCUS OF THE RESEARCH
The main focus of the study was the views of a group of professional advisers with 
regard to sales activity and in this considerable depth has been achieved.
The various facets to sales activity which were studied were organisational, training, 
personality and mental images. Each one could have provided a piece of research in 
its own right. They have collectively provided a view of sales activity which suggests 
considerable opportunities for much further research. These are discussed later in the 
chapter [8.5].
A multi perspective (triangulation) approach was undertaken within each facet. 
Examples of this were in the many interviews with individuals in various divisions, at 
various levels, each with different direct responsibilities within their firms. The desire 
to use two major locations was also indicative of the desire for a triangulation 
approach. There are, however, problems as well as advantages in using this 
approach.
Parlett and Deardon [1981] have noted that the extensive use of open ended 
techniques and qualitative data in illuminative evaluation still raises the possibility of 
gross partiality on the part of the investigator. They offer a number of counter 
measures (precautionary tactics) such as using other researchers to question one's 
interpretations, playing devil's advocate and making all assumptions more open to 
challenge. Throughout this study, I have endeavoured to follow this advice not only 
with professional advisers who were not involved as direct participants in the study, 
but also through presentations and discussions with professional trainers, sales 
managers and management consultants. I also offered a complete manuscript, or 
parts of it, to every participant for their comments if they wished.
A further defence for Parlett and Deardon is that in their view (and mine also), it is 
false to assume that there can be any forms of research which are immune to 
prejudice, experimenter bias or human error.
It was because of my belief that a quantitative questionnaire based approach would 
be more flawed, not only from the researcher point of view but also in the responses
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it would elicit, that a personal construct paradigm was chosen. The views presented 
are, therefore, those of all the participants involved. This has been achieved through 
extensive verbatim reporting. My own views and discussions have been clearly 
differentiated from these.
The illuminative approach was deliberately chosen on the grounds that the advantages 
outweighed those of a specialist analysis which in isolation, would not reflect the 
breadth and diversity of the influences acting upon professional advisers in the sales 
area. There was, also, no broad background of the subject from which to build a 
specialist study.
Analysis of the data was largely concurrent with each stage of the research as it 
developed. This was not entirely clear as interviews with individuals outside of the 
main participants could not always coincide with the activity with the main participants.
It was also the case that leads and suggestions were made 'out of context' so that, for 
example, a lead to a training issue might occur in the middle of LAB profiling. These 
have been presented, however in context within this study. It was an early idea to 
present the final study in a chronological form; a history of how the study developed. 
To some extent, this has occurred but I have not been rigorous with this. To better 
facilitate this, sometimes the keeping of a diary is advocated in research of this kind.
I did start a diary in the early stages but I found that it was duplicating much of the 
data from participants interviews and was also acquiring a level of self analysis which 
I found increasingly uncomfortable. My approach to this study has always been that 
of the systematic exploration of a perceived problem, not a journey for self awareness 
with the realisation, of course, that a research experience such as this always supports 
the process of 'learning to learn'.
8.3 AN ASSESSMENT OF THE RESEARCH
As part of the review of the study, I sought firstly some checklist by which research 
data might be objectively assessed. Gibson [1993], working within my own department 
and from the framework of historical research survey, suggested a checklist of criteria 
for such an evaluation. I have paraphrased those which I felt were relevant to this 
study. These were:
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1. That the researcher is conscious of their own situation and attempts to
transcend it.
2. That there is accuracy of factual detail.
3. That the researcher checks all assertions against the data collected.
4. That the data is open to scrutiny and criticism.
5. That there is accurate chronological sequence.
6. That the work is not merely descriptive but leads to analysis, extension,
interpretation and conclusion.
7. That the interpretation takes into account all the data.
8. That the researcher only discards what cannot add to or subtract from the
intelligibility of the theme.
9. That the researcher builds up a picture as fully as possible and assembles its
features into a consistent, intelligible and coherent shape.
10. That there is a logical structure and polish of presentation.
I felt that I had attempted to fulfil all of these criteria although how well I was able to 
transcend my own position is open to conjecture. An immediate problem, for example, 
was the limited time and resources available to me and the concern I had of not 
endangering my relationship with the firms for fear of having the research cancelled. 
Time during interviews was also limited and I was conscious, at times, of moving 
through questioning too quickly to ensure that enough participants had been involved. 
My desire to have a sufficient quantity of research data may, at times, have blocked 
other avenues of discussion.
A further difficulty is in transcribing recorded conversations. In this, some of the 
nuances of expression were undoubtedly lost and it is extremely tedious if the 
researcher were required to listen only to the original taping rather than reading the 
typed scripts. Sometimes comments could not be heard in the babble of tape noise. 
On other occasions, the tape recorder was turned on late, ran out of tape or simply 
malfunctioned.
The sheer logistics of providing all participants with all the data means that some 
selection occurs. No participant, for example, actually listened to the tapes of the 
group meetings or reviewed the LAB profiles of other participants. This was not 
entirely my own doing. In the early days, my offer to share such information was 
politely declined even before it had grown to the amount which developed as the
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research progressed. Despite all of this, I believe that the research data is an 
accurate representation of the totality of the participants' responses and in support of 
this, I did ask an independent person to listen to all of the tapes and to critique how 
I had conducted them.
An assessment of research data, however, must be viewed from the perspective of the 
chosen methodology. For example, the methodology will always influence such 
aspects as the completeness of data or whether factual detail is intrinsically accurate. 
However, the present research was concerned with the views of its participants and, 
as such, beyond a more rigorous questioning at the time, their assertions as to what 
had, or had not occurred, was not checked upon. As presented earlier, the objective 
of the research was not to establish the cause of sales reluctance or to prove the 
participants as truthful or liars. It was to elicit their behaviours through their views and, 
as such, it is irrelevant if the views are substantiated or not.
The view as to the completeness of data is also dependent upon the original research 
aims. This study is of sales activity in a group of professional advisers. There is, I 
feel, enough evidence to suggest that the experiences of this group is repeated in 
other parts of their respective firms. Some indications of the firm wide approach to 
sales activity has been achieved through interviews with others operating within the 
firms, but the study essentially remains the views and perceived experiences of this 
one group. Each main participant has been interviewed formally in excess of five 
hours, on at least three occasions and from four different perspectives. It is my view 
then, that very comprehensive data has been accumulated.
The interviews set up with other staff in the firms was organised subjectively; that is,
I decided who to contact and then undertook to facilitate this. While my direction was 
often suggested by participants themselves, I did not attempt to interview, for example, 
all training managers. While I may be rightly accused of having decided who to 
interview, I did not, however, attempt to delete or amend any comments which might 
have conflicted with the views of the main participants.
My analysis of training influences could be criticised in that I did not formally approach 
training managers for proper personal skills course listings or training records. My 
argument to this is that the training managers I talked with did not criticise my figures, 
indeed they endorsed them and also my comments with regard to the role of the
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training function. The subjectivity of LAB profiling has already been indicated at length 
and needs no further discussion.
The area of research which most concerned me was my attempts with mental imagery. 
These exercises provided some interesting data and for a number of participants was 
a highlight of the research involvement. Personally, however, I was left with the 
realisation as to why so many researchers have found this area confusing and 
frustrating. Nevertheless, I stand by my decision to include it in the research and its 
value as an indicator of the unconscious processes which support and direct attitude 
and behaviour.
I began this research by describing my move from a positivist (quantitative) approach 
to a phenomenological (qualitative) perspective. I also alluded to the interminable 
debate which has ensued between these two points of view. I stand by the decision 
I made then to use a phenomenological approach. The study has provided rich data 
of the participants' experience and attitudes to sales activity as well as their 
perceptions of many other things such as their training, their firm's partnership and 
even their general personality and beliefs. While a grounded theory approach was not 
undertaken, nevertheless some central motivating influences have been presented. 
These were referred to as the five themes. It is my belief, still, that a 
phenomenological perspective was the best way to elicit the participants' views and 
that richer data has emerged as a result.
It seemed appropriate, therefore, to present this study in a manner which reflected the 
personal approach it had adopted. For this reason, I debated for some time what the 
appropriate style of presentation might be and finally decided to write largely in the first 
person.
8.4 THE RESEARCH SCOPE
In chapter two (2.4), I wrote that my aim in this research was not to establish how 
individuals perceive their entire world rather It would concentrate on one small part of 
their business activity. As the research progressed, it has become clear that individual 
facets of behaviour cannot satisfactorily be isolated in this way. The participants' 
views of themselves, their personalities, their histories and experiences, their different 
working environments, their family influences, their status and position, all combine to
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form how the individual feels and acts. Many of the influences acting upon them were 
clearly not restricted to sales activity nor caused entirely by it. A detailed picture has 
emerged of individuals coping with changing environmental influences in a variety of 
ways. There was nevertheless a clear indication that sales activity is unique in 
focusing certain attitudes, anxieties and behaviours. In this respect, it is a fascinating 
source for future study.
Most research in sales activity has focused on initiatives which improve sales 
performance (i.e. more sales) and this largely with professional sales people from a 
Behaviourist approach. The opportunity to explore the emotions and anxieties 
surrounding human interaction from a personal construct point of view is perhaps 
nowhere better to be found, and so frequently, as in sales interactions. My 
suggestions for further research which follow are limited, however, to sales activity 
within a professional firm because this was the focus of this study. Some are focused 
towards improved business success, others are focused on personal perceptions and 
behaviours.
8.5 THOUGHTS FOR FURTHER RESEARCH
There is no question that professional firms will continue to seek to preserve and grow 
their businesses. The interaction of a professional adviser with a client or prospect 
with a view to securing more work will, I feel, always be of interest to professional 
firms. Sales activity may not always be known as such and may be subsumed into 
other programs, but some aspects of business development will inevitably be needed 
and demanded.
There are many areas, therefore, that I would have liked to have continued this 
research; for example, a deeper investigation into the business development activity 
between different divisions of a professional firm or between different locations in a 
firm or over time in a firm. This could have involved analysis of documentary 
information, in depth discussions and observation of planning meetings and client 
interviews and would, perhaps, have been more clearly representative of a 'whole firm' 
approach.
Additional to this might be a study of the effectiveness of some form of a sales 
reluctance training course or program. This could be conducted at different levels of
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seniority from which different aspects of sales reluctance may emerge.
A study of the overt and covert effects of personal skills presenters on participants on 
training courses and programs would be illuminating and this might challenge or 
support the Dudley and Goodson view that trainers and presenters often contribute to 
the problems they are trying to solve.
The influence of different styles of leadership and/or management on the business 
development of compared groups would also be invaluable and a comparison of 
partner styles might provide a role model for specific partner behaviour.
A fascinating area of exploration would be to study the 'unwritten rules' within a group, 
division, firm or across firms as they affect sales activity. Much research has been 
conducted at this level with commercial organizations thus affording an opportunity for 
comparative study.
Direct research involving the perceptions of the recipients of sales activity of 
professional services is surprisingly scarce. A review of client opinions, the 
professional advisers' responses to these and the clients perceptions of those 
responses would, therefore, provide much of the qualitative data which the Business 
Survey Reviews and surveys presented earlier (see chapter four, 4.11) do not provide. 
These might also provide a newer model for professional behaviour.
There is so much more which could be considered if there was sufficient support or 
involvement from the firms. I would not, at this point, undertake any further research 
involving mental imagery. It is a fascinating area but one which clearly requires 
specialist skills. It is also fraught with contradiction and uncertainty. For many 
professionals, it may be considered as too intrusive and too much like therapy. Some 
creative visualisation exercises as described in this study could, however, be the basis 
for a most interesting piece of research.
8.6 PERSONAL OUTCOMES
Undertaking this research has resulted in some important personal change. The 
impetus for research had grown from personal dissatisfaction with the results of my 
sales training. I am now aware that my approach to this training and to dealing with
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professional advisers was overly ambitious set, as it was, against the organisational 
and personal constraints which have been described throughout this thesis. What has 
been achieved, however, is that sales reluctance has been recognised by a number 
of individuals and organisations as a distinct phenomenon (as opposed to the mere 
absence of motivation). Also that the various aspects of sales reluctance have been 
recognised as a potential model for evaluating and dealing with sales reluctance within 
an organisation.
Presentations made to such groups as the Institute of Management Consultants, the 
Sales Training Association and to Management Development College have established 
the concept of sales reluctance within these organisations and heightened awareness 
of the difficulties of the sales training role. Several sales trainers working with 
professional sales people have expressed the view that much of what is expressed in 
this thesis could be applied to professional sales people. Some have expressed 
interest in comparative research. Of particular interest was the view expressed by 
Mercer [1988] that the images of sales people and sales experiences, which so 
alienated professional advisers, are seen by some professional salespeople as 
admirable role models. This would be an interesting subject to pursue.
As a result of a presentation on sales reluctance to the Sales Training Association, 
there has been a request from a publisher to prepare a book on the subject and a 
management development centre wishes to promote sales reluctance programs both 
as public courses and as part of client development programs. Comparisons of sales 
reluctance between national cultures would also be interesting and a European 
management centre is interested in pursuing this.
My work role now focusses more on longer term development programs rather than 
short courses and within these often by attempting to remove the barriers to sales 
activity rather than providing only sales skills training. My work is, therefore, more 
stategic and research and analysis are now an integral part of my consultancy role. 
The skills developed throughout this research have proved very useful in this and, I 
feel, this will continue to be so.
Finally, my awareness has been heightened of the value of continuing personal and 
professional development. I reflect, however, how daunting this research appeared 
when first setting out, how endless it sometimes seemed during it and how quickly the
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time has gone in hindsight. I can sympathise with Dickens who once wrote to a friend 
with regard to the writing of David Copperfield:
" I am breaking my heart over this story yet cannot bear to finish it". 
Such is, perhaps, the dilemma of all research students.
8.7 THE OUTCOME FOR THE PROFESSIONAL FIRMS
This piece of research has come to an end but the firms involved will, of course, 
continue. It is perhaps valid, therefore, to consider how the research data might be 
of value to the firms for their future activity.
The research has shown that the participants believe that their firms want to achieve 
three things:
(1) to provide high quality, professional service,
(2) to hold on to and perhaps grow their client base, and
(3) to be profitable.
Through these, they feel that they will provide interesting careers and good career 
development opportunities. Of the three, perhaps the third - to be profitable - is the 
clearest yardstick by which firms can judge their success although there have been a 
number of initiatives which participants have reported that their firms have undertaken 
to maintain profitability. These include mergers, redundancies and the 'defocusing' of 
activity with smaller or less profitable accounts. In some instances, entire groups of 
professional staff have been eliminated. Further to this, partners have come under 
increasing pressure to be profitable or to leave.
8.7.1 Reported Business Growth
At the later stages of this study in mid 1995, the management consultancy divisions 
of the top six professional firms announced their revenue figures for the preceding 
twelve months [Consult Magazine, The Journal of the Institute of Management 
Consultants, July 1995]. All but one reported revenue growth in excess of 15%, most 
around 25%. Several consultancy division heads commented that they had survived 
the recession which had started several years before in the late 1980s and were now
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predicting further growth. One commented that the growth had been the result of 
changing their organisation from a geographic to a market and competency focus. 
Another commented that they had introduced new ways of working and consultancy 
approaches with an emphasis on knowledge transfer and people development. It 
appeared, then, that the firms counter recessionary methods were working. However, 
much of the growth had come from multinational clients and overseas markets, 
particularly in Eastern Europe. As one commented "we are sending more and more
partners and professional staff overseas ". One consultancy reported that more than
half of its income now came from overseas.
The emphasis on overseas development suggested to me a slackening of 
development potential within the United Kingdom and, perhaps, an unwillingness to 
meet competition head on. The easier option is to move to other opportunities, 
particularly if these are financed by the World Bank or the European Development 
Commission. What was not presented was how profitable this new business was. 
Increasingly, audit and tax functions are invited to assist overseas development. The 
growth of multi national organisations also supports this move to overseas expansion. 
It was not possible to discuss this issue with any of the firms. It seemed to me, 
however, to be a sensible response to market opportunities and difficulties with the UK 
market. It Is dependent, of course, on the willingness of professional staff to reside 
overseas for long periods and would suggest that a cultural perspective should be 
included in business development and client management training. It might also 
suggest an emphasis towards the use of younger, unmarried professionals operating 
on lower daily rates.
Most of the measures described above are strategic and do not greatly change what 
individual professional staff are doing in their day to day work. At an individual level, 
however, the firms are asking staff to change behaviours. They want professional staff 
to actively look for further work opportunities across all the firm's disciplines and they 
want individuals to enhance some of their personal skills. The latter is so that 
professionals will be more adept at securing new work and, perhaps, less likely to 
displease and thus lose existing clients. The firms also want professionals to quickly 
develop high technical expertise and much effort, time and money is put into this with 
concurrence from the professional staff themselves. How then, might some of the 
support and enthusiasm of professional staff for technical development be transmitted 
to personal and sales development?
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8.7.2 Redefining 'Saies' Training
Many of the participants in this study clearly had a difficulty with the concept of sales 
when applied to their professional activity. It is not difficult, however, to repackage 
selling skills in a different guise (for example, influencing skills, presentation skills, 
client support skills). The emphasis is thus shifted to enhancing the client relationship, 
and presentations to clients would emphasise a firm's service skills and processes 
rather than blatant sales approaches (e.g. closing techniques). It approaches business 
development from the viewpoint of 'helping people to buy' rather than trying to sell to 
them. The participants in this study would be more comfortable with this approach and 
firms might develop a presentation package which all professionals would practice and 
perfect.
Many professionals have shown themselves to be reactive. They will not proactively 
promote their professional offerings (particularly if they are not entirely convinced of 
the validity of doing so) but they will react positively to client requests.
The firms are no longer prohibited from writing to clients and prospects to advertise 
their service offerings and, if they wish to, they now have an opportunity to stimulate 
client demand through newsletters and direct mail. Clients are already being 
approached by different professional groups within firms who operate independently 
of each other, most notably the management consultancy groups. Also, at the 
conclusion of this writing, one major consultancy began to promote itself through 
advertising hoardings.
8.7.3 Buying into Organisationai Change initiatives
Every writer in organisational change [Peters & Waterman 1982, Moss Kanter 1983, 
Spencer & Pruss 1993, Morgan 1994] would argue that top down change is the most 
effective. It is also the quickest way to achieve change. Spencer & Pruss [1993] 
record an experiment with two troops of monkeys. The experiment was to introduce 
toffee fudge. In the first troop, fudge was first given to the most junior members. After 
18 months and against a pattern of repression, resistance and punishment by more 
senior levels against more junior levels, the eating of fudge had eventually been 
accepted by the troop leader. In the second troop, fudge was given first to the leader. 
Within five hours, the entire troop was eating fudge. This is a powerful message about 
monkey group behaviour, from which human organisations may draw parallels.
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Within the professional firms, the influence of the partners has been clearly 
demonstrated and significant change will only take place if this group leads it. The 
leaders of professional firms have, perhaps, more checks against their authority than 
the leaders of monkey troops and, of course, they are influencing structures which are 
bigger and more complex. It is clear, however, that professional advisers are strongly 
influenced by their cultural milieu in which they operate, and the tone and boundaries 
of this is set by the partners.
I thus direct most of my comments as to the options available to professional firms, to 
the partners in the belief that professional staff are capable of adopting many new 
behaviours if these are presented to them in the right way. To support this, I review, 
again, the causes of sales inhibition presented by the participants during the group 
meetings and shown in Chapter 3, Figure E (3.6.7.1) and now re-presented as Figure 
R (8.7.4).
8.7.4 Figure R Participants Espoused Sales inhibitions
No. Response
1 The internal rules and procedures
2 The professional rules
3 Lack of personal authority
4 Lack of time/too much work
5 Lack of experience/practice
6 Fear of failure/no sale made
7 Fear of the criticism of colleagues
8 Fear of client rejection
9 Selling is high risk (politically)
10 Lack of belief in the product or firm
11 Selling is dishonest/immoral
12 Selling is low status
13 Laziness
14 Illness
Factors 1, 2 and 3 (internai rules and procedures, professional rules and lack of 
personal authority) are all expressions of the nature of the professional advisory
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system. They are not, however, unchangeable. Professional rules regarding 
canvassing have changed in the last five years, and internal rules and levels of 
authority have also varied over time. The expectancy for lower rank sales activity is 
an indication of this. The firms will need to ensure, for example, that time for business 
development activity is accepted on timesheets; that there are proper codes for this; 
that a client is not expected to pay for their own (and others) sales activity; that 
business development activity is monitored and supported; that marketing activity is 
co-ordinated to ensure a steady stream of interest; that training is provided and 
supported, and that in all of this activity, the partners lead by example.
It may be then that the first step for real change management is to focus on partner 
behaviour and ensure that the messages which individual partners are giving out is 
consistent with the shared aims of the partnership. This will entail a level of exposure 
and accountability which many partners may feel like resisting. The price they would 
pay for this is continued lacklustre support for many of the firm's initiatives. It is 
extremely difficult to make good business deals when one has, for example, limited 
knowledge of pricings and profits, and when resources are denied.
Partners will need to rethink the relationship they have with managers and senior 
managers, and the amount of autonomy they allow them. If they do not want 
subordinates to have more authority in the business development area, then they must 
assume the role of business development leaders more clearly for themselves. As it 
is their subordinates who will actually carry out any additional work, partners may need 
to consider a clearer reward system for sales activity. For this, they might look to 
commercial sales forces who frequently reward not only sales achievement but also, 
for example, the numbers of contacts made, client evaluation reports completed and 
perhaps the enhancement of business development activity through the presentation 
of new ideas, techniques and products.
Factor 4 (lack of time, too much work) reflects the lack of time many professionals 
profess for extra activities and there is certainly little point in acquiring extra work 
which is carried out badly or which is not able to be carried out at all. It was not part 
of the research aim to study how effectively professionals were working. Some 
participants had been sceptical of the claims of others but this was not followed up. 
The professionals in this study often billed by the hour. A major criterion was that a 
client was willing to pay for the time billed. Some organisations, such as insurance
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brokers, have adopted a policy of hiring a new professional with far less than a full 
workload with the requirement to grow their own business stream to a certain level. 
As their salary depends on this growth, they are, perhaps, more committed to business 
activity than the professionals in this study. Firms clearly need to evaluate how much 
real time their professional staff have for additional activity and plan accordingly.
Some participants in the study spoke of peaks and troughs of activity and the difficulty 
this created; there were, for example, times when client work was all consuming and 
other times when there was nothing to do. The firms admonition to be looking for 
other additional work when working with clients does not help the individual when their 
own work project ends. Firms may choose to review the concept of the partner unit 
for the more flexible utilisation of staff. It would be interesting to consider, for example, 
how professional staff would conduct themselves if they were freelance associates, 
paid only for the work they do, at an agreed hourly rate or by a project fee. Handy 
[1995] considers that this is the future for many professional advisers. It is already the 
pattern for many independent management consultants (such as myself) and one's 
attitudes to the nature and extent of the working day is certainly changed with this.
Factor 5 (lack of experience) is a valid argument for many professionals if they 
consider (as many have shown) that work activity and sales activity are exclusive. 
Those professionals who see work activity as a process of ongoing sales activity will 
perhaps more readily accept the need for personal skills development. Some firms 
have initiated client development teams who meet regularly for this purpose. It may 
be that partners need to emphasise this more and at a personal level. Professionals 
may also need to be observed in client situations as the basis for more detailed 
feedback. A further alternative, much used by professional sales teams, is the 
roleplaying of real life situations on a regular (e.g. weekly) group meeting. Such 
roleplaying can cover not only sales opportunities but client conflict situations, client 
complaints and general presentations.
Factors 6 and 7 (fear of sales failure, fear of criticism from colleagues) reflect the 
attitude of many professionals even when there is little reason for fear. Participants 
have often shown themselves to be 'away from' people (aware of and avoiding 
problems). Many have shown the need for external support and guidance. In this, 
they are perhaps no different to vast numbers of the general population.
Many participants felt, however, that they work in a system which can be unsupportive
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and unforgiving. Professional firms are often intolerant of failure and this is 
understandable in view of the enormous liabilities which failure might create. The 
independent and self-centred attitude of many professionals does not engender a 
supportive or nurturing culture and many professionals also seem to feel a sense of 
political and professional competitiveness with their colleagues. Several participants 
referred to this as an 'up or out' mentality. Also, the nature of partnership is to place 
individuals in small, discrete workgroups. Some organisations have attempted to 
engender an organisation-wide sense of identity by ensuring that the most senior 
people are constantly visible and constantly heard.
More regular and intensive client feedback might also help to alleviate the fear of an 
unexpected client loss. It is in the nature of professional service to become immersed 
in the day to day client requirements and become less focused on strategic long term 
initiatives. Again, some firms have tried to develop long term strategic thinking through 
externally-facilitated, client focus teams and this is a constant struggle against the 
immediate client demands. The fear of being less than perfect is another factor which 
causes professionals to focus primarily on immediate requirements. Partners and 
Senior Managers are again the best people to provide the long term focus and to 
support activity which may not be perceived as immediately successful. Open and 
regular expressions of gratitude for efforts made may reinforce that such efforts are 
both supported and worthwhile.
Factor 8 (fear of client rejection). It is clear that many professionals are 
uncomfortable in developing the kind of relationship with clients which would allow for 
clear feedback of activity. The ambassadorial role of partners can be a valuable 
support to the development of such relationships and more regular contacts at a social 
level would help to develop the necessary social skills.
Satisfying the client is the rationale for all professional services activity. Sometimes, 
the process of development is supported by the reports of client and industry opinion 
surveys which several of the firms subscribed to. In this, an independent organisation 
on an approximately four year basis requests firms to highlight perhaps 30 or 40 
clients. These are then approached along with the 30 or 40 clients of fourteen or more 
other firms, through an extensive questionnaire relating to their opinions about 
professional services in general and their own professional advisers in particular. The 
results are fed back in a report which each firm can purchase. The reports are
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generally restricted to partners within each firm but the reports do provide some 
guidance as to where change may be necessary. There were also research initiatives 
undertaken internally within the firms during this study. These were specific to one 
group or area, as for example, the government services group of the management 
consultancy division in one firm who sent a similar questionnaire to their government 
contacts.
Trainers could perhaps use these and other reports as a justification of proposed 
training, if the questionnaire results are accepted. The trainers contacted in this study 
were not always aware that such reports existed and there was some concern as to 
whether the firm would sanction such research by the training group itself. There is 
also the valid criticism that when asked to evaluate suppliers of services, most clients 
have a vested interest in being critical especially in implying that there was too little 
service for too much money. How much senior people in different professional firms 
discuss the research reports together was also not discussed. How much the reports 
are discussed with the firms' own staff is also left to each partner. Only a few of the 
senior participants in this study were aware of the research reports.
The independent research organisation did not, it appears, personally interview clients. 
All reported comments were those written on questionnaire returns and so there is no 
view as to the implications behind comments. Interestingly, all the firms involved in 
this study have consultancy groups within them who undertake such research for 
clients. Perhaps the training function might co-operate with the consultancy groups 
to provide ongoing client research and subsequent supportive training activity. Some 
participants noted that they are perhaps more likely to listen if the stimulus for training 
is from clients rather than from trainers who, they perceive, have a vested interest in 
more training. In some instances, the opinions of professional trainers are not 
considered as valid as, for example, the opinions of the professional advisers 
themselves. Professional trainers are not considered to have the technical skills and 
experience which the professional advisers value so highly.
Factors 9 and 10 (selling is politically high risk, lack of belief in the product or 
firm) reflect, again, many professionals' underlying lack of belief in the integrity of their 
firms. Some of this, however, seemed to stem from a lack of knowledge as to how 
sales activity is rewarded and the positive benefits of the firm and its products. A 
greater emphasis internally on the presentation of these might improve this. It is clear.
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however, that many professionals see sales activity as politically dangerous and this 
seems to stem from the attitude of partners to the perceived power that strong client 
relationships brings. Allied to this is a certain freedom of thought and action which 
sales seems to engender. If partners wish to maintain these relationships and 
freedoms for themselves, then they must again assume the responsibility for sales 
activity. Partners may need to define and manage the nature and extent of client 
relationships that they wish their staff to develop. They also may need to work 
towards establishing higher level client and business contacts, thus allowing their 
subordinates to establish stronger contacts at the operational level.
Commercial sales firms spend considerable time and effort in transmitting to their sales 
forces the features and benefits of their products. This did not seem to occur within 
the firms in this study. Some professionals had access to computer listings of 
available products but there was little or no guidance on how best these might be 
marketed, presented and justified. During the study, several participants commented 
on their group's attempts to create support for their products within other parts of the 
firm. Often this was perceived as being more difficult than trying to sell to clients. The 
firms will need to understand that cross-selling of products requires an input of training 
and professionals will not be motivated to promote products they do not feel they are 
at least competent to present.
Factors 11 and 12 (selling is Immorai, seiiing is iow status) are a reflection of a 
society-wide view of sales and salespeople. Only if the perception is changed from 
'selling to' a client to 'working with' a client to achieve what a client wants, will this view 
be changed. The great demands of developing professional services are not 
equatable to selling double glazing or trading in a market and yet, these are the 
images many professionals have of sales. Unless professionals are guided towards 
an understanding of the complexity and skill of selling professional services, they will 
continue to hold such views. Senior people must be encouraged to share how 
complex sales were orchestrated and developed; what skills and approaches were 
consciously used; how personalities were matched; what arguments were presented; 
what objections were raised and how these were handled, and so on. This sharing of 
experiences should be a regular feature of client development programs and should 
include instances where the effort was ultimately unsuccessful. Some independent, 
external assessment of the client's views and perceptions would be a valuable 
contribution to this.
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Factor 13 (laziness) perhaps reflects more that professionals do not want to be 
bothered with the extra burden of developing personal skills. If such skills were shown 
to be 'career enhancing', then more professionals might be prepared to invest the time 
and effort involved. Many professionals may need to be encouraged to develop a 
stronger commitment to their own personal development. Not only could personal 
activity be incorporated into appraisal systems, but discussions and presentations to 
colleagues can be generated from personal development. One example of this is the 
demand some organisations make that every participant on a training course must, on 
their return to their office, make a detailed presentation to their colleagues which 
details what they have learned and the value of this to both the individual and the work 
group or firm. They are also to distribute the main learning points from the course.
Factor 14 (illness) is a factor which is often overlooked. Nearly all the firms involved 
were based in air conditioned buildings. In many cases, windows could not be 
opened. My own perception was that many air conditioning systems are not 
supportive of healthy activity. The air is often stale and dry which can induce a certain 
lethargy. I understand that changes in external conditions and the vagaries of human 
beings can result in great demands on the ventilation engineers. Many firms, however, 
seem indifferent to the atmosphere in which their people work and yet this must have 
some effect on the level of work done and the general well-being of staff.
Those who are most tied to their offices will obviously be most affected. The presence 
of vast numbers of heat-emitting computers, faxes, copiers and coffee machines 
probably also affect the air quality and staff comfort.
These points are made because several participants commented on the quality and 
the blandness of their environment. Organisations who seek greater activity and 
creativity from their staff may benefit from looking at the environment they have 
created for their staff to work in.
8.7.5 Training issues
Much of what has been suggested might be facilitated by training departments; many 
of these present themselves as organisational development groups not mere providers 
of training courses. Partners may need to review how enthusiastically they support of 
their training departments; how much they actively involve training professionals in 
their development activities; how structured their personal skills training program is and
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how much training commitments are changed to suit perceived client demands or 
financial reporting. Participants commented that much personal skills training is 
promoted as a 'quick fix' solution to pressing problems.
Many training groups seem to feel the lack of an internal champion and partners need 
to reflect whether all partners should assume this perspective. Perhaps firms need to 
clarify for themselves and for their training departments, the nature and levels of 
personal and technical skills training they are prepared to provide. It is always easy 
to affirm that firms should provide more training and carry the cost for this. However, 
many professionals, for example, in academic, educational or medical professions are 
expected to develop additional career skills largely in their own time and often at their 
own expense. A stronger level of accountability regarding training for professional 
advisers is perhaps, therefore, not unreasonable and the firms would need to monitor 
this through such things as trainers reports, observations and 360 degree appraisal 
systems. Trainers, themselves, may need to seek greater quantification of the 
effectiveness of their programs and to question how strongly they are willing to pursue 
this.
8.7.6 Personality Issues
This study has affirmed that human behaviour is a complex interaction of various 
forces of which personality preference is but one. Many professional advisers have 
shown that they are quite capable of modifying their behaviour when they want to. 
The progression from associate to senior partners involves many such modifications 
and individuals have shown that these can be accommodated. Obviously, in any 
organisation, certain patterns are developed which often seek to protect the individual 
and to ensure group acceptance.
Partners were once managers and senior managers, and they may need to question 
whether they are asking the present managers to behave fundamentally differently 
than they themselves did. If this is so, then partners may need to review the support 
needed. They may also need to review their employment and selection procedures. 
If, as seems the case, technical expertise is still the most valued attribute, then 
partners may need to be more understanding and supportive of the difficulties 
encountered in business development initiatives. They may need to be more willing 
to start by changing themselves and, thus, lead the initiative rather than order it. In
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fairness, many partners appear to be doing this although there was an indication that 
younger partners may be finding this easier.
The data suggested, therefore, that the process of change is already occurring and 
with it, the stereotype of the professional advisory personality. An example of this is 
the hilarity which was created when a 1960s/1970s film for the training of auditors 
would be shown on sales development courses. The differences in attitude and 
behaviour which had developed in the intervening 25 years was quite marked, 
although the technical requirements were basically the same.
It is a reminder that a study of this kind is always a contrived snapshot of a situation 
which is, in reality, changing and developing.
8.8 FINAL WORDS
This thesis has ranged over many areas which was only possible because of the 
quality and commitment of the participants involved. The professional firms contain 
within them many individuals who have undertaken academic research which perhaps 
encourages a disposition towards supporting and being involved in academic research. 
Certainly the firms and the individuals involved in this study have shown great support 
and consideration of my own research efforts, often at some inconvenience to 
themselves. I have tried not to imply that the firms or Individuals within them are 
somehow wrong in what they do or believe. Clearly they are extremely successful 
organisations who were prospering long before I became involved with them. I have 
worked with professional advisers in major firms for many years now and have the 
greatest respect for them and for the dedication they display. I am myself a 
professional management consultant so that if any criticism is perceived, I am also 
criticising myself at the same time.
My tasks as a management consultant and professional skills trainer, however, 
is to help my clients achieve their business development goals quicker, easier and 
better. I am an agent of change but I acknowledged at the outset that I myself have 
not been impervious to the feelings and forces which have been described throughout 
this work. I hope that professional advisers and their firms will read and accept this 
study in this light, and I thank them once again for all their support.
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Appendix 1 Letter to Research Institutes
16 February 1993
Head of Business School 
(see list of addressees)
Dear Sir/Madam
I am enrolled for part-time PhD research at the University of Surrey, Department of Educational 
Studies. My current research focus is an investigation into sales activity and attitude in a 
group of professional advisers.
While there is general literature available on learning theory and work motivation, there is 
much less on belief change which seems, at this point, to be an important issue in the 
reluctance of many people to be involved in the sales activity.
Overall, there is virtually no literature which I can find which has looked specifically at sales 
motivation and training. By this, I do not mean literature on selling "skills"- rather, I mean how 
attitudes and beliefs are created about selling and how these might be modified by a trainer.
In further explanation, I make my living as an independent sales and business development 
trainer and I have come to question the validity of providing skills training if the underlying 
attitudes and beliefs are negative. I deal with "professional" people (accountants, consultants 
etc) where, in fact, beliefs are often very negative.
My purpose in writing to you as a Business School, is to see if anyone in your department can 
point me to any literature or current research which would be of use.
I ought to point out that my research is not directed towards creating unacceptable sales 
behaviour - rather, it is trying to help people with a real problem which they would like to 
overcome. As, for example, with presentation skills training, there are many people who are 
held back by fears, doubts and uncertainties when they would, in fact, like to perform in a 
polished and professional way.
I hope that you can possible help me with this request.
Yours sincerely
MICHAEL A KEARSLEY
MA (Hons), Dip Ed, Dip Tch. [ph dappw w dbu ssch .ltr]
MATERIAL REDACTED AT REQUEST OF UNIVERSITY
UNIVERSITY OF SURREY
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Appendix 4 Letter to Firms requesting support
24 November 1992
Dear
After our recent talk, I am writing to you, as requested, with regard to my doctoral research 
at the University of Surrey, Department of Educational Studies.
My research is an investigation into factors affecting motivation, with specific reference to 
selling. It seems that many professionals have difficulty when in a selling situation and do not 
regard themselves as good at it. This is serious when one considers how much time, effort 
and money is spent by firms such as yours on business training and development.
I want to investigate this more. At this point, my supervisors (Professor David James and Dr 
Paul Tosey) are satisfied that such studies have no clear outcome when first started, but of 
course it may lead to some different approaches to sales development (and perhaps general 
personal development too).
What I would like from you is a number of volunteers who would be willing to be involved 
singly and/or in a group. I'd like a cross section of disciplines and levels.
I would be happy to come and meet with any who are interested as a group, and present to 
them what the likely commitment would be. We have already discussed this.
The research is likely to begin with a group interview based on a number of issues 
surrounding sales activity and attitude. I would go away and analyse the results over a long 
period and then probably return at a later date. At all times, I would ask for the approval of 
individuals concerned and they would know exactly what I'm doing. Also, I do not expect 
participants to spend much time away from their duties.
It would be excellent if you were willing to act as liaison with this. I think you would find it 
interesting and I would value your support.
I do not need a huge number of volunteers. Nor do they need to come from the same place, 
or the same division. Some may drop out. The essential factor is that participants must be 
willing to be open and honest. I think that many participants will also benefit greatly from the 
experience and at all times, confidentiality will be respected.
Later, you will have access to the generalised patterns as they emerge and this should provide 
some interesting discussions between us and the other participants.
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12...
I know you will need to discuss this with your partners and so I have given you a brief outline 
of myself and my background, and we can talk more fully when you are ready. I need to be 
starting to organise this research by February 1993.
With regards.
Yours sincerely
MICHAEL A KEARSLEY
IPHDAPP\A;\FIRMSLTR.PHD]
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Appendix 5 First Group Meeting Transcript
We're talking about the sales situation - selling I'd be interested to know ... when do
you think you are selling?
( ) About 80% of the time ...
What do you mean by that M ?
I may not be putting together a contract where somebody actually pays for my time but I think 
whenever you meet a client, internal or external, in many respects you are trying to sell the 
firm - trying to perpetuate a relationship, or sell or service or strengthen a relationship.
** I agree - I think I would take it one step further - I think you're selling as it were 
whenever you're not by yourself I suppose ...
Yes that's what I mean by 80% of the time ...
Sorry ... you're selling when you're not by yourself or when you are by yourself?
No, when you're not ...
* I think you're selling 100% of the time, even when you're not by yourself because the 
actions that you take by yourself such as writing a report, such as progressing the work that 
you are doing, such as just sitting there twiddling your thumbs - is going to affect the impact 
and image you have and project - not just to people outside the firm but people inside the 
firm and part of selling is selling to people inside the firm.
* I aspire to selling 100% of the time - I think I've failed because I'm only doing it 80% of 
the time.
I'm not saying you're selling, well, 100% of the time - I'm certainly not saying I'm selling, 
well, 100% of the time
I think sometimes I don't ...
Well D , if you're selling 100% of the time, you must be selling now then?
Yes
In what way are you selling?
Well subconsciously at least, what I'm doing is now projecting an image to you and the other 
people in this room and helping them to form a view as to whether they want to work with 
me, whether they respect my opinions and so on and that, in a sense, is selling ... whether I'm 
doing it well or not is another matter and whether I'm doing it effectively is another matter.
What you've said is when you're projecting an image, - that is your definition of selling? 
 If you are projecting an image - then you are selling....
That is an aspect of the definition of selling - is isn't a comprehensive definition of selling
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Well, you give me one of yours then ...
* We've got different definitions ...
* The question is when do you think you are selling ... because I certainly don't think I'm 
selling at the moment
* I don't think you should be selling 100% of the time either
* I think it's fair to say that it's more than trying to actually convince somebody that they want 
something that you've got ... and to that... any sort of two way conversation with a client or 
potential client could be classified as selling to that extent ...
What you've actually said is that your definition of selling is when you are convincing 
someone else to want something you've g o t ... and you specifîed who that someone else 
was - you said a client or a potential client...
Well there aren't many that are not clients or potential clients ...
So when you're in that situation, where you are trying to convince someone to want 
something you've got and that person is a client or a potential client, that for you is 
selling?
* Could it also be somebody within the firm that you regard as a potential client?
* Can I pick up on that with a specific example ... one of my clients needed some of their
companies voluntarily winding up and we suggested that they might use R  and, in fact,
R  had been out to see them on something else before then. Now if I had no confidence
in R  then I wouldn't have let him anywhere near my client so the way he comes across to
me is important in whether he's actually going to sell the product.
* But I was selling in all our previous meetings and conversations ... in my definition, no I 
wasn't ... not consciously maybe ... maybe you were subconsciously buying but I wasn't 
subconsciously selling ...
P , when you do you think you're selling? What's your defînition of it ?
I think actually you summed it up very well when you said that you are trying to convince 
someone that they want what you have to offer.
So there has to be that element in it - the element of trying to convince somebody of 
something?
I think so, yes - and I think there comes a point when that side of your exchange should 
finish and you should just get on and do it and I don't think we should be 100% aware of 
selling ourselves all the time rather actually getting on doing what we're actually paid to do
* But if you do something well for a client, then if they've got another problem related to your 
area, they will come back to you rather than somebody else ...
But why do you do it well? Because of the duty that you have towards your client or because 
you're wanting to get even more work?
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Both ...
Both - which means you're not giving 100%
* I would agree with your split actually - that if you've got work, you seek to do that work 
well - it's just a knock on consequence - it means you may get more work - at that point, 
you're not actually trying to sell something - if you like, you've not necessarily got something 
in mind that you're trying to sell.
Your motivating force should be, at that point, having sold yourself, to do the job that you're 
being engaged to do in the best interests of the client.
Let me go back a step - what you seem to be saying is that money passes hands here as 
well - that peole are actually buying something - a product, a service which they will 
want to buy and that is selling ...
No, it's an exchange of value ... if I'm trying to impress D , if I know D  knows people
that I would like to be introduced to, no money changes hands and never will. What I'm 
actually doing is exchanging value - I respect his opinion and I hope that he will respect me - 
so it's a value thing in that respect.
So is that truly what you think selling is?
I think in social interaction and professional interaction with D , especially when I first met
him, we were both selling - now we know each other, it's less of an issue - you're reinforcing 
existing messages.
But the ultimate, the bottom line, is that you ...
He would give me work ... or I would give him work ... but the transaction itself is an
exchange of value - it may be cash ...
It's not just work - in social situations when you meeting someone for the first time - you 
might not care two hoots whether you impress them or not but you may ... most people try 
to project that they're a reasonable person of some sort - according to their own value systems 
- they may actually want to give the impression that they're a very strong and sort of lively 
personality, and take me or leave me but they are trying to sell something to you - they're 
trying to say this is me and this is how I want you to perceive me.
They're not selling ... they're projecting something on you ... they're projecting I'm a really,
sociable person ...
But is that really selling? Isn't that just maybe networking because I don't think you've 
necessarily got there - that you're selling ...
Can we take it the opposite way ... can you define more clearly when you're not selling?
When I'm on my own
When you're on your own - would you agree with that?
Yes
What you seem to be saying to me is selling involves somebody else, whereas not selling
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does not involve somebody else (comment )
What you're doing is going to impinge on somebody else - so when I'm asleep, I don't think 
I'm selling - I would say, if I'm writing a proposal. I'm selling; if I'm doing a piece of work 
in my rom. I'm selling because that piece of work is going to be sent to somebody and whilst
my prime aim is as P  says, to produce a decent piece of work, I know that if I do that's
the most effective way of selling my services ...
Do you all agree with that?
No
I'm not really sure actually
Do you feel differently when you are, for instance, selling (in your terms) to a colleague? 
selling - when you are writing a proposal on your own in a room or selling when you 
are sitting in a client's office... What skills are different ?
That's why I don't think I'm selling when I'm writing proposals. If I'm writing a proposal. I've 
done all the selling. I've gained information, in my head I've written the proposal - all I'm 
actually doing is just data processing - just producing something or other - the minute I pick 
up the phone and say the proposal will be with you tomorrow, then I'm selling but for me the 
actual feeling is different when I'm quietly writing ...
Tell me what the feeling is ...
When I'm quietly writing, I am just processing, just collating - thinking - trying things out - 
it's more analytical. When I'm selling, there's adrenalin - there's a risk, a heightened concern 
-so I'm differentiating - I'm taking a slightly different stance to David - I'm differentiating 
because it makes be feel different when I'm sitting on my own, writing ...
What you're telling me is what you think might be happening but not what you're skills 
are ...
The skills I'm using when I'm selling ... social interactive skills, listening to my contact, all 
those sorts of things ...
What are those sorts of things?
Well - talking, listening, what I look like, mannerisms, telling jokes, recalling information, 
remembering their name ...
Do they not exist when you're not selling?
They're there because they're still skills but they are background - what's at the front when 
I'm writing a proposal is I'm churning out something that is being processed - it's almost a 
release mechanism.
Okay, S.... what about yourself?
Well I think what I was going to say was ... that I mean... surely what we are always told, 
time and time again, is that our written presentation to clients is just as important as anything 
else
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* I don't agree with that ... I know we're told that ...
I think that the presentation ... you make a presentation when you send a proposal through the 
post or whatever - it's your style of putting across the information - the content - everything 
about it - I would have thought sitting at a desk, producing a piece of written work of that 
kind, an element of style - you're trying to create an image with that you're doing there ...
But the question is, what different skills are you using? .. the different emotions that you 
are experiencing?
Well in that respect, I suppose I would agree with M  in that when you're writing a
proposal, you're using analytical skills - your choice of the right words, your style of
presentation ... certain artistic skills in that respect; when you are face to face with the client,
it is more personal - more interpersonal skills rather ...
What are the feelings you know you have associated with each one?
... Obviously there's a certain anxiety with the interpersonal skills because you can't go back 
and change it ...
* That's exactly i t ... the writing is not an immediate thing - there's opportunity to change - 
there's opportunity to give it to someone else, get feedback and alter it; whereas when you're 
in a talking to someone situation, what you say and what you do is it ...
How does that make you feel and what do you do?
Well as M.... said, it's the heightened risks situation if you like - when you are face to face
to somebody that you want to sell to ...
So do you feel a sense of heightened risk?
Yes
So how does that express itself?
... Potentially nervous mannerisms ...
So you are aware that in certain circumstances, you exhibit more nervous mannerisms 
that in other circumstances?
Yes
Are you aware of any other differences - that you are either exhibiting or using different 
skills ?
... I mean the different skills has been said before ... the interpersonal skills, the conversation, 
the mannerisms etc - I suppose if you're talking about trying to control your nervous 
mannerisms as well, there's a skill in that ...
Are you conscious of yourself doing that?
* I think it's the same in both situations - it's just a different media if you like - I mean 
there's the same desire to please whether you're sitting there writing a proposal or talking to 
that person one to one and you would feel that pressure and anxiety ...
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If I was in a situation where I had to write a proposal by seven o'clock tonight, I would 
experience the same feelings of anxiety and tension as when I was meeting somebody and 
trying to create a good impression as well.
* Can I just come on to that... because for me, when I'm talking to somebody ... I believe that 
if I'm putting a proposal together, I do the selling when I talk to them - I believe that my 
proposal is just a reinforcement and if my proposal doesn't reinforce the image I projected. I've 
got some conflicting messages - so I believe my powerful bit in selling is when I'm with them 
and my proposal, the written stuff, is neither here nor there and I know that's not quite what 
the firm thinks or other people think but that's how I feel. When I'm writing, therefore. I'm 
very conscious of guidelines, of rules - I have to have certain professional english there -I 
have to have a (firm's name) document - it has to have x y z in it - it has to be presented in 
a certain way - you can personalise it - you can do lots of things with it but the proposal 
document has a signature on it. Now when I'm talking to them, my signature is not ... now 
for me, I am more me when I am talking to them than when I'm writing the proposal.
How does that express itself in the skills and the feelings you have?
I enjoy the talking and not the writing ...
So you are happier when you're talking than when you're writing?
Yes
You tell me how different your feelings are in the two situations ...
I enjoy the social interaction, particularly with someone I'm not very keen on - I quite enjoy 
trying to get to my objective - I usually have an objective - I want to find out about the 
business, I want to try to arrange a foliowup meeting or something like that - so I quite enjoy 
the challenge and I quite enjoy listening to people and learning about people.
Do other people feel the same way or does anybody feel different?
I think my feeling is that when I'm actually sitting there with a piece of paper in front of me, 
I could actually express myself very much better ... I would feel that I have actually produced 
something and I'd have this proposal in my hand and I could say this is what I think or this 
is the image that I want to project. I don't think I feel confident enough in social situations. 
When we talked about overcoming certain nervous feelings and that sort of thing, I don't feel 
satisfied that I always do that in a social situation and therefore I'm not happy ...
You feel a lack of confidence ...
Yes
Are you conscious of, therefore, using any different skills?
... Well as I said before, I think I use more analytical skills ... in the writing ... I think I 
always approach the written work from a more technical angle. I would be selling ideas about 
what I think they ought to do ... what it is I actually want to persuade them to buy. Whereas 
in a face to face situation I would be selling myself more than the technical ideas ... I don't 
know if that actually answers the question or not ... but I think it's more a question of the 
interpersonal skills that you're trying to put over ... I'm more conscious of that - when I'm 
sitting writing a proposal I would be more conscious of putting over the technical ideas.
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* It's much easier to take if they reject you as a person - one to one talking rather than a 
proposal.
* I find I take it personally if someohe says no and its me speaking, trying to sell them 
something rather than if I haven't got it right with the number crunching ...
You seem to be now talking about two situations; one where you are working buy 
yourself writing using analytical skills which some of you find more comfortable and one 
where you are talking with people in a face to face type situation, where you seem - 
some of you - less comfortable - do you still regard both situations as selling?
I still don't regard writing a proposal as selling.
I regard both situations as selling.
I would
I would, yes
(Second person who responded, adding...) I mean to illustrate it from the work that I do, I 
don't get work out of lawyers until they believe that I'm going to be somebody who is not 
going to let them or their clients down. Now the best way to do that is to actually meet them 
and talk about the sort of things we do and what I think their concerns are - sort of strike 
chords with them ... but when they get that first report from me, that's when they really know 
whether I can come up with the goods ...
But if you regard both situations as selling, are your feelings the same in both situations?
No
(and a second response) No
Clearly they're not for most people ... what I'm trying to define is what you perceive the 
difference in your emotions is and are the skills or the things that you're doing - the 
behaviour -the same in both situations and if not, what different skills are you using?
Some are and some aren't but there are certainly some that are different ...
Tell me, in your case, what you think happens to you ...
When I'm in the interaction with other people, speaking to them and so o n   non verbal
communication is important when I'm sitting writing a report  whether I come across as
somebody who is confident is important whereas it's irrelevant in a report - it won't come 
across one way or the other ... whether I listen to what they've got to say is important. It's 
irrelevant when I'm writing a report ...
And are you conscious of all this while you are doing i t ...
To a greater or lesser extent I am ...
I'm conscious that I should be listening carefully, sometimes I'm not - it very much depends 
And what are the emotions that you are experiencing in that situation?
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... Everything's a lot more instant ... so it's quite exciting - it's seat of the pants stuff ... I'm 
sort of feeling either I'm liking this person, I'm not liking this person ... I'm happy with the 
situation. I'm uncomfortable with the situation - I feel confident, I feel slightly threatened here 
and'I'm responding accordingly.
What sort of responses do you normally respond with?
It depends how I feel...
Tell me ...
I find if I'm uncomfortable with the situation - if I'm not quite sure that... where, for instance, 
a person's coming from, if he's saying one thing but I think deep down he's saying something 
else, then I become more cautious - I try to pick up the hidden messages - I listen much 
more carefully to the response that I'm getting to what I'm saying. If I think the situations 
going well. I'm in tune with this person, I relax more - I become more open. I'll talk on other 
things apart from the key issue that we're interested in with the business, and so on because 
this will help to develop sort of the general feeling of being positive towards each other about 
what we're trying to do ...
Could you give a percentage, or could you tell me how much you feel that way generally; 
do you tend to feel worse or well?
.... It's so different in so many different circumstances, so no - I couldn't really - in specific 
circumstances I could - but no, not in general.
P anybody in fact... how do you perceive that you are different in the two situations?
Well as D  was talking, it actually occurred to me that I think I feel discomfort in face to
face situations because I feel that I'm trying to persuade them ... I think I feel more 
comfortable when ...
Somebody once said to me that there's a different between selling and marketing and I feel 
a whole lot happier with the concept of marketing which I understand to be giving them the 
information and they can decide themselves. Selling I interpret to be a means of convincing 
and I have a moral problem with that in so far that I don't think - I don't like the idea of me 
having to convince someone that they want something that they hadn't actually thought they 
wanted before. Whereas at least if they have a piece of paper in their hands, they can see 
what we have to offer and they can make their decision and I think that's the problem that I 
have - I have a discomfort in knowing that I'm doing the persuading and I don't feel that it's 
right to do that.
It's influencing people ... it's pushing people in a certain direction ... I know I feel 
uncomfortable with that...
I honestly think that's extremely typical of most people with a chartered accountancy 
qualification ...
If I think I've got something worth selling which is in their interests, I think I've got a duty 
to influence them ...
How do you know what's in their best interests?
Well it's up to them to make their own mind up isn't it but if I believe in my product, then
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I feel that I should try to sell it to them because I believe it's something which will be of 
benefit to them ... if they decide they don't want it, that's their decision.
It's like going to a play or something ... you come back from a play and say "that's really 
good, you must go and see it" ... because you know they'd enjoy it ... it's having the 
confidence in what you're selling them ...
There's fine dividing line between informing them and convincing them or trying to persuade 
them ...
And you clearly have a discomfort... you've used words like discomfort, moral problem, 
pushing people etc. How do you respond to that?
When I'm doing it?
Yes
... Well I suppose in a way I just hold back and I probably don't come across ... even if I 
believe in my product ... I possibly don't come across as enthusiastically as I might because 
I just feel reluctant in that situation - I shouldn't be doing it.
If a child was just about to stick its hand in a fire, you wouldn't feel any moral compunction 
about trying to persuade them that was not a good thing to do - is that right? And yet, you'd 
be doing exactly what you're suggesting I shouldn't do ...
Can I just make a point ... (laughter) ... when I'm pushing for clarification, it's not 
because I'm trying to get them to the right answer ... what I'm trying to explore is what 
they truly believe ...
Where I differ from T is that ... and I know exactly what you're saying because I've heard
it so many times ... but somehow there's almost this assumption that people don't want to buy 
and I suspect that T.... starts from a standpoint that don't want to buy ...
Are you suggesting that I don't actually believe in my product as much as I might do?
No, no ... I'm not going to erode your product belief at all but I just think that you're almost 
assuming that's a human nature thing - it's not your product... I reckon everyone wants to buy
Okay ... tell me what you think ... (laughter) ... stop telling me what you think other 
people think ...
I always feel that people want to buy, otherwise they will walk away or else switch off ... 
they'll walk away even if they're physically standing there ... they'll walk away because you 
see them drift away ...
So you have no problem in that face to face situation ...
If I'm talking to somebody and they're a tiny company who cannot afford my fees, I will say 
you cannot afford my fees and we'll have a chat about golf.
But at the same time, you've said that you actually do change your behaviour when 
you're face to face - you feel a heightened concern about yourself and you use the phrase 
... adrenalin ...
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It's not a concern 
Yes, I get a high on it ...
So you're aware of a change, a bodily change and a perceptual change when you're in 
that face to face situation and it's a heightened ... it's an increase of something ...
Yes
* Yes
And you find that unpleasant?
Anxiety isn't a word I would use - I would use the word adrenalin.
* But it's a similar ... I mean I would agree with M  I have a similar feeling to that but it's
not very far away from the anxiety state in that it's, you know ... there is the adrenalin 
pumping round ... there is the feeing that you're sort of living slightly dangerously, that you're 
on the edge, that you're having to respond instantly to what's coming at you and it's not that 
far away from situations where you have to feel fear ... and discomfort.
I'd contrast it with a sporting, competitive situation ... adrenalin and a desire for increased 
performance belong in both situations ... in a sporting situation, where you’ve practised and 
prepared, by the time you get to the confrontation, the race or the round of golf, you have 
prepared and therefore you're confident that you can produce that performance. I find in the 
selling situation, I don't feel prepared and therefore I feel concerned about producing the 
performance and therefore I probably don't.
Could you define more clearly what "I feel concerned" actually involves? What that 
really means?
... As far as output goes, it means I don't get the output. In a competitive situation, I can 
produce a better performance than I would in practice ... in competition you get a better 
performance. In the selling situation or even just in the social situation which might move on 
towards selling, I am far more likely to be quieter than I am normally, less able to make 
conversation than I am normally ... and probably not come across as the person that I think 
I am.
And for you, this would be different than if you were about to row a race - it would be 
a different reaction?
Yes
The difference is you've gone quieter, more apprehensive ...
Yes ... I would say in this situation, it's because I have practised the racing ... whereas in 
selling, I have come into a situation that I really don't feel I can control ...
But that is your reaction ... as I've described i t ... that is your reaction? You agree?
Yes
* I get exactly the opposite way to you actually ... I used to hate sports and competitions and 
I'd trained and trained ... and I used to sit there ... like completely frozen with fear at having
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to do the first stroke - I'd rather have been anywhere else but I'd have to force myself to do
it because I'd think 'this is ridiculous L ' Sometimes in a social situation and they would
ask me about (the firm)... I mean I wouldn't be able to speak with any authority but I'd be 
able to refer them to somebody and wouldn't feel so worried ...
Well those feelings that you have when you're in a face to face situation and you've said 
that there is a difference in that way you react to that, is there any other experience that 
you'd had that is the most similar to it?
To how you feel in a selling situation?
Is there anything which you can compare it to?
Speaking in public
Yes and I think training - I've done some internal training and I think initially I found that 
- it's selling yourself isn't it ...
Training ... you mean getting up and speaking to people?
Yes - leading a group of ten people in an internal training course - that sort of thing ... 
Anything else?
Maybe even coaching people ... on the river and rowing ... it's still a case of you putting your 
ideas forward and they can easily be rejected so it is putting yourself on the line whether 
you're teaching an audit approach, it's not just that which you're teaching - you're putting 
forward your presentation of it for them to accept or rejet.
Any other situations?
Interviewing and being interviewed.
I agree.
For something that's important presumably? Appraisal and counselling, or a job, or 
something of that nature.......
Not being ... sort of stopped in the street
I wouldn't call that selling
The interesting thing is that every one of the similar situations is where you are standing 
up and in a sense leading or talking or directing other people ... speaking in public, 
training, leading a group, coaching other people ... Is there anything apart from that - 
you've mentioned sport for instance - is it a different kind of feeling ... the anxiety that 
you feel at a sporting event - ?
It is different because it's far more controlled - I am taking part because I think I can produce 
a good performance and I am competing against my peers and I've got a good a chance as 
anybody of winning ... so I think it goes back to preparation ... if you practice four or five 
times a week, you are going to be good provided you've got the physical build and you're not
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If you practice so many times a week as with rowing, you're going to be good ... you 
could use that same argument - if you practised more selling, you would be just as good. 
What is it that stops you from doing more selling? ...
... My first reaction was confidence ... my second reaction is probably identifying situations 
when I should be selling or could be selling ...
... I suspect that I possibly go into situations with a certain target in mind. For instance, if I'm 
going to a client meetings it's for a purpose - say it's to obtain information so that I can plan 
an audit and I am going to be there principally to obtain that information and I know what I 
will need to obtain and I will go through and we'll talk around it and I'll get the information 
I need and it may not be until later that I'll see something that I could have expanded slightly 
and moved it round ...
What stops you from seeing it at the time?
... Being fixed on the objectives that I've set myself ...
... I think it's to do with fear actually - I think you just ... I'm not speaking for you but if I 
was in that situation. I'd go in and think right - I've got to do this and get this sorted and then 
you would sort of close yourself off perhaps to anything else that they might say ... I don't 
know - I'm just relating it to rowing which was the most horrendous experience of my life 
... it's because you just feel completely alone and you think well it's just me there now ... no 
one can do anything ...
Are you suggesting that you didn't identify situations because you chose not to identify 
them? You actually excluded yourself from identifying situations, therefore you didn't 
identify them ...
... Subconsciously yes, I think that could be the case ...
* Just focusing on the objective and your objective was to do something other than selling at 
the time ...
Just as a matter of interest, when you're rowing do you set yourself a specific objective - a 
time or something like that? Are you objective driven as a person?
... Yes - to get passed the finish line first - it's as simple as that ...
That's interesting ...
Well M , what stops you from selling? What inhibitions do you have?
What stops me from selling ... what stops me from selling effectively is a lack of some 
product belief - what I find myself doing is I can sell me but I'm not sure I'm very good at 
selling the firm ... so a lack of confidence (this is in confidence!) ... so a lack of confidence 
is what stops me being effective ...
What does a lack of confidence mean?
In the firm?
Lack of confidence about what?
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The service I can offer doesn't quite live up to what I want it to be ... it's exactly that ...
Is that because your overselling that?
No - it's because the whole bundle of product features - price, delivery, the rest of the team, 
lots and lots of other things - myself sometimes - don't quite live up to what I'd really like 
for that person ...
It's not as good as you'd like it to be?
Yes
And that holds you back?
Mmmm... I have to say when I was selling cars that never bothered me ... it's very ironic ... 
Okay, is there anything else that holds you back?
... If I don't feel very well ... simple things like that ...
Well ... what does that mean - not feeling well?
My father was seriously ill not long back and I was at various budget presentations and quite 
frankly I couldn't think of much else ...
So personal problems ...
Yes, and if I felt ill, physically, myself ...
Right, so personal problems, illness ... anything else?
... I think your own appearance does as well ... I think if you rush out of the house and think 
... I forgot to put any earrings on and think everybody notices and it's blown up out of all 
proportion - I mean that's a trivial example ...
I'm less influenced by that than some but is an element - I have to feel good about myself ...
If I'm going into a situation like that. I'll probably take more care with my appearance than 
I might if I was just coming into the office to sit at my desk and write a proposal say ...
You see, what is seems to me you are saying are three different things ... one is illness 
and I can understand that if you're about to throw up or you're in pain, then you're not 
concentrating ... but if something is happening to somebody else and you're worrying 
about it, there's actually not much you can do about it - it's a worry type of thing - 
there is a cause for that anxiety. But what you're describing now is a thing which is I 
don't feel comfortable with myself and it may be something, as you are saying, someone 
else wouldn't even know about ...
I think that is something which all comes back to confidence isn't it - it all comes back to 
training ... if you've practised or you've done something a lot, those sort of minor factors 
becomes less important ... I mean over a period I suppose I've been involved in doing training 
for three or four years - the first time was very difficult but now I am more relaxed about it - 
I am more confident that I can get my ideas across and I can teach people what's important 
is not me but my ideas and get them across to the people
/336
And you don't bother if you've forgotten your earrings ...
No ...
So that doesn't phase you ou t...
No, it's more the familiarity with the situation ...
I'm just trying to figure out why forgetting your earrings is devastating in one incident 
but is irrelevant in another and yet you've described the two incidents as virtually the 
same - training and selling - why it should phase you one in one and not the other?
Because in the training situation, I have more experience in it ... I have practised more ... I 
have confidence in that what I am actually doing is acceptable, good and is meeting its 
objectives - whereas in the selling situation. I'm not confident that I am meeting the objectives 
- that I am performing well.
T...., you weren't happy with some of that...
No ... well actually it as use of the words putting across my ideas that I ... that brought my 
mind back to our earlier discussion about the written proposal ... I think I mentioned that what 
I was trying to do was get across my ideas and my technical expertise etc as opposed to the 
face to face situation where you're putting across you ... and surely whether you've got your 
earrings in or not on day one ... it depends how you feel about forgetting your earrings ...
It's something that you know is really irrelevant and it's the sort of thing that if you get into 
a situation that is working well, you don't think about it but it's the sort of thing that can 
mildly upset you before you're in a closed situation ...
T has a difficulty with that because it doesn't necessarily upset you, does i t ... or does
it?
(T....) I think the point that I was trying to make was that the ideas side of things and the 
technical expertise is the more analytical side as opposed to the interpersonal skills and 
however much I practised, if I didn't feel... if I was trying to put across an image of myself 
as opposed to my ideas and my technical expertise, I would have the same anxieties on day 
seven as I would on day one ...
It wouldn't get better ... is that what you're saying?
Yes because it's coming from two different directions - one is that confidence in your 
technical ability and one is the confidence in my ability to put myself over ...
So what's the inhibition?
To put myself over ...
But what is it that's causing that?
.... It's very difficult ... I think part of it is going back to this idea - should I be doing this in 
the first place - that certainly holds me back and that's something I feel very strongly ... but 
I think it is a general lack of confidence about how I personally come across - whether I have 
the interpersonal skills to say the right things at the right time ...
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Okay ... you've all seen people in a selling situation in this firm ...I'm sure you have ... 
yuou've been with them in a presentation or a proposal or when they are making a pitch 
... is that right? ... Have you perceived any change in people's behaviour when they're 
in that situation?
... (agreement, acknowledgement) ...
What changes do you perceive there?
(partner's name) used to be a partner in this office ... is a naturally vivacious, outgoing, good 
looking lady ... she is an outrageous flirt when she is selling .. positively "o.t.t." ...
So she sells more to men that to women does she?
No ... interestingly enough, I don't actually think it is just sex based - I think she sort of flirts 
with women - in a sort of asexual way because she becomes of sort of woman women like 
to be and therefore she's flirty ...
But what are you actually saying though ... what is the point that you're making? That 
she's using sex - that she turns her sex on to sell and you see that consciously happening 
with her - how do you feel about that?
I think that's fine - it doesn't both me at all - I mimicked her once and she couldn't believe 
it and everybody said that I was absolutely right ...
Does she know that she's doing it?
Yes
Not everybody does that
No, not everybody would get away with ....
If you were to generalise, what have you actually seen ... do people change or do they not 
change?
Yes ... (name) does, (name) does ...
What happens to L ?
She becomes anxious - she agrees with everything people say - not to a point of it being silly 
but she's anxious to please and she has a very nervous laugh ...
And what do you think about that?
It doesn't actually detract - for certain types of people it works fine - with one or two people 
it does actually distance her a bit ...
But what does that actually make you feel or think?
What does it make me feel? ... Once or twice I've wanted to help bail her out - especially 
if it's some sort of aggressive, bullish type - I've leapt in with two feet - not always been 
welcome but ...
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Anybody else? Have you noticed any obvious changes in people that you can generalise 
about?
A willingness to please, to be nice.
That's what (name) does ...
What do you feel about that?
I cringe ...
In (name)'s case, when he's trying to sell, he comes across as very concerned ...
He listens very well - heightened listening ...
Yes and he's concerned about their problem as it were and he tentatively says well perhaps 
we could help you here, having sort of got the sympathy vote I suppose ...
And what does that make you feel?
... I'm probably trying to think at the same time - you know ... how can we well this person 
something anyway ... it's only really when you've asked me this question that I've thought 
well, what does (name) do differently and that is what he does differently ...
What reaction does that elicit from you when you see that behaviour?
Not a great deal actually ... as I say, if I'm seeing it I'm in the same situation myself of trying 
to sell myself as well so it's not a case of thinking ... oh goodness, (name) you're creeping or 
anything like that. I don't think that at all - I think he's guite good actually at relating ... to 
getting those people on his side.
C , have you noticed anything?
Yes, I think the word that best describes it sometimes is tentative - it's throwing out 
suggestions .... you might like to think about, we could do this for you, perhaps we have
somebody who could help you in this area ... it tends to be more tentative than confident ...
Tentative rather than confident.... how does that make you feel? What's you're reaction 
to it?
In that situation, glad that somebody else is doing it not me ...
I'd like you to think of someone you think is very good at selling or business development 
- practice development - whatever you want to call i t ...
Within the firm?
Yes - just take a moment to think about that person and when you do that I'd like you 
to, in a sense, bring to mind an image of that person - you can be as pointed as you 
want - as clear in your words as you possibly can be - so you think about that person - 
what are they like?
(M....) Knowledgeable and confident in that knowledge - jovial, clear speaking, listens well.
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reassures the person they're selling to, smiles a lot .... actually to the point where it does
irritate me - relaxed - just a touch of bullshit ...
(L....) I can't think of anyone as I haven't been in a situation where I've seen anyone giving
a proposal ... but someone who I imagine would be good at selling - someone who is direct,
forthright ...
Are you thinking of an actual person?
I have actually seen someone talking but I don't think it was anyone who works in this firm - 
it was at a seminar ...
Is there anyone in this firm though ...
No ...
Fair enough ...
(C....) Confident ... one of the boys ...
(M....) Yes, that's good point - I'll ditto that on mine .. a very good point ...
(C....) Not necessarily coming across as particularly knowledgeable but ... being able to jolly 
people along ...
What does that mean?
.... Take people with him ... convince by being confident ... and I think able to let it go and 
come back later...
What does that mean?
... I suppose realise when he's not getting anywhere and at that stage, draw back and say I'll 
call you later or I'll get back to you next week or ... I suppose recognising when he's done 
enough.
(D....) I find it difficult to think of an individual actually - there's lots of people who are quite 
good but I can't think of anyone who's particularly outstanding in that way.
(P....) Yes, he's very quietly spoken, confident but in a quiet way, independent ... very much 
the same all the time ... I don't think that in a selling situation he actually changes personality 
in any way ... technical ability is very strong and that's important ... slightly remote but only 
very slightly ... enough to just give a certain confidence.
What I'd like you to think of now is how you match or mismatch that person that you're 
thinking about - what is the same as that person and what is different about you ?
(M....) Similar in some respects - I'm just not as good at i t ... I genuinely don't believe I can 
bullshit people ... because I just seem to withdraw from that... but I am pretty jovial ... on my 
subject matter I'm technically sound and I know I'm technically sound and I don't have any 
problems talking to people about it ...
You never mentioned being technical before...
/340
I think I did ... I think the first thing I said was technically sound and knows it ... 
Knowledgeable you said ...
Okay, knowledgeable and knows i t ... what else did I describe him as? ... I'm certainly not one 
of the boys ...
Just as a matter of interest, did anybody think of a woman?
(general response) No ...
Interesting ....
What does interesting mean?
(laughter, general interaction)...
I think I know who you were describing ...
Who do you think it was?
You were thinking of (name) weren't you?
Yes
I was describing (name) ...
Do you agree? ... You obviously do! ...
That's (name) to a tee!
How are you similar and how are you dissimilar to the person that you thought was a 
good salesperson?
I think it's all dissimilarities ...I'm not one of the boys ... I'm not supremely confident ... and 
I guess the backing off point - I wonder if whether I would actually notice when I should be 
backing off - similarities are a bit difficult.
(P....) I think that basically I like to think that I'm technically sound myself and would 
emphasise the technical side of it in marketing ... I'd like to think also that I don't put on airs 
and graces and I don't try to become someone that I'm not in marketing ...
Does that mean that you are similar - that the person doesn't do it?
Yes ... I think I said he's very much the same - he doesn't appear to be trying to be something 
he's not in the marketing situation, yet people seem to follow ...
You think that you remain the same?
Yes ... that is what I aim to do ...
Ah ... that's not what I asked ... in what ways are you the same .. or are you not the 
same?
/341
I think actually - yes we are the same - we’re dissimilar in so far as I don't think I have the 
same confidence - he's very quietly confident which I'm certainly not. I don't think I put on 
airs and graces and try to become someone I'm not but I'm more nervous - I do obviously 
change in that situation because I would demonstrate more nervousness.
How does this organisation respond to those people - the people that you have 
highlighted as good sales people or good sales people in general? You may be thinking 
of several people rather than one in particular - how does this organisation respond to 
them as you perceive it?
(D....) Not necessarily very well... as I was I was thinking ... as you said ... there are several 
I think of who are pretty good at selling and (name)'s one of them but there's sometimes a 
certain amount of individuality needed in order to be good at selling and I don't think 
individuality is encouraged by this organisation - they like it when they sell - you know 
they're thought of very highly when someone brings in work and so on - that's good but 
whether the actual sort of personality as it were ...
So how does it manifest itself... what do you actually see ... what do you observe?
... It's a sense that when people don't conform, are looked at with a certain amount of 
suspicion until proved otherwise.
What evidence do you have for that? Have you heard people saying I'm suspicious of 
that person?
Well I know of one person in particular who is very sort o f .... who's got a very dynamic, sort 
of off the wall personality and hasn't quite got it under control sufficiently for it to sort of 
work to that person's advantage all the time ... and it's worked very much against. At some 
stage in the future, that person will be more senior and will have brought in some very good 
results and will be rated for that.
(C....) ... Well I suppose in the particular instance of the person I thought of - this is very .... 
he's a senior guy so it's difficult to tell ... in general, I would have positively that it's probably 
not given the prominence that it could be - I think underneath, for individual assessments of 
individual people, I would say it's probably ... I don't really know ... probably positive but I 
don't think in general there's enough recognition for it within the organisation.
(P....) Again I think it's positive because the style works ... he brings in some very good work 
but I just have a feeling that there's possibly a sense of discomfort - this particular individual 
has a lot of inner strength which I suspect the powers that be regard as .... well, with some 
discomfort ...
(D....) Dangerous ...
(P....) Yes... they can't control it ...
Interesting ... okay ...
(M....) I think it's extremely difficult for women to be good salespeople in this firm - I really 
believe that ...
But you weren't thinking of a woman ...
No I wasn't but (name) was an excellent salesperson. One of the reasons she had conflicts
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with her partners in the (location) office was because she was an extremely fine salesperson 
and a woman - she was the only one for quite a long time - a partner here - I think it's 
actually held to be slightly odd ability in women and it's misunderstood - I think it's ... I think 
dangerous is a good word actually ... I think it's felt to be a little dangerous and people don't 
really know how to handle that ...
Are you saying that men in this firm, in your belief, feel threatened by a successful 
female salesperson?
Yes
What about successful male salespersons?
I think it's a useful add-on skills - I don't think that it has to be there for somebody to go 
places - I think it's a very useful, very powerful add-on skill but I think it's fine if you're one 
of the boys ... it's taken me along time to come to that conclusion actually because 
instinctively I wish it weren't the case but I really believe that's the truth.
What do you think then is the best way for someone to advance and be accepted in this 
organisation?
Technically excellent, male, one of the boys, works long hours..
Doesn't stick their neck out ...
Doesn't take risks, isn't dangerous ...
You haven't mentioned in any of those - can bring in business ...
No I haven't ... one of the problems when I'm being appraised is my dangerous sales ability 
... I've been told to curb it ...
(D....) One thing that strikes me is that if you bring in .... if you're in a position where you've 
brought in a significant amount of business, then that's reluctantly recognised because it's a 
tangible objectee thing that people know is good ... and so on.
(M....) They feel very uncomfortable ...
(D....) It's the process that they feel uncomfortable about but there are people who have 
advanced ... I mean (name of partner) is one example in the firm who has advanced 
enormously because they've brought in a hell of a lot of business - now I don't know him at 
all well but I know that's what he's known for ...
(M....) That's right ...
(D....) But I suspect that getting to the point where you're actually sort of doing the things that 
are going to lead to selling quite a bit of business and getting to the point where you've 
actually sold quite a bit of business, you actually are at that point taking quite a risk in this 
firm because a lot of people are going to try and knock you down ...
(M....) And that's why sometimes you are told to lay off, be careful ...
(C....) It's interesting ... I heard a story from another office where people said a certain partner 
was only any good to bring in business - he was technically incompetent and no-one liked
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working for him but his sole apparent ... you know ... good point ... was that he was well 
known around the golf clubs and ...
(M....) But I bet they looked down their noses at him .... the other partners ... it's slightly dirty 
to be good ....
(C....) I got the impression when I was talking with other managers - that they were looking 
down their noses at him - he wasn't technically capable - they could get anything passed him 
but he did bring in the business ...
(L....) I don't know ...
You've been around for three or four years now ...
The previous question I was going to answer - was just saying that people are quietly 
acknowledged - nothing's done about it if you're good. I mean people around this table could 
name individuals and we kind of knew who you were talking about and agreed - so everyone 
knows good people and their strengths ... but I don't know the best way ...
But you know ... I’m thinking of joining (firm) .... you’re the (division) ... Tm going to 
say to you - what's the way for me to really be successful?
It depends whether you just want to be accepted in the first place or whether you wanted to 
progress through the firm?
Both
If you wanted to be accepted in the first place, just present yourself to your best possible 
advantage - good CV and that sort of thing - that's all I'd recommend ... like (name). I'd just
say do your best and apply to all of them - they're all the same really.
And if I want to progress?
I don't know ... I wouldn't choose to suggest ... no, I don't mean to sound so negative ... but 
I just wouldn't ...
(P....) Yes, good point
Sorry what was that?
Find a champion, somebody behind you who's going to fight your corner ...
You almost imply though that the champion shouldn't be particularly good at selling ...
Yes
Yes, I don't care as long as they've got the influence ...
That's what I refuse to answer ... I think it's terrible ...
You mean you disagree with what's being said or you disagree with the system?
Well yes but that's a different subject isn't it ...
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No w a it... which one? ..
I disagree with the system
It's the system, right - not, what people are saying ... are you agreeing with what people 
are saying?
Yes, I agree with what people are saying ...
It's what they're talking about that you're not happy with?
Yes
P...., what's the best way to advance and be accepted within the organisation?
I think one of the main things is actually to project a certain personality so that you are on 
equal terms with senior personnel and partners. I think it seems to be incredibly important 
to project an image to the outside world that you are the type of person that the firm would 
be proud of - you fit the stereotype of the firm - assertive, confident, not too aggressive ...
Decisive ...
(P....) You fit the firm's values but combined with an ability to get on the right side of the 
people that matter.
And where does being a good salesperson fit into that?
It probably doesn't ... I think it's image ...
Unless you say that to get on the right side of people you're effectively selling yourself to
them ...
Yes, that's a good point.
(End of questions ... closing summary...)
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Appendix 6 Post Group Meeting Letter to Organisers
7th September 1993
To PhD Group Research Organisers
Dear
Just a note to let you know that all the group interviews have now taken place and I am in the 
process of typing them up and analysing them.
There are some interesting themes emerging which we can discuss later on but could I just ask 
you for some direct assistance.
Firstly, I would hke some input as to how representative you think the participants are of your 
professional staff. Of course some are at different levels and from different areas and we are aU 
different people - but do you think that we have a reasonably (!) representative group. Fll leave 
it to you to decide how you work that out and how you want to respond.
Secondly, Fd welcome your feedback in retrospect as to how you think the meeting went - was 
I fair? were people honest? were people comfortable? Please be as pointed and as clear as you 
feel you want. I did ask for participants feedback at the end but your somewhat more impartial 
feedback would be welcome.
Finally, I asked the groups to envisage a role model - someone in the office who was regarded 
as a good or even outstanding sales developer. I wonder if, on reflection, you can now think of 
someone who might also be persuaded to be interviewed at the next individual session. It might 
be interesting to compare traits and motivations through the profile I plan to use.
Can I also thank you for your wonderful organisation and the trouble that you’ve taken thus far. 
It has been most appreciated and I hope that you’re still happy to be involved.
I hope to be coming back to you later in the year for stage 2. Until then, best wishes.
MIKE KEARSLEY [PHDAPPWXGRoxn’ORGiTR]
UNIVERSITY OF SURREY
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Appendix 7 Post Group Meetings Letter to Participants
27 October 1993 
Dear Research Participant
SUBJECT: BRIEF SUMMARY OF GROUP MEETINGS
Thank you for taking part in the first group of interviews in my PhD research. I will be analysing 
responses for some time but I wanted to provide you with the patterns raised thus far. Only 
research participants have been sent a copy of this summary and I would ask you to treat it 
confidentially. Of course it is a generaUsation and it may not reflect exactly your own views.
When we next meet to look at training issues, I would welcome your reactions to this summary 
and your feedback about the research generally. I would suggest that you may care to record your 
reactions to the summary using a five point scale - strongly agree, agree, neither agree nor 
disagree, disagree, strongly disagree. We have planned to hold further meetings to explore 
personality issues and a final meeting to explore mental imagery. If you feel you don’t want to 
wait and want to send your thoughts directly to me, please feel free to do so.
I am not sending the full transcripts of meetings but if you want to revisit the transcript of your 
own meeting to substantiate any of the points that I’ve made, I would be happy to talk with you 
about it.
I’m hoping that we can hold our next interviews in November or December, so until that can be 
arranged, thank you, once again.
Yours sincerely
Mike Kearsley [p h d a p p \a ;\g r p m t g s i .t r ]
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Appendix 8 LAB Profile Comparisons - Expert Markers
Participant A:
LAB INDICATORS CHARVET VAN DER HORST RESEARCHER MATCH
Level Equal
Proactive/
Reactive
Proactive Equal
Proactive/
Reactive
Direction Away Away Away X
Source More Internal Equal Internal/ 
External
More External
Reason More
Procedures
Cannot Tell Procedures
Decision
Factor
Sameness with 
Exceptions
Sameness with 
Exceptions to 
Difference with 
Exceptions
Sameness with 
Exceptions
Scope General with 
some Specific
General General
Attention
Direction
Both Self and 
Other
Cannot Tell Both Self and 
Other
Style Proximity to 
Co-operative
Proximity Proximity to 
Co-operative
Organisation Both Person
and
Thing
Both Person
and
Thing
Both Person
and
Thing
X
Stress
Response
Choice Choice with 
Thinking
Choice with 
Thinking
Rule
Structure
My/My My/My My/My X
Convincer Hear 3 Hear 3 Hear 3 X
Participant B:
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LAB INDICATOR CHARVET VAN DER HORST RESEARCHER MATCH
Level Equal
Proactive/
Reactive
Cannot Tell Equal
Proactive/
Reactive
Direction Away From Away From Away From X
Source More Internal More External Both Internal 
and
External
Reason Options More
Procedural
Options
Decision
Factor
Sameness Difference Sameness with 
Exceptions
Scope Both Specific 
and
General
General General
Attention
Direction
Self and 
Other
Cannot Tell Other
Style Proximity Proximity to 
Co-operative
Proximity to 
Co-operative
Organisation Thing Thing Thing X
Stress
Response
Choice Choice Choice X
Rule
Structure
My/My No/My No/My
Convincer Cannot Tell See/Do See
Participant C:
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LAB INDICATOR CHARVET VAN DER HORST RESEARCHER MATCH
Level More Proactive Equally 
Proactive and 
Reactive
More Reactive
Direction Towards More Away 
From
Towards
Source Internal and 
More External
External External
Reason Options Options and
Some
Procedural
Options
Decision
Factor
Difference with 
Exceptions
Difference and 
Difference with 
Exceptions
Difference with 
Exceptions
Scope More Specific 
than General
Equal Specific 
and General
Specific
Attention
Direction
Cannot Tell Other Other
Style Proximity Proximity Proximity X
Organisation More Thing Thing More Thing
Stress
Response
Choice to 
Feeling
Choice Choice to 
Feeling
Rule
Structure
My/My My/My My/My X
Convincer See/Hear 6 See/Hear 6 See/Hear 6 X
Appendix 9 (i)
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LAB Profiles of Research Participants Against 
General Population
80%
60%
40%
20%
0%
proactive
Motivation Level
m
W Ê
pro /  reac reactive
■  genera! 
□  partic'pts
60%
40%
20%
0%
towards
Motivation Direction
to & away away from
■  general 
□  partic'pts
50%
40%
30%
20%
10%
0%
Memal
Motivation Source
inn&exn external
■general
□parHci’pIs
50%
40%
30%
20%
10%
0%
options
Motivation Reason
opt & pro procedure
■general 
□  partic'pts
80%
60%
40%
20%
0%
Motivation Decision Factor
............ r~]
........................■
m  -
■  general 
□  partic'pts
sameness sam e/ex same/diff d iff/ex  difference
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60%
40%
20%
0%
specific
Working Scope
spec/gen general
■  general 
□  pertic'pts
100%
60%
60%
40%
20%
0%
self
Working Attention Direction
self/other other
■  general 
□  partic'pts
60%
40%
20%
0%
indepenl
Working Style
• ~ i d ~
proximity cooperafe
■  general 
□  partic'pts
80%
60%
40%
20%
0%
acfy thing
Working Organization
thing/pers acTypers
■  general
H I -----------
□  partic'pts
-------- — ,— f l Ü i ----------- 1—
80%
60%
40%
20%
0%
feeling
Working Sress Response
;------
choice thinking
■  general 
□  partic'pts
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Appendix 9 (iii)
Working Rule Structure
100%
80%
60%
40%
20%
0%
_g _ __ _ , —rn , m r ;
■  general 
□  partic'pts
my/my my/period no/my my/your
Working Convincer
50%
40%
30%
20%
10%
0%
■
■
.... . 1 ....;... ...................
■  general 
□  partic'pts
see hear read do
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Appendix 10 Gordon Imagery Control Test
1 Can you see a car standing in the road in 
front of a house?
Yes No Unsure
2 Can you see it in colour? Yes No Unsure
3 Can you see it in a different colour? Yes No Unsure
4 Can you now see the same car lying upside 
down?
Yes No Unsure
5 Can you now see the same car back on its 
four wheels again?
Yes No Unsure
6 Can you see the car running along the road? Yes No Unsure
7 Can you see it climb up a very steep hill? Yes No Unsure
8 Can you see it climb over the top? Yes No Unsure
9 Can you see it get out of control and crash 
through a house?
Yes No Unsure
10 Can you now see the same car running along 
the road with a handsome couple inside?
Yes No Unsure
11 Can you see the car cross a bridge and fall 
over the side into the stream below?
Yes No Unsure
12 Can you see the car all old and dismantled in 
a car cemetery?
Yes No Unsure
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Appendix 11 Diehl and England - Image Dominance Test
The Diehl and England [1958] Image Dominance Test was created from a selection 
of the earlier Griffiths [1927] and Robbins [1948] tests. It consists of twenty words to 
which the participant is asked to
"assume as much as possible the attitude of a passive spectator as to what 
goes on in your mind".
The words of the test are:
1. Telephone
2. Bicycle
3. Piano
4. Fire
5. Electric Fan
6. Hammer
7. Tennis
8. Clock
9. Whistle
10. Scissors
11. Music
12. Steam
13. Fire Engine From Griffiths [1927] list
14. Typewriter
15. Car
16. Ball
17. Lawnmower
18. Bell
19. Gun
20. Radio From Robbins & Robbins [1948] list.
Appendix 12 (i) Final Letter To All Participants
TO ALL RESEARCH PARTICIPANTS - AUGUST 1994
Dear Participant
Thank you for being involved in my research into sales attitude among professional 
advisers. I felt you would want to know at what stage this research is at and what is yet 
to come.
The pilot work in a variety of locations suggested a number of themes which influence 
sales activity. These were:
(1) Organisational Problems
too much other work, no billing codes, etc
(2) Training Problems
not been on selling courses etc
(3) Personality Problems
not the "sales type" etc
(4) Internal Processing Problems
pictures, sounds and feelings which can influence sales activity.
You may feel that in your case, there are other influences. If so, please let me know what 
you think these are either by writing or phoning.
To begin with, I conducted six semi-structured group interviews in two locations with four 
different firms. These meetings were recorded, typed up and analysed. A consensus of 
opinion seemed to emerge and these were sent to you for your personal support (agree, 
strongly agree) or negation (disagree, strongly disagree). A number of participants were 
contacted individually for fiirther explanation.
I also asked organisers how "typical" they thought you were as representatives of your 
firm, division and profession. Again, I would welcome your view as to how typical you 
feel you and your views are of the firm and the environment in which you work.
I then conducted over 30 individual interviews, again in each location. This was to 
ascertain your agreement/disagreement with the group interview findings and then to 
explore your training record. Most of you were receiving an average of 10 - 20 days of 
technical training a year but less than 2 days of personal skills training as per the enclosed 
list.
I also asked what books you had read to facilitate your own learning in personal skills and 
this revealed that overwhelmingly, participants had not read any of the books available. 
I would welcome your further comments with regard to your training history and needs.
Jtt
University 
of Surrey
Head of Department 
Professor P Jarvis
Department of 
Educational Studies 
University of Surrey 
Guildford 
Surrey GU2 5XH 
England
Telephone: (0483) 300800 
Fax: (0483) 300803 
Telex: 859331
Email:edx027@surrey.ac.uk
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In a later interview, I administered the LAB (Language and Behaviour profile) to help 
to identify your working and motivational traits and to discuss personality issues. Findings 
firom these are included in the article which was published in Management Consultancy 
magazine, after approval by your organiser.
I then moved with some participants to interviews which tried to explore mental images 
(pictures, sounds and feelings) associated with a good event, a bad event and a sales 
event. This was to see if there was a pattern to these. Other participants were asked to 
make a cold telephone call and the processes of your mental imagery recorded as well as 
could be remembered. I was seeking, at that point (and with your permission), to explore 
your mental processes in a real situation.
I have also, throughout, contacted other individuals outside of the original participants 
who were considered, for example, to be good business developers or who held special 
positions (e.g. senior partners\trainmg managers). These people were not aware of where 
or with whom the study was being conducted.
I am now writing to throw the ball to you. I would welcome your views (handwritten or 
verbal is fine) on whatever you feel you would like to contribute with regard to the study, 
study roles, the research approach, your views and opinions, other things I should 
consider, etc etc. So in summary, the request is:
(1) Tell me what you think about your, and other’s, sales attitude.
(2) Tell me what you think about my research approach.
(3) Tell me what more you think needs to be done.
(4) Tell me what you think about any of the detailed research findings.
If you choose to call, my answerphone runs for 45 minutes. Alternatively, you can write 
as much as you want - don’t worry if it is not organised and structured as well as you 
would for a business letter.
The objective of all academic research should be a constant re-evaluation of what is being 
done -I therefore welcome your strongest comment.
Over this next year, the dissertation needs to be correctly written up. It can be officially 
submitted late 1995.
After your response, however, this would appear to conclude most people’s commitment 
to the research so I would like to thank you for your all your efforts and consideration, 
and wish you well in whatever you decide to do. I’m only sorry that I cannot acknowledge 
you by name in the final dissertation. I will, of course, acknowledge you all collectively 
with the utmost gratitude and appreciation.
I am looking forward to hearing from you.
With best wishes.
Yours sincerely
MICHAEL A KEARSLEY [PHDAPP\A;\RESPART.LTR]
Jtt
University 
of Surrey
Head of Department 
Professor P Jarvis
Department of 
Educational Studies 
University of Surrey 
Guildford 
Surrey GU2 5XH 
England
Telephone: (0483) 300800 
Fax: (0483) 300803 
Telex: 859331 
Email: edx02 7 ©surrey.ac.uk
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